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ABSTRACT
Market Segmentation strategy has created a great impact by enhancing the performance of small scale businesses. The inability of some small scale businesses to segment market effectively in competitive market has resulted in death of the businesses. The main objective of this study was to examine the influence of market segmentation on the performance of small scale business enterprises. The study used survey research method, primary and secondary data were collected through the use of questionnaires and documented materials respectively. The population of the study was the entire small scale businesses registered under the National Association of Small and Medium scale enterprises in Ilorin which is 164 from which the sample size was drawn. Hypotheses were tested using correlation coefficient at 0.05% level of significant. The study found that there is influence of market segmentation on the performance of small scale businesses. The conclusion of the study was that an improvement in market segmentation strategy of a small firm will result in a corresponding performance of the business.
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CHAPTER ONE
INTRODCUTION
1.1 	BACKGROUND OF THE STUDY
Marketers have recognised that the target audience of a certain product are not all alike. They differ in terms of demographics, attitudes, needs, locations and social affiliations. Most marketers are made up of different individual customers, sub-markets or segments. Segmentation and targeting of customers allows the marketers to deliver a product within the target audience needs and wants (pickton and Broderick, 2005:373 citied in Larsen, 2010). It is a necessity to establish the needs and values of the target customers within each segment, in order for companies to promote their product, brands, or services appropriately.
Many scholars and researchers have long acknowledged the importance of knowing why customers choose a particular product and service and the factors that influence them to make the selection. In response to this competitive environment, scholars is the marketing field have introduced the concept of differentiation and market segmentation ( Baharun, hamid, Shamsudin, Salleh, Zaidin andSulaiman, 2011). Segmentation in among the earliest concepts in marketing and it has become a long lasting strategy in the subject (future and Martins, 2008 as citied in Amue, Abioye and igwe, 2012). Segmentation the process of dividing the market into groups of customers with similar needs and developing marketing programs that meet those needs, is essential for marketing success (Amue, etal 2012). Markets are heterogeneous and customers differ in their values, needs, wants, constraints beliefs and incentives to act in a particular way. Product complete with one another is attempting to satisfy the needs and wants of those customers. By segmenting the market, firms can better satisfy the needs and wants of their customers and target their marketing efforts efficiency and effectively. However, previous research has suggested that there are Variety of measures of segmenting the marketers and empirical results have not constituently shown that segmentation variables in marketing is always the same even when the measures are examined(Fazio and Kelly, 2009). The purpose of segmenting a market is to allow marketing program to focus on the subset of prospects that are most likely to purchase the offering (Amue etal, 2012). If done properly, this will help to ensure the highest return for marketing expenditures. Word over, the contribution of small scale enterprises (SSEs) has been recognised as the main sustenance of any economy because of their capacity in enhancing human welfare. For Nigeria as a nation, the contribution of small scale enterprises should not be underrated at the critical time of Scio-economic and political development of the nation especially if government must deliver dividend of democracy to the citizenry. Small scale enterprise consists of the driving force for such industrial growth and development of the economy and this is mainly due to their great driving force in ensuring diversification and growth of industrial production and as well as the achievement of the basic objectives of developments. Small businesses account for a greater percentage of all businesses in virtually every economy and generate the majority of private sector employment and output.
Small medium enterprises (SMEs) are the engine of economy growth and development globally, Nigeria inclusive. By their very nature, SMEs constitute the most viable and veritable vehicle for self-sustaining industrial development ( oyebamji, Kareem, and Ayeni, 2013). SMEs in developing countries, like Nigeria are struggling to survive under intense competitive environment both domestic and international. Oyebamiji Kareem and Ayeni (2013) discovered that small and medium enterprises (SMEs) in Nigeria have not performed to expectation. More so, ensuring long term organization performance is a challenge in our present technology driven and competitive business world. For small businesses the capacity is put in place appropriate marketing practices has long been deemed a key strategic differentiate and means of achieving high and sustained performance and leverage over competitors.

1.2 	STATEMENTS OF THE PROBLEM
In every society, consumers are the most important factor to consider while running any business. The satisfaction of these consumers now becomes the firms’ ultimate goals. In order to attain this, it takes a lot of marketing strategies. One of the major strategies is called “market segmentation” because it is a customer oriented philosophy. Small scale businesses are usually unable to classify their customer group according to their uniqueness in purchases, their segmentation and positioning many at times based on subject rather than customers and for their needs. Some small scale businesses have inadequate transportation facility for sales men whose jobs requires travelling from one place or customer to another, some small firms lack ability to carry out market research to know what extent of homogeneity and heterogeneity of their customers. These challenges result in poor performance of small scale firms most especially in terms of profit making, sales market share. Hence, the study examines the impact of market segmentation strategy on the performance of small scale businesses in kwara state.

1.3 	AIM AND OBJECTIVES OF THE STUDY
The major aim of the study is to assess the impact of market segmentation on the performance of small scale businesses.
The specific objectives of the study are:
1. To determine the influence of market segmentation on the profitability of small scale businesses.
2. To examine the relationship between market segmentation and sales performances of small scale business organizations.
3. To know the effect of market segmentation on the marketing share of small scale businesses 

1.4 	RESEARCH QUESTIONS
Based on the objectives of the study, the following questions asked to guide the study:
1. What is the native of relationship between market segmentation and profit making of small scale businesses?
2. Is there any correlation between marketing segmentation and sales performance of small scale businesses?
3. To what extent market segmentation strategy influence market share of small scale businesses?




1.5 	HYPOTHESES FORMULATION
This research work was guided by the following hypothesis:
H0 : there is no significant relationship between market segmentation and profit making of small scale businesses.
H1 : there is significant relationship between market segmentation and profit making of small scale businesses.
H0 : market segmentation strategy has no significant effect on sales volume of small scale businesses.
H1 : market segmentation strategy has significant effect on sales volume of small scale businesses. 
H0 : market segmentation does not increase market shares of small scale businesses.
H1: market segmentation increases market shares of small scale businesses.

1.6 	SCOPE OF THE STUDY
The scope of the study simply means the coverage areas of the study. The study covers the following: 
1. Conceptual scope: the conceptual framework of the study is market segmentation. Market segmentation is a consumer oriented philosophy. The study examines market segmentation in relation to the performance of small scale business organizations.
2. Industrial scope: the study covers manufacturing industry. Small scale business industry was focused in particular while Ostrich bakery, Omuiyadun bread, Funmilayo bread, Captain cook bread, Butterfield bread, Aquika bread, Itesiwaju oluwa bread, Ogoluwa bread, Akintunde bread, Alaba bread and Sisi bread were selected as case study.
3. Territorial scope: in term of geographical area, the study was carried out in Ilorin metropolis Ilorin is one of the largest cities in Nigeria and it is the capital of kwara state. The city is confluence of cultures, populated by Yoruba, Nupe, Baraba, other Nigerians and foreign nationals
4. Time scope: the study was carried out between the periods of 2015 to 2017.

1.7 	SIGNIFICANCE OF THE STUDY
The study is important to the following categories:
1. Academic: Academic would be able to use the gaps identified for criticisms and propound further concepts and theories in the area of market segmentation and management.
2. Marketing consultants and researchers would be opportune to understand the nature of market segmentation and possibly carryout further studies on it.
3. Once market segmentation strategies is understood by small scale business managers, they will be able to adopt the recommendation and control
4. Federal and state government would be guided by  the study on the appropriate policies to be formulated for effective emancipation of small scale businesses operations in kwara state and even Nigeria which would lead to technological and scientific ways of tapping the abundant human and natural resources for the administration, distribution and marketing of finished goods.  

1.8 	LIMITATIONS AND CONSTRAINTS TO THE STUDY
Attempts were method to ensure that this research study make significant contribution to theory, methodology, practices and policy. However, its findings were threatened by the following limitations:
1. Attitude of the Respondents: actually, some of the respondents especially those owners of the businesses were reluctant at cooperating with the researcher because they felt there was nothing to benefit from the study. They later gave the researchers the needed data he explained to them the benefits that their businesses would derive from the study.
2. Finance: an empirical research of this nature demands much money was for its successful completion. Much money was required to cover transportation, material, photo coping, printing and downloading cost. The researcher later overcomes this challenge due to financial assistance rendered by parents and relatives.
3. Time constraint: the researcher was quite constrained by the limited time available for the completion of the study.
In spite of these limitations, the study provided a worthwhile evaluation of the impact of market segmentation strategies on the performance of small scale businesses in Ilorin metropolis.

1.9 	DEFINITIONS OF TERMS
Market: it can be defined as a geographical location where buyers and sellers transit business. It can also be seen as an aggregate demand by potential buyers of product or services. Market can also be seen as people with needs to satisfy, the money to spend and all willingness to spend it whenever it becomes necessary to do so.

Market segmentation: this is the process of dividing the heterogeneous market into smaller divisions having relatively homogenous characteristics that can be satisfied by the firm.

Business performance: this is the accomplishment of a given task measured against preset know standard of accuracy, completeness, cost and speed.

Business Performance Management: is a set of performance management and analytic process that enables the management of an organization’s performance to achieve one or more pre-selected goals. 

Business: a business is also known as an enterprise, a company or a firm. It is an organizational entity and legal entity made up of an association of people, be they natural, legal or a mixture of both who share a common purpose and unite in order to focus their various talents and organize their collectively available skills or resources to achieve specific declared goals and are involved in the provision of goods services to consumers.

Small Scale business: this is defined as manufacturing establishment which employs not more than ten people or whose investment in machinery and equipment does not exceed six hundred thousand naira. It is the business with annual income or asset of less half a million Naira (N500, 000).

Market Segment: a segment of market is a group of people who share one or more common characteristics lumped together for marketing purpose.

Strategy: a method or plan chosen to bring about a desired future, such as achievement of a goal on solution to a problem.

Product: a product is anything that can be offered to a market that might satisfy a want or need.

Consumers: A consumer is a person or organization that uses economic services or commodities. 


















CHAPTER TWO
LITERATURE REVIEW
2.1 CONCEPTUAL REVIEW
2.1.1 MARKET SEGMENTATION
Segmentation marketing first appeared in the 1950’s. As focus shifted from manufacturing needs to consumer needs in the early 20th century, marketing-oriented goals grew through firms of the time. These market oriented goals made way for segmentation marketing, first introduced by Wendell smith in 1956. He regarded market segmentation as “viewing a heterogeneous market as a number of smaller heterogeneous markets, in response to differing preferences, attributable to the desires of consumers for more precise satisfaction of their varying wants (Wendell, 2000).
Smith’s early discovery of segmentation marketing lead to segmentation research done extensively by peter Dickson and James Ginter in 1987. The found that market segmentation and product differentiation must be combined with demand for the product or service in order for the marketing mix to be successful in the targeted segment (Dickson, 1987). Today, technology is allowing companies to look at consumer behaviours like never before and allows managers to use micro-marketing to focus even closer on specific consumer groups (Wendell, 2000). Market segmentation is defined today as “the process of defining and sub dividing a large homogeneous market into clearly identifiable segments having similar needs, wants or demand characteristics” (market segmentation n.d). This then allows companies to design a marketing mix that attracts the potential customers in the selected segment.
A great example of segmentation marketing was the release of the iphone 5s and the iphone 5c in 2013. Apple was already an immensely popular brand name in the Smartphone business but was also known for their high priced products. In an attempt to market to people who were fans of apple products but were also conscious about how they spent their money, apple released the iphone 5c. This iphone had the newest ios technology but was in a plastic case and did not offer upgraded features, like the newest resolution camera featured in the 5s model. Apple wanted away to keep its customers who would pay the extra money for the newest phone but also wanted to infiltrate a new market segment of people who  were not as willing to spend the extra money (Arora , 2013).their plan seemed to work as consumers saw the release of the iphone 6 and the 6+ in 2014.

2.1.2	Market Segmentation process
The segmentation process consists of 5 steps: strategy, choosing segmentation methods, evaluating segment attractiveness, selecting a target market and identifying and developing a position strategy. This process leads to the development of a marketing mix for the target market.
The first step is to analyse which strategy best suits the company and their goals for marketing. Doraszelski and Draganska (2006) recognised the niche and the full line strategy in their paper titled “market segmentation strategies of multi product firms”. A niche segmentation strategy focuses all marketing efforts on a small portion of the population; a full-line segmentation strategy offers many variations of a product to appeal to more of the population. These are just two of the many different strategies a company could use to develop market segmentation for their company. Once the strategy is determined, the company must look at the best method for segmenting the market. Vriens, Wedel, and Wilms (1996) investigated a prior segmentation, a method where consumers are separated into groups based on demographic and socio economic variable a priori. They mention another method called the componential segmentation method where groups of consumers are linked by characteristics other than socio economic or demographic that they share. The method used depends solely in the needs and wants of the company. After the segmentation method is determined the company must evaluate the attractiveness of the market they are entering.
To evaluate market attractiveness, market demand, competitive intensity and market access must be assessed. To assess market demand, size, growth rate and growth potential are all important factors when deciding if the market is attractive.
 Even if the market demand looks promising of the future, competitive intensity is one that has few competitors and substitutes for the product. Once both of these aspects are assessed, market success must be thoroughly examined. If the market cannot be penetrated the market is useless to the company. There must be a demand for the product in the market for it to be useful. All three of these factors must be examined and demand useful in order to find the most attractive market for being providing (Best, 2013).
After evaluation of market attractiveness is complete a large market must be defined. To select a profitable target market, companies should do extensive research to understand who will most likely benefit from their product, and then analyse the characteristics of this group of people. After the general target market is assigned, companies can use the information to create a customer characteristic the company believes will be most profitable in the long run. The more specific the target market and customer profit is the more effective the marketing strategy to this group will be in the long run (Pakroo, 2014). Once there is a clear view of the target market, a position strategy must be identified and developed.
Position strategies are important because the determine how customers will view the product or service offered. First, position strategies require research into what the target market finds important as well as what competitors offer. After this information is acquired, the company can decide which position will be of the most beneficial for both them and their customers (market positioning strategies n.d) once the segmentation process is complete, the company should here a better idea of how to market their product or service to the specific segment they are targeting.

2.1.3	Type of Segmentation Marketing
Market segmentation is used to identify a large market by smaller groups with similar characteristics. This segmentation makes targeting of a specific audience easier because the market can tailor their message to the specific needs of the targeted consumer (what is a market segment, n.d). This approach is different from mass marketing strategies where the entire market is targeted. The market can be segmented in several ways; however, the six types this study will focus on are behavioural, benefit, demographic, geo-demographic, geographic and psychographic.
To use behavioural segmentation is a more focused form of market segmentation that groups consumers based on specific behavioural patterns they display when making purchasing decisions enabling producers to adapt their marketing approach to specific groups” (behavioural segmentation, n.d).this approach is normally the most powerful force of segmentation; however, it is also the most difficult to execute beneficially, because the research involved in finding these behavioural characteristics is time consuming and expensive. Behavioural segmentation combined with demographic or geographic segmentation is much more powerful than behavioural segmentation only, because a more in depth customer profit can be created (Ferrell, 2005). When the market crashed in 2008, Hyundai quickly determined how the worlds keep their customers whose behaviour was changing. Their customers became more wary of buying expensive items so Hyundai developed the Hyundai assurance. The campaign read, we’re introducing Hyundai assurance to show you the faith we have in you. Right now, finance or lease any new Hyundai and if in the next year you lose your income well return it. That’s the Hyundai assurance” (Barr, 2009).
Benefit segmentation on the other hand, considers the “differences in specific benefits that different groups of consumers look for in a product” (Benefit segmentation, n.d).not everyone is willing to spend money, especially extra money, on certain benefits that they don’t necessarily need. Marketers consistently determine which product benefits most interest their potential consumers. Lifestyle change is important in this form of segmentation, because sometimes characteristics that consumers once found important may no longer matter to them. If the main benefit of the product changes, marketers must also change their marketing campaigns to fit consumer’s new needs (Strydom, 2007). Nike is a great example of benefit segmentation in play. Their consumers vary from professional athletes to casual performers. They segment these marketers by “benefit sought” and cater is the needs of consumers from all aspects of athletic life (shank, 2015). 
The next type of market segmentation is demographic segmentation which segments the market by age, family size, race, religion, gender, ethnicity, income, or education. Segmenting the market demographically helps categorize the needs of the company’s consumers. Two main advantages to segment the market in this way are: the information needed to separate the market by demographics is easily available through census and other population surveys and customer’s retention and loyalty are higher because the company can easily satisfy their customers (Gigli, N.D). Starbucks uses demographic segmentation to their advantage. About 89% of all starbucks revenue comes from two specific demographic age groups. The first is 25 to 40 years old professionals who normally have high end jobs and are at management level or higher in their workplaces. The other group is aged 18 to24. Starbucks markets to this second age group for creating the coffee houses with enjoy able atmospheres to hangout and using the latest technology and innovative ideas. By breaking the market into these two specific groups, starbucks can effectively market to both groups separately (cachola, 2012). 
Geodemographic segmentation is similar to demographic segmentation but combines geographic information, psychographic information and consumer behaviour to better determine who the company is marketing to. This approach is based on the idea that people in the same regions, states, cities and even neighbourhoods’ have similar buying habits and is interested in similar products (Goss, 1995). Using a computer system like PRIZM (Potential Rating Index for Zip markets) or ACORN (A classification of Residential Neighbourhoods) allows markets to specifically target consumers with the same wants and needs (Mitchell, 1994). An example of this strategy is when discount retailers or grocery stores open new stores in a neighbourhood with a high level of unemployment or families depending on welfare. The next form of segmentation, geographic segmentation, is the oldest form of segmentation and separates consumers into geographic regions such as cities, countries, states or regions. Consumers in urban and suburban areas tend to have very different needs from each and this allows marketers to target consumers who will benefit from their products. However, it can be argued that the internet has completely eliminated geographic segmentation, marketing it harder to achiever the boundaries that were once clearly seen (Strydom, 2007). A great example of geographic segmentation, the company tends to put coffee houses in upscale areas of town near business offices and around college campuses (Cachola, 2012).
The last way to segment a market is through psychographic segmentation which assists “marketers to understand the lifestyle, personality and social class characteristics of the target market” (Strydom, 2007). Understanding how consumers live assists marketers in developing marketing strategies that will appeal to very specific market segments that act and live in similar ways. Marketers can assess how people spend their time, what interest them, or how they consumer products. This approach is becoming more popular than using the typical segmentation types because not everyone who has the same lifestyle lives in the same geographic region (Strydom, 2007). For instance, energy drink consumers are normally either business people who work long hours or students who are working late or getting up early. All business people or students don’t live in the same area, so it makes sense for a company like Red Bull to market to lifestyle instead of the region of the country the country the consumer lives in (segmenting 2013).
Using segmentation strategies can be extremely beneficial to a company. Instead of marketing to the mass market, the market can be categorized into specific groups that react to specific marketing strategies. Because not everyone has the same needs at the same time, this strategy allocates company’s money more effectively by spending advertising budgets where the dollars will return the most profit it in the long run. Small business owners, such as Chad miller from performance solutions group, LLC; need to understand how to effectively market their businesses while spending no excess money. 

2.1.4	Small Scale Business 
Definition of words, concepts and ideas are always subject to controversies in social sciences as authors and scholars define such words or concepts based on their assumptions or understanding of such concepts. Therefore, the concept of small scale enterprise has not escaped such controversy. The definition of the world, but the underlying concept is the same. Small scale business enterprise can be defined in terms of annual sales, asset valuation, net profit, balance sheet totals, and the size of the business including the numbers of employees available in the business. Different authors, scholars and schools have different ideas as to the variation in capital outlay, number of employees, sales turnover, fixed capital investment, available plant and machinery, market share and the level of development, these features equally vary from one country to another.
In Nigeria, the third National Development Plan defined a small scale business as a manufacturing establishment which employs not more than ten people or whose investment in machinery and equipment does not exceed six hundred thousand naira. The central bank of Nigeria (1983) in its credit guidelines, classified small scale business as the business with an annual income or asset of less half a million naira (N500, 000). The federal Government Small scale industry development plan of 1980 defined a small scale business enterprise in Nigeria as any manufacturing process or service industry, with a capital not exceeding N150, 000 in manufacturing and equipment alone. The small scale industries association of Nigeria (1973) defined small scale business as those having investment of capital, land building and equipment of up to N60,000 pre-SAP value and employing not more than fifty persons. The federal ministry of industries (1973) defined it as those enterprises that cost no more than N500, 000 (pre-SAP value) including working capital to set up. In 1990 budget, the federal government of Nigeria defined small scale enterprises for the purpose of government of Nigeria defined small scale enterprises for the purpose of commercial loan as those enterprises with annual turnover not exceeding N500, 000, for merchant loan and those for the purpose of commercial loan as enterprises with capital investment not exceeding N2million (excluding cost of land or a maximum of N5million). 
According to Umar (1997) the concept of the small size firm is a relative one and it depends mainly on both the geographical location and the nature of economy activity being performed. A small scale enterprise is a privately owned and operated business, characterized by a small number of employees and low turnover. A small enterprises usually only shares a tiny segment of the market it operates in. small scale enterprises are essential to the economy for industrial growth and diversification. According to the size various countries have different specification of the numbers of employees a small scale enterprises should have the U.S small business administration states that small scale enterprises generally have fewer than 500 employees within 12 –month period in non-manufacturing industries. A company must consider any individual on its payroll as an employee. In Australia, however, a small scale enterprise is one that has fewer than 15 employees on payroll, as defined by the fair work act. The small scale business act for Europe states that small enterprises are those that have 250 employees or less. Small scale enterprises in Asian countries generally have 100 or fewer employees, while small scale enterprises in African hire 50 or fewer workers. Using financial measures such as net profits, balance sheet totals, the value of assets and annual sales as a means of defining small scale business enterprises in the united state for example, a non-manufacturing small scale enterprise is one that does not earn more than 7million in a year. Financial measures can vary be industry, as annual receipts may be higher for industries that have higher overhead cost to operate. In general, small scale enterprises are businesses that do not dominant their respective industry (MOPFED Report, 2010).

2.1.5	Types of Small Scale Business Enterprises
According to Asaolu (2005) and oyelaran (2012), some types of small scale business enterprises are identified. These include:
i.	Sole Proprietorship: a number of small scale enterprises identified by different scholars, amongst them is the sole proprietorship which is the simplest business from under which one can operate a business. The sole proprietorship is not a legal entity. It simply refers to a person who owns the business and is personally responsible for its debts. A sole proprietorship can operate under the name of its owner or it can do business under a fictitious name, such as Ayo Ade’s beauty salon. The fictitious name is simply a trade name and it does not create a legal entity separate from the sole proprietorship owner. A sole proprietorship is a business owned, established and managed by one person. The advantage of sole proprietorship is that setting up and administering the business is comparatively easy and in expensive. One disadvantage of operating a sole proprietorship form of business is that the liability of the business is always unlimited. In this case, the personal properties of the owner and the properties of the business is usually the same so when the liability of the business is usually the same so when the liability of the business is to be settled, the personal properties of the business is to be settled, the personal properties of the owner will be used up. A sole proprietorship business at times lacks continuity when the owner dies.
ii.	Partnership: a partnership is defined by section 3 (1) of the partnership act as the relation which subsists between persons carrying on business in common with view of a profit. The legal definition of a partnership in general stated as “an association of two or more persons to carry on a co-owners of a business for profit” (Revised uniform partnership Act 101, 1994). Partnership can be in two forms which are general partnership and limited partnership’s dept and other obligations. The limited partners serve as investors only they have no control over the company and are not subject to the same liabilities as the general partners. Persons can form a partnership by written or oral agreement often governs the partners’ relations to each other and to the partnership. A type of business organization in which two or more individual spool money, skills, other resources and share profit and loss in accordance with terms of the partnership agreement is called a partnership business. The disadvantage of a partnership business is that profits must be shared with others, you have to decide on how you value each others; you  have to decide on how you value each other’s time and skills and what happens if one partner can put in less time due to personal circumstances. Also since decisions are shared, disagreements can occur. A partnership is for the long term and expectations and situations can change, which can lead to dramatic and traumatic split ups. Another major disadvantage of partnership is unlimited liability. 
I. General partners are liable without limit for all debts contracted and errors made by the partnership (Oluba, 2009).
II. Cooperative Enterprises: A cooperative enterprise is an association or corporation established for the purpose of providing service on a non-profit basis to its shareholders or members who own and control it. It is established for their mutual benefit and for the sale of their products at the maximum possible price. It is an autonomous association of persons who voluntarily cooperate for their mutual, social, economic and cultural benefit. Cooperatives include non-profit community organizations and businesses that are owned and managed by the people who use its services. A cooperative enterprise is an autonomous association of persons who are united voluntarily to meet their common economic, social and cultural needs and aspirations through a jointly owned and democratically controlled enterprise. The formation of a cooperative society is very simple as compared to the formation of any other form of business organisations. Any ten adults can join together and form a cooperative society.

2.1.6	Problems of Small Scale Business Enterprises
Small scale businesses have certain advantages over large scale businesses such as the ability in many cases to form chose relationships with customers and clients, but small scale businesses also face several notable problems. Small businesses often focus on a niche or especially that differentiates their goods or services from large competitors. Some of the problems facing small scale business enterprises are: 
1. Inability to produce under economics of scale: An economy of scale is a concept in economics that describes a situation where the marginal cost of making a certain product falls as a company makes more of the product. In other words, when economics of scale exist, the cost of producing is produced in large quantities. A small scale business production is usually limited because they produce for a limited market. For example, the cost per unit of making cars might be lower for a manufacturer that produces 100 cars a day than a manufacturer that produces one or two cars a day. Large scale businesses allow manufacturers to enjoy systems such as assembly lines that can increase productivity and reduce costs. Small businesses may have difficulty competing with large scale businesses that are able to mass produce products in expensively (Harris and Sauzor, 2006).
2. Difficulty in attracting customers: small scale business enterprises typically have a more difficulty time attracting customers than larger business enterprise. They have smaller marketing and advertising budgets. They have smaller marketing and advertising budgets, also, some potential customers are reluctant to do business with small businesses especially new businesses without loyal followers, since they believe that these businesses may not be around for a long time or that they will not be able to provide the appropriate level of service. A challenge for small scale businesses is to make sure that they provide excellent customer service and instil confidence in their customers (Oyelaran , 2012).
3. Competition from large scale business enterprises: possibly one of the biggest problems facing small scale businesses is that they have to complete with much large companies. Larger companies. Larger companies have bigger budgets and can usually provide products and services at much lower costs. A small business must be able to either make the prices charged by larger businesses or provide extra benefits to the customers synch as better customer service. It is unarguable that some of the products available in the market today were developed by small scale businesses are good innovators. Most of the products available in the market today were developed by small businesses. However, these new product idea or processes are always high jacked by large scale companies which subsequently make it difficult for small business to profit from their innovations. In cases where the small scale innovator takes up patent, the larger business skirt such patent this destroying the continued existence of the small scale niches (MOPEED Report, 2010).
4. Changing government policies and regulations: government policies seen to have constituted a serious problem area for small scale business can be traced back to 1982 with the introduction of “Stabilization measures” which resulted in import controls and drastic budget cuts. These in turn, adversely affected the subvention to the financial institutions established to provide financial assistance to the small scale businesses. 
5. Financial challenges: small scale businesses face challenges obtaining money for expansions. Larger corporation have many more resources available to them to obtain capital to expand even banks and lenders are much more willing to lend money to a large company with tangible assets that can be used for collateral. Adelaya (2003) argued that the access to institutional finance has always constituted a pandemic problem for small scale business development in Nigeria (Oyelaran, 2012).
6. Inadequate infrastructural facilities: small scale businesses in Nigeria are affecting due to poor infrastructures that exist in the country. Many small scale businesses operate in rural areas where they have bad roads, poor transportation network, and poor electricity supply. All these affect business organizations.
7. Inadequate information: small scale business manager at times usually have limited knowledge and ability of running the business. Most of these small scale business managers night just be primary or secondary school dropout who doesn’t care of anything that is going on in the economy, they are only concerned in making sales and making their profits. Every business undertaking requires it own peculiar information, skills, abilities and basic experience. Entering into a strange line of business without information that will keep the business current and efficient is like testing a river depth with both legs. Most small business owners that have excelled had the required information in their lines of businesses (Asaolu, 2005).
8. Likely cessation of business after death of the owner: a member of small scale businesses cannot outlive their founders. Most of such businesses cannot outlive their founders. Most of such businesses stop to exist immediately after the owner dies. Such problem exists in most small scale businesses such as welding, tailoring, bread baking, furniture making etc. this is more so when the children of such owners refused to take up the businesses of their parents.
Contributions of small scale business enterprises to economic Development in Nigeria
1. Employment Generation: before independences, government establishments were the major employment of labour but these days with many private enterprises set up by entrepreneurs many people have gained development with these enterprises and this has reduced the dependence on government establishment and large firms for employment. Small businesses employ a greater percentage of the working population many country. These people employed receive their salaries and wages from these small organizations.
2.  Technological innovation: small scale business enterprise brings about technological innovation in Nigeria. In most cases, small scale business brings about emergence of new things in our environment. Most of the managers of small scale businesses are highly intellectual and with the rate of advancement in technology the managers don’t relent instead they carry on continuous research on how to improve on existing technologies. In the studies carried out by Aluko(1972) and Sonaike (1975) it shows that small scale businesses in  Nigeria acquires or improve domestic technology in the production of several goods such as bakery products, soft drinks, textiles, foot wears, soap production and so on. And what seems to have been acquired was just further improvement in the technology of production so as to improve the quality of these goods. This suggests that one of the main contributions of small scale business enterprise to the economy is truly improving indigenous technology (MOPEED Report, 2010).
3. Improved standard of living: standard of living is the level of quality people in a particular society or country enjoying their living, which is not only affected by their level of income but the quality and quantity of goods and services made available to them. Small scale businesses, whether in manufacturing industry or service industry such as retailing, entertainment etc. contribute a great deal to the uplift in the standard of living of the people residing in the society where they are found.  

2.1.7	Business performance 
Outside normally evaluate a firm’s ability based on its performance (Boon, 2000). This implies why performance is like a mirror to a firm. The level of good accomplishment generally defines a firm’s performance (Achrol and Etzel, 2003). Firm performance is the outcomes achieved in meeting internal and external goals of a firm (Lin et al, 2008). As a multidimensional construct, performance has several names, including growth (Dobbs and Hamilton, 2006; Wolff and Pett, 2006). Survival, success and competitiveness.
The concept of firm growth was introduced in the early 1039s known as the “law of proportionate effect” (sometimes called Gibrat’s rule of proportionate growth). The law of proportionate effect is frequently used as a benchmark for many studies to determine business growth. Gibrat’s (1931) explains a firm’s growth rate does not depend on the size of a firm. Traditionally, a variation in firm performance is associated with industrial structure (fraizer and Howell, 1983). The neo-classical economic theory perceives a firm’s growth as a process of attaining the minimum point of average cost in other words; the process of a firm’s growth is similar to the process of profit optimisation (Trau, 1996). In 1959, penrose developed a resource- based view theory (Garnsey, 1988) argues that firms most access, mobilize and deploy resources before they can grow. Adoption of various strategies by firms also determines firm performance. Different firm uses different strategies of performance. Different firm uses different strategies of performance (Collins and Porras, 2000); hence, a firm’s performance is concentrated in its strategy (short etal. 2007). Depending on organizational goals, different methods are adopted by different firm’s to measure their performance. This performance indicator can be measured in financial and non-financial terms (Darroch, 2005; Bagorogoza and waal, 2010; Bakar and Ahmed, 2010). Most firms however, prefer their performance (Grant et al. 1988; Hoskinson, 1990). Return on Assets (ROA) (Zahra, 2008), average annual occupancy rate, net profit after tax and return on investment (ROI) (Taritiyaman et al; 2012) are the commonly used financial or accounting indicators by firms. Some other common measures are profitability, production, growth, stakeholders satisfaction, market share, and competitive position (Garrigos-simon and Marques, 2014, marques et al; 2005; Bagorogoza and waal, 2010).

2.2 Theoretical Review
2.2.1 The rudimentary theoretical expectation for the study is outlined in this section. The theoretical foundations include:
· Elliot and Glynn segmentation framework:-this theory is of the opinion that the interests of the buyer are primarily reflected in their degree of loyalty toward their vendors (long and short term), while on the other land, vendors are interested in the potential benefits form a buyer (Alessandor, 2013).
· Oliver (1977) Expectancy Disconfirmation theory: this theory state that the size and direction of the disconfirmation experience which occurs as a result of comparing service performance against initial expectations relates to satisfaction (Vogel, Eranschitcky and Ramasechan, 2006; mahila and O’Neill, 2003). If consumer thinks that the quality received is less than the price paid, dissatisfaction is created and if quality delivered to be higher or equal to price paid then consumer will be satisfied. In this instance, the degree of customers satisfaction for a product or service is determined by the extent to which a customer’s expectations do meet his/her expectation (Kurtulus and okumus, 2010).
· Dynamic Capabilities Theory (DCT): This is defined as the firm’s ability to integrate, build and reconfigure internal and external competencies to address rapidly changing environments (Teece, Pisano and Sheun, 1997). Dynamic capabilities thus reflect an organization’s ability to achieve new and innovative forms of competitive advantage given path dependencies and market positions. The concept of dynamic capabilities as the ultimate source competitive advantage strategy research (hou and Chien, 2010) 
     
2.3 	Empirical Review
2.3.1 	Empirical Review of market Segmentation
Ndu and Essien (2014) in their work titled “the prospects and challenges of market segmentation practice in the equipment leasing industry of Nigeria” found that the less or lesser assessment of the operation and associated drive for market segmentation is low because the volume and value of transaction in the industry is small and lesser have poor knowledge of the needs and operational environments of the lessees.
Park et al (2011) in their study benefit segmentation of TV home shoppers identified four benefits segment of TV home shoppers: and they exhibited significant differences in demographic characteristic (i.e. gender, age, education level) and attitudinal outcomes (i.e. satisfaction with TV shopping repurchase intention.
Montinaro and Sociasiau (2011) in their study called market segmentation model to obtain different kinds of customer loyalty concluded that market segmentation models commonly used in literature do generate different types of loyalty. Therefore customer loyalty can be considered and calculated as a function of market segmentation and customer satisfaction.
Vinerean (2014) in his work titled “market segmentation in the decision making process in tourism exhibited three distinct segments of consumers who purchase tourism services based on specific dimensions of behaviour.


CHAPTER THREE
RESEARCH METHODOLGY
3.1	Research methods
Research is the process of getting dependable answers to important questions using systematic method of gathering, analyzing and interpreting evidence. Its end product is knowledge (Timm et al, 2005). Research is a structured enquiring that utilizes acceptable scientific methodology to solve problems and create new knowledge that is generally applicable. Scientific methods consist of systematic observation, classification and interpretation of date (Dawson, kothan and kumar, 2011). There are three major types of research methods; these are survey research, experiment /observation and ipsofacto research. Other research methods include case study action research, grounded theory, ethnography and archival research. The survey research method was employed for this study the survey research method is the research in which questionnaire research method was used for data collection on the opinions of respondents from selected small scale businesses in Ilorin. 

3.2	Research Design 
Research design is the step by step process in which the research is carried out. It is actually plan that guides the researcher in his data collection and analytical phase of the research work. The research designs are considered as the blueprint on any research dealing with at least four problems which question to study, which data are relevant. What data to collect and how to analyze the results. The best design depends on the research question. Considering the research objectives of the study and associated problem, this research takes the form of a quantitative design, which is descriptive in nature. This research is quantitative in nature because of the following: hypotheses were carefully generated to indicate the relationship between identified variables, the development of appropriate research instrument focusing on specific and narrow questions, collecting of primary data and analysis of data using statistical tools.


3.4	Population of the Study
Population is a set of objects or observations about which conclusion will be drawn the population of this study was the entire small scale businesses registered under the National Association of Small and Medium Scale Enterprises in Ilorin which is one hundred and sixty four (164) out which the selected small scale business were chosen.

3.5	Sample Size Determination 
Ten businesses operating in Ilorin were selected on the basis of convenience and easy accessibility. This study considered Ostrich bakery, Omuiyadun bread, Funmilayo bread, Captain cook bread, Butterfield bread, Aquika bread, Itesiwaju oluwa bread, Ogoluwa bread, Akintunde bread, Alaba bread and Sisi bread. These firms were scattered in different areas in Ilorin such as Geri Alimi, Offa Garage, Sango, Oloje, Tanke among others. 
Two hundred (200) questionnaires were distributed to ten selected small scale businesses. The breakdown is as follows: two hundred questionnaires were divided into twenty (20) per business out of the two hundred questionnaires that were distributed, one hundred and eight four (184) were found rallied. Further details are given in chapter four. There was no restriction to the industry that the business operates in, in order to effectively measure impact of market segmentation on small business performance, this study focused on businesses that have been in existence and operation for over five years.

3.6	Sampling Techniques and Procedures
Sampling techniques can be either probability sampling techniques or non-probability sampling techniques. Under probability sampling techniques, each element has a known probability of being included in the sample but the non-profitability sampling techniques do not allow the research to determine this probability. Probability sampling techniques sampling, Chister/area sampling while non-probability sampling include convenience sampling technique in selecting the sample size of the study based on convenience and easy accessibility of the respondents.
3.7	Source of Data
There are basically two ways of sourcing data, these are primary and secondary source. The study gathered data from the two sources;
I. Primary source of data: these are first hand information that was refined for the purpose of this project. The study made use of the questionnaire as a major source of primary data. This is also known as internal source of data.
II. Secondary source of data: this refers to the information already in existence, having been collected originally for some other purposes. These sources from the bedrock of information used for this project. This include the reviewing of articles that have to do with market segmentation, small scale businesses and performance in current journals, textbooks, news papers, internet etc.

3.8	Research Instrument
Research instrument are those tools which are used to collect data for the purpose of testing hypothesis and answering research question (Ojo, 2005). To enable the collection of data and analysis, the research needs various types of instrument specially designed for multi various purpose. The selection of instrument depends on such factors as the nature of the study. The research instrument for this study was the questionnaire. The first section of the questionnaire did not attach any score to it, since the information gotten from that section were the demographic data of the respondents. The second section that is ‘B’ was ranged from 5-1 point scale in the following pattern; strongly agree 5, agree 4, undecided 3, disagree 2, strongly disagree 1.

3.9	Validity of the Research Instrument
A number of concepts are involved in a discussion of validity. Different types of validity have been identified. These include; the predictive validity which is the ability of an instrument to predict some future events the concurrent validity which is usually measured by the calculation of a correlation coefficient between the distribution of test scores and some concurrently existing criterion measure, the content validity which is essentially determined by the process through which the items were selected, the constructive validity where by a researcher devises an instrument in term of how much the results obtained fit the theoretical formulations that constitute its development, the face validity which is concerned with the extent to which the research believes the instrument is appropriate and the pilot study which is a small study designed to test logistics and gather information prior to a larger study, in order to improve the latter’s quality and efficiency.
 	A pilot study can reveal deficiencies in the design of a proposed study or procedure and these can then be addressed before time and resources are expanded on large scale studies. The research made use of pilot study test the validity of the research instrument used for the study. Participants of the pilot study were contacted by the researcher face to face explaining the research objectives and asked them to participate.

3.10	Reliability of the Research Instrument
Reliability test measures the extent to which the research instrument consistently measures what it intends to measure. There are several methods for measuring the reliability of the research to instrument. However, the crobach’s Alpha method was used for measuring the questionnaire reliability. The range of the co-efficient values from 0 to 1. A research instrument with high reliability would tend toward 1, while an instrument of low or no reliability would have a score close to or at.

3.11	Method of Data Analysis
Inferential statistics was used to reach conclusions and make generalization about the characteristic of populations based on data collected from the sample. Descriptive statistics was used to analyze the demographic data Hypotheses were analyzed using correlation coefficient at 0.05% level of significant. The correlation coefficient is an approach employed in establishing the relationship between the dependent variables and one or more explanatory variable examining the relationship between the two.
	

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 	DATA PRESENTATION AND ANALYSIS
This study was carried out to find out the effect of market segmentation on the performance of small scale business. Two hundred (200) questionnaires were distributed out of which one hundred and eighty four (184) were treated and returned.

Table 4.1 Gender of the Respondents
	Rating
	Frequency
	Percentage (%)

	Male 
	103
	56.0

	Female
	81
	44.0

	Total
	184
	100


 Source: Field Survey, 2025

The above table shows the gender distribution of the respondents. From the table, it could be seen that 56% of the respondents were male while 44% were female. This implies that the respondents were made up of more men than women.

Table 4.2 Marital Status of the Respondents
	Rating
	Frequency
	Percentage (%)

	Single
	76
	41

	Married 
	85
	46.2

	Others
	23
	12.5

	Total
	184
	


Source: Field Survey, 2025

The above table shows the marital status of the respondents. It could be seen from the table above that 41.3% of the respondents were single, 46.2% were married, and 12.3% of the respondents chose the “other” option which represents divorced, separated or widows.

Table 4.3 Work experience of the Respondents
	Rating
	Frequency
	Percentage (%)

	1-5 yrs
	92
	50

	6-10 yrs
	49
	26.6

	11-15 yrs
	20
	10.9

	Over 15 yrs
	23
	12.5

	Total
	184
	100


Source: Field Survey, 2025

The table shows the work experience of the respondents. The table shows that 50% of the respondents had work experience of between 1-5 years, 26.6% of the respondents had work experience between 6-10 years, 10.9% of the respondents had work experience 11-15 years and 12.5% of the respondents had work experience of above 15 years.

Table 4.3 Educational Qualification of the Respondents
	Rating
	Frequency
	Percentage (%)

	SSCE
	32
	17.4

	HND/BSC
	84
	45.7

	MSC/MBA
	51
	27.7

	Others
	17
	9.2

	Total
	184
	100


Source: Field Survey, 2025

The above table shows the educational qualification of the respondents. One can see from the table that 17.4% of the respondents have just SSCE 45.7% were either BSc of HND holders, 27.7% had master’s degree and 9.2% had other forms of educational qualifications.




Table 4.5 Years in Operation of small scale business.
	Rating
	Frequency
	Percentage (%)

	5-10 years
	125
	67.0

	11-15 years
	46
	25.0

	16-20 years
	12
	6.5

	Above 20 years
	1
	0/5

	Total
	184
	100


Source: Field Survey, 2025

This table shows the years of operation of the small scale business in which the respondents are part of this table shows that 67.9% of the business had been in  operation from between 5-10 years, 25% 11-15yrs, 65 had been in existence for about 16-20 years and only 0.5% had been in operation for above 20years.

Table 4.6 our market segmentation had made our products.
	Rating
	Frequency
	Percentage (%)

	Undecided 
	1
	0.5

	Agreed
	26
	14.1

	Strongly Agreed
	157
	85.3

	Total
	184
	100


Source: Field Survey, 2025

The above table shows that 0.5% of the respondents are undecided about the statement, 14.1% agreed, and 85.3% strongly agreed. Majority of the respondents strongly agreed that market segmentation enhances their products acceptability.       

Table 4.7 Market segmentation of our firm has improved our goodwill.
	Rating
	Frequency
	Percentage (%)

	Disagreed
	1
	0.5

	Agreed
	62
	33.7

	Strongly Agreed
	121
	65.8

	Total
	184
	100


Source: Field Survey, 2025
The 0.5% of the respondents disagreed that market segmentation has improved the goodwill of the firm, while 33.7% agreed and 65.8% strong agreed to this statement.

Table 4.8 Division of our market into homogeneous group has resulted in more profitability of the firm.
	Rating
	Frequency
	Percentage (%)

	Undecided 
	1
	0.5

	Agreed
	47
	25.5

	Strongly Agreed
	136
	73.9

	Total
	184
	100


Source: Field Survey, 2025

The table above shows that 0.5% of the respondents were undecided on division of market into homogeneous groups has resulted in more profitability of the firm, while 25.5% agreed to the statement and 73.9% also strongly agreed to the statement. This shows that the majority of the respondents agreed that market segmentation results in better profitability of the firms.

Table 4.9 Our Sale volume increases due to market segmentation strategy.
	Rating
	Frequency
	Percentage (%)

	Disagreed
	1
	0.5

	Undecided 
	1
	0.5

	Agreed
	64
	34.8

	Strongly Agreed
	118
	64.1

	Total
	184
	100


Source: Field Survey, 2025

The above table shows that 0.5% of the respondents disagreed that their sales volume increases due to market segmentation strategy, 0.5% of the respondents were also undecided on the statement, 34.8% agreed and 64.1% strongly agreed on the statement.
Table 4.10 The market share our company has been expanded with the aid of market segmentation strategy.
	Rating
	Frequency
	Percentage (%)

	Strongly disagreed
	4
	2.2

	Disagreed
	15
	18.2

	Undecided 
	5
	2.7

	Agreed
	70
	38.0

	Strongly Agreed
	90
	48.9

	Total
	184
	100


Source: Field Survey, 2025

The table above shows that 2.2% of the respondents strongly disagreed that their market shares have to expand with the aid of market segmentation strategy, 8.2% of the respondents disagreed, 2.7% were undecided on the statement, 38% agreed while 48.9% strongly agreed on the statement.

Table 4.11 Our firm engage market segmentation in marketing.
	Rating
	Frequency
	Percentage (%)

	Strongly Disagreed
	4
	2.2

	Disagreed
	15
	8.2

	Undecided 
	5
	2.7

	Agreed
	70
	38.0

	Strongly Agreed
	90
	48.9

	Total
	184
	100


Source: Field Survey, 2025

The above table shows that 2.2% of the respondents strongly disagreed that their firms engaged in market segmentation in marketing their products, 8.2% of the respondents disagreed, 2.7% were undecided on the statement, 38% agreed while 48.9% strongly agreed on the statement.


Table 4.12 Our firm uses segmentation by benefits in marketing our products.
	Rating
	Frequency
	Percentage (%)

	Disagreed 
	20
	10.9

	Undecided 
	9
	4.9

	Agreed
	72
	39.1

	Strongly Agreed
	83
	45.1

	Total
	184
	100


Source: Field Survey, 2025

The above table shows that 10.9% of the respondents disagreed that their firm use segmentation by benefits in marketing their products, 4.9% of the respondents were undecided, 39.1% of the respondents agreed and 45.1% strongly agreed that their firm uses segmentation by benefit.

Table 4.13 Our firm engage the use of demographic segmentation in efficient distribution our products.
	Rating
	Frequency
	Percentage (%)

	Disagreed 
	15
	8.2

	Undecided 
	6
	3.3

	Agreed
	87
	47.3

	Strongly Agreed
	76
	41.3

	Total
	184
	100


Source: Field Survey, 2025

The above table shows that 8.2% of the respondents disagreed that their firm used demographic segmentation in efficient distribution of their products, 3.3% of the respondents were undecided on the statement, 47.3% of the respondents agreed and 41.3% of respondents agreed and 41.3% of the respondents agreed to the statement.


Table 4.14 Our Company gains more customers due to market segmentation strategies employed.
	Rating
	Frequency
	Percentage (%)

	Disagreed 
	5
	2.7

	Undecided 
	7
	3.8

	Agreed
	90
	48.9

	Strongly Agreed
	82
	44.6

	Total
	184
	100


Source: Field Survey, 2025

The above table shows that 2.7% of the respondents disagreed that their companies gain more customers due to employed market segmentation strategies, 3.8% of the respondents were undecided, 48.9% of the respondents agreed and 44.6% of the respondents strongly agreed of the statement.

4. 2 	Test of Hypothesis 
Correlation coefficients were used to measure the contribution of the independent variable to the dependent variable.

Test of Hypothesis 1
Ho: there is no significant relationship between market segmentation and profit making of small scale businesses.

Table 4.15 Model Summary 
	
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	0.333 (a)
	.111
	.106
	.380


Source: Field Survey, 2025

The table above is the model summary, it shows how much of the variation in profitability of that is explained by market segmentation. In this case the R Square value is .111 which means market segmentation explain 11.1% variance in profitability of small scale business.
Table 4.16 ANOVA
	
Regression 
Residual
	Sum of squares
3.274
26.286
	DF
1
182
	Mean Square
3.274
.144
	F Sig
22.668
	
.000(a)

	Total 
	29.560
	183
	
	
	


Source: Field Survey, 2025

The table shows the assessment of the statistical significance of the result. The ANOVA table tests the null hypothesis to determine if it is statistically significant. The ANOVA table shows the F cal22.668 at 0.0001 significance level. Hence the null hypothesis is rejected.

Table 4.17 Coefficient (a)
	
	Unstandardized
	Standardized
	
	

	
	B
	Std Error
	
	
	Sig

	(Constant)
Market Segmentation leads to profitable
	3.409
	.293
	
	11.619
	.000


Source: Field Survey, 2025
a. Dependent variable: Our market segmentation influenced the level of our profitability. 
The coefficient table above shows the simple model that expresses how market segmentation increases the profitability of small scale businesses. The model is shown mathematically as follows;
Y= a + bx where Y is profitability of small scale business and x is profitability of small scale businesses and x is market segmentation. ‘a’ is a constant factor and ‘b’ is the value of coefficient. From this table therefore, profitability = 3.409 + 0.294 Ms (market segmentation). This means that for every 100% increase in profitability, market segmentation contributed 29.4%.

Interpretation of Result.
Finding from this research showed that market segmentation increases profitability of small scale businesses.
Test of Hypothesis 2
Ho: markets segmentation strategy has no significant effect on sales volume of small scale businesses.

Table 4.18 Model Summary 
	
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.605(a)
	.366
	.359
	.609


 Source: Field Survey, 2025

The above table is the model summary. It shows how much of the variance in the sales volume of small businesses that are explained by market segmentation scale. In this case the R square volume is .366. Which means market segmentation explains 36.6% variance in sales volume of small scale businesses. 
 
Table 4.19 ANOVA
	
	Sum of squares
	DF
	Mean Square
	F Sig
	

	Regression 
Residual 
	38.815
67.163
	2
181
	19.408
.371
	52.302
	.000(a)

	Total
	105.978
	183
	
	
	


Source: Field Survey, 2025

This table shows the assessment of the statistical significance of the result. The ANOVA table tests the null hypothesis to determine if it is statistically significant. The ANOVA table shows the F cal 52.303 at 0.0001 significance level. Hence the null hypothesis is rejected.

Table 4.20 Coefficient
	 
	Unstandardized
	Standardized
	
	

	
(Constant)
Market Segmentation increases sales volume of small businesses
	B
	Std error
	F
	
	Sig 

	
	2.277
	.277
	
	10.033
	0.000

	
	176
	0.89
	.231
	1.985
	0.49


Source: Field Survey, 2025

The coefficient table above shows the simple model that expresses how market segmentation increases sale volume of small scale businesses. The model is shown mathematically as follows;
Y = a+bx where Y is sales volume of small scale business and x is marketing segmentation, ‘a’ is a constant factor and ‘b’ is the value of coefficient. From this table therefore, sales volume = 3.409+0.294 MS (market segmentation). This means that for every 100% increase in sales volume, market segmentation contributed 29.4%.

Interpretation of Results
Findings from this research showed that market segmentation enhanced sales volume of small scale businesses.

Test of Hypothesis 3
Ho: Market segmentation does not increase market share of small scale businesses

Table 4.21 Model Summary      
	
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.628(a)
	.394
	.391
	.521


 Source: Field Survey, 2025

The table above is the model summary. It shows how much of the variance in the market share of small scale business that is explained by market segmentation. In this case the R Square value is .394 which means market segmentation explains 39.4% variance in the market share of small scale businesses.
 Table 4.22 ANOVA
	
	Sum of squares
	DF
	Mean Square
	F Sig
	

	Regression 
Residual 
	32.137
49.423
	1
182
	32.137
.272
	118.344
	.000(a)

	Total
	81.560
	183
	
	
	


Source: Field Survey, 2025

This table shows the assessment of the statistical significance of the result. The ANOVA table tests the null hypothesis to determine if it is significant. The ANOVA table shows the F cal 118.344 at 0.0001 significance level. Hence the null hypothesis is rejected. Market segmentation increases markets share of small scale businesses

Table 4.23 Coefficient
	 
	Unstandardized
	Standardized
	
	

	
(Constant)
Market Segmentation increases market share of small businesses 
	B
	Std error
	F
	
	Sig 

	
	2.211
	.218
	
	10.127
	0.000

	
	.529
	0.49
	.628
	10.879
	0.000


Source: Field Survey, 2025

The coefficient table above shows the simple model that expresses how market segmentation increases the market share of small scale businesses. The model is shown mathematically as follows;
Y = a+bx where Y is the market share of small scale business and x is marketing segmentation, ‘a’ is a constant factor and ‘b’ is the value of coefficient. From this table therefore, market share = 2.211+0.529 MS (market segmentation). This means that for every 100% increase in market share, market segmentation contributed 52.9%.


Interpretation of Results
Findings from this research showed that market segmentation increases market share of small scale businesses.

4.3	Discussion of findings
The study was carried out to find out the effect of market segmentation on the performance of small scale businesses. 
The study revealed that highest percentages of the respondents were male. This implies that the majority of small scale businesses in Ilorin metropolis are owned by men. Also, small scale businesses in Ilorin are majorly owned by simple and married entrepreneurs.
The study found that the majority of the respondents have not less than five years experience in their businesses. This makes the researchers to heavily rely on their opinions because they talked from the experience not assumption. More so, the majority of the respondents were educated ones. Large percentage of them have Bsc and/or HND while the least qualification of the respondents is SSCE. This makes the research rely heavily on their opinions because it seems they know what they have chosen as options.
This study also found that the selected businesses are not new ones. They have been in existence for not less than five years. So, they have experienced increase and decrease in their profitability, sales and market shares. It is believed that the businesses chosen are okay for the study.
Furthermore, it is shown by the study that the selected small scale businesses were engaged in market segmentation in one way or the other. Only few of the respondents disagreed that their firms have not engaged in market segmentation at all. Some respondents said that their firms have never benefited from market segmentation done by them while the majority confirmed that their companies have benefitted a lot of segmentations done in their organizations.    
The study confirmed that the majority of small scale businesses employed market segmentation strategies in marketing their products which little respondents disagreed to the statement that their firm employed market segmentation strategies in marketing their products.
Test of hypothesis number one “there is no significant relationship between market segmentation and profit making of small scale businesses” the study revealed that there is significant positive relationship in between the two variables. It was found that market segmentation increases the profitability of small scale businesses and for every 100% increase in profitability of small scale businesses, market segmentation contributed 29.4%.
Testing the hypothesis number two “marketing segmentation has no significant effect on sales volume of small scale businesses” the study revealed that market segmentation by small scale businesses market segmentation contributed 28.4%.
When testing the hypothesis number three “market segmentation does not increase market share of small scale business” it was found that the null hypothesis is not true and that market shares of small scale businesses are increased due to market segmentation strategies. More so, it has discovered by the study that for every 100% increase in market share of small scale business, market segmentation contributed 52.9%. 
In a nut shell, it could be seen that the test of hypothesis 1-3 shows that the objective number 1-3 are achieved by the study.














CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
The study examines the influence of market segmentation of the performance of small scale businesses. It was found that the majority of small scale businesses in Ilorin metropolis do market segmentation and also confirmed that they have benefited from the strategy.
The study showed or found that market segmentation strategies used by small scale businesses result in increase in their profitability and for every 100% increase in profitability of small scale businesses, market segmentation contributed 29.4%.
Also, it was revealed from the study that small scale businesses use to increase their sales using market segmentation strategy because it contributed 28.4% increase in their sales volume. The study found that there is significant relationship in between market segmentation strategy employed by small scale businesses and their market shares. This implies that market segmentation usually contributes to the increase in market share of firms.
In summary, the study found that market segmentation of small scale businesses in Ilorin influence their performances and an attempt to use market segmentation will result in positive performance of small scale businesses must especially in terms of profit, sale and market share.

5.2 CONCLUSION
Based on the analysis and findings of this study, it is concluded that market segmentation has significant impact on the performance of small scale businesses most especially in terms of profit making, sales performance and market share. This implies an improvement in market segmentation of a small firm will lead to a corresponding performance of the business.




5.3	RECOMMENDATIONS
Based on the analysis and findings of the study, the following recommendations were made: Small scale businesses should get professional marketers that can enlighten and train their staff on market segmentation and how to effectively segment markets.
1. Small firms should determine who their target markets are and make sure that their organizations’ resource are focused on the most viable and profitable of the target customers from that segment.
2. Organizations most especially small firms should understand that once those customer segments are consistently satisfied; the demand will increase, therefore an increase in revenue of that organization 
3. More funds should be allocated for proper market-segmentation by present organizations
4. Organizations should expose their employee to market segmentation strategies through training, conferences, seminars, workshop and symposiums.
5. Facilities that are needed for effective market segmentation should be provided to the management of the organizations
6. Efforts should be made by small scale business managers to improve the services offered to their customers
7. Firms should be more committed to their work and introduce new techniques to market their products 
8. Firms should periodically evaluate how consumers respond in their segments so as to enhance the competitiveness of their product in the market. 
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APPENDIX
Department of Business Administration,
Kwara State Polytechnic,
 Ilorin
 8th January, 2025.

Dear Sir/Ma,	
RESEARCH QUESTIONNAIRE ON THE “TOPIC INFLUENCE OF MARKET SEGMENTATION ON THE   PERFORMANCE OF SMALL SCALE BUSINESSES”
I am a student in the above named Department and Institution, presently carrying out a research work on the above topic. 
The questionnaire is drawn to extract the necessary information about your firm to enable me write a project on the above topic in partial fulfilment of the requirements for the award of  National Diploma (ND) in Business Administration.
I will be very grateful if you could assist me in this direction. I hereby attach the questionnaire for your completion. Thanks for your anticipated cooperation.

Yours faithfully,


QUESTIONNAIRE
SECTION A: PERSONAL DATA
Instruction: Tick in the appropriate box and give answer where necessary.
1. Sex : male (   ) ,  female (     )
2. Marital status : single (    ), married (     ),  Other (    )
3. Work experience : 1-5years (    ) , 6 -10 years (     ), 11 -15years (     ), over 15 years (     )
4. Educational Qualification: SSCE (  ), HND/B Sc (  ), MSc/MBA (  ), other(   )
5. Years in operation : 5-10 years (   ), 11 -15 years (   ), 16 -20 years (    ), above 20 years (   )
6. SECTION B
Please tick as:- 
AS - strongly agreed 
A   - Agreed
D - Disagreed 
SD – strongly disagree
U – Undecided
	6
	Our market segmentation has made our products more acceptable in the market?
	SA
	A
	U
	D
	SD

	7
	Division of our market into homogenous group has resulted in more profitability of the firm?
	
	
	
	
	

	8
	Market segmentation of our firm has improved our goodwill?
	
	
	
	
	

	9
	Our sales volume increases due to market segmentation strategy?
	
	
	
	
	

	10
	The market share of our company has been expanded with the aid of market segmentation strategy?
	
	
	
	
	

	11
	Our firm engage market segmentation in marketing of our products?
	
	
	
	
	

	12
	Our firm uses segmentation by benefit in marketing our product?
	
	
	
	
	

	13
	Our firm engage the use of demographic segmentation in efficient distribution of our products?
	
	
	
	
	

	14
	Our company gains more customers due to market segmentation strategies employed?
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