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ABSTRACT
	the research centered on the use of auditing to improving public sector management using Micheal Imoudu National Institute for Labour Studies, Ilorin, Nigeria. In carrying out research hypothesis were stipulated which basically questioned the significant existence of auditing departments in public sector and the effectiveness of auditing in checking frauds in pursuance of constant complain that internal audit department is too under resource generally to be fully effective. To test these hypotheses, chi-square statistical too was employed. I found out that the internal audit can effectively check fraud and fraudulent activities in the public sector and the MIINILS have internal audit unit to function effectively. It is recommended that Government should provide an adequate equip staff with electronic data processing and also maintains environment within which internal audit can have sufficient freedom to accomplish their task efficiently.
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CHAPTER ONE
1.0	INTRODUCTION
Marketing is a business that identifies unfulfilled needs and wants defines and measures their magnitude determines which target market, the organization can best serve and decide on appropriate product, services and program to serve these markets.
Consumer are the most important things to consider while operating any business environment. It must therefore be clear that a through and constant study of the consumers is one thing and another entirely those needs of the consumer at a profitable level, hence marketers resort to a lot of strategies.
Many people are confusing marketing for its sub-functions such as product marketingselling and merchandising. But an authentic marketing is not the act of selling what you can make but knowing what to make. It is art of identifying and understanding customers profit to the producers and benefits for the stakeholders.
Market leadership is a gained by creating customer services therefore marketing can be viewed as customer oriented philosophy. It is the creation and delivery of a standard of living. Organization must try to identify a particular market that is more attractive and that can be managed affectively and profitable. Market segmentation attempts to identity significant difference in buyer characteristic which is used to determine which target market should be aimed at and the type of product to be given to that market.
Market segmentation can be define as the act of dividing a market into distinct parts. A market consists of buyer and these buyers differ in one or more respects.
They may differ in wants resources and geographical locations. Buying attitude and buying practices. Any one of all these can be used to segment a market in order to serve the customer more effectively and efficiently.
Market segmentation can therefore be defined as the act of dividing a market into distinct parts, that is the process of dividing the total heterogeneous market for a product into several submarket or segment each of which tends to be homogeneous in all. Significant aspects, it can also be define as the act of dividing a market into distinct and meaningful groups of buyers who might merit separate product and or market mixes.
Segmentation strategy helps the organization to find reaction in customer trait and producing in line with those characteristics so as to conform to those identified needs of the customers.
1.1	BACKGROUND OF THE STUDY
It is obvious that companies can not connect all customers in large broad or diverse market and as a result of the needs to divide market in to group of consumer or segments with distinct needs and wants. It therefore becomes paramount for a company to identify which market segment to serve better. Before the objective can be achieved, it is required that a keen understanding of consumer behaviour and careful strategic thinking. To develop the best marketing planning, managers need to understand what makes each segment unique and different. Modern marketers in their quest to study consumer behaboviour and responses to benefit offer by the product for example do people want quantity rather than low price. In an attempt to increase benefit to consumers, this will aid marketers to know how best to satisfy each category of these customers. It required a keen understanding of consumers behaviour and careful strategic thinking.
The overall intent is to identify groups of similar customers and potentials customers to prioritize the groups to address to understand their behaviour and to respond with appropriate marketing strategic that satisfy the different performance of each choosen division and thereby improve the company revenue. This can however be achieved through a distinct division of groups of buyers who might requires separate product and for marketing mix known as market segmentation.
According to Michael Porter (1970 P:37) with the right segmentation, the right list can be purchased product marketingresults can be improved and customer satisfaction can be increased leading to better reputation
Nelson (1984 page 125) explain that united states in the 18 century provides a broad segmentation of the population of their country based statistical analysis of house hold and geo-demogrpahic data. The recent times market have been divided based on the number of general criteria. Such as industrial or public versus private, although industrial market segmentation is quite different from consumer market segmentation but both have similar objectives. Regardless of which type of segmentation a marketer uses, the secret behind the marketing programmes recognize customer differences and efficiently highlight the differences to offer maximum satisfaction to every division.
1.2	STATEMENT OF THE PROBLEM
The quest for increasing the sales of consumer goods is every organisation’s problem. Both marketers of services and tangible seek to enhance profit and sales turnover and the objective of profitability can only be achieved when firms properly understand and apply the marketing segmentation strategy. Firms are also faced with the difficulty at identifying and selecting particular market target and satisfying them by blending the marketing mix elements thus marketing segmentation, recognize that every market is made up of distingishedable segments consisting of buyers with different needs. The task of clearly understanding consumer needs and wants identifying various homogeneous customer characteristic according to an outlined dimension in order to group them together adequately and to effectively develop marketing mix to match these characteristic and buying requirements. All posses a fundamental marketing problem to firms.
Marketing segmentation is one among the various strategic concept that form the basis for marketing programs. Segmenting markets into subsets with the aim of satisfying customer groups equally sales of consumers goods and profitability for the total organization and the stakeholders is an objective and goal of every business that practices the marketing concepts most organisaiton encounter the problem of determining the appropriate pricing promotional and distribution strategy to adopt in satisfying the numerous customers. Though some firms fined it excruciating to marketing segmentation strategy due to their inclination of the strategy as an expensive and time consuming exercise. This is because of inadequate information on its importance of marketing segmentation and its impact on sales of consumers goods has become a research problem.
1.3	RESEARCH QUESTIONS
The following research questions are designed to guide the study;
· What is the nature of relationship between market segmentation and product development?
· What is the nature of relationship between market segmentation and sales volume?
· What is the effect of market segmentation on organization profitability?
1.4	OBJECTIVES OF THE STUDY
The objectives of this research work is described below
a. To establish the relevance of marketing segmentation and its effective on sales of consumer goods
b. To enumerate the importance of firms adopting the strategy of marketing segmentation in order to achieve organizations objective of profitability and customers satisfaction.
c. To examine the dimensions and bases for segmenting in market and their relationship on sales of consumer goods
d. To determine the degree to which the organisation in question (first city monument bank, plc in kwara state plc) practices market segmentation
e. To highlight the limitations of the strategy
f. At the end of the study, it is intended to give relevant recommendation to the firm on how to adopt market segmentations strategy.
1.5	HYPOTHESIS FORMULATED
Hypothesis is a set of preposition that attempts to explain the subject under study in a short and brief statement. It is a set of statement generated in respect of the problem under study.
The hypothesis leads to the structuring of the questionnaires to assess validity of various hypothesis by sampling the views of consumers and company management for this study the following hypothesis is designed to be tested.
Hi: Market segmentation have impact on sales of consumer goods of Nigeria first city monument bank, plc in kwara state plc.
Ho: Market segmentation does not have impact on sales of consumer goods of Nigeria first city monument bank, plc in kwara state plc.
1.6	SCOPE OF THE STUDY
	The study focused on the significance of market segmentation to the enhancement of sale of consumer products in Nigeria . The development of market segmentation focused around the need for organizations to offer more than just standard to its consumers. It focuses on medium of dissemination information about its product to the target audience.
	This research study covers all areas through which an organization communicates to the target market about the existing of the product and building cooperate image to the entire populace of perspective customers.
	They concentrate majorly on the need for market segmentation in first city monument bank, plc in kwara state about most effective sales of consumer products in Nigeria toaccomplish set objectives.
	It will also covers environmental factor affecting market segmentation variables employed by the organizations. Since the organization has its customers and staff all over the states and it will be tedious to use total population for the study. 
	Therefore, the areas covered in this research work are; the theoretical scope which will base on the effect of effective market segmentation on consumer products in Nigeria.
1.7	SIGNIFICANCE OF THE STUDY
This research work a part from being an essential requirement for the partial fulfillment of higher National Diploma, it will be an added value and benefit to the researcher, other individual and groups. The project will beneficial to Nigeria first city monument bank, plc in kwara state, as the findings and recommendations will help to improve their marketing activities. The project benefits my fellow student and student of other institutions in related course. The lecturer of Kaduna polytechnic will also benefit from the accumulated knowledge in the research works.
The information in this project work will enable marketing firms re-appraise the segmentation strategy applied in their business and make better use of marketing resources and efforts in their marketing activities. The study will also widen the knowledge base on the researcher in the curse of conducting the research.
[bookmark: _Toc8938692]1.8	OPERATIONALISATION
The independent variable in this study is family influence by X. while the dependent variable is organizational success denoted by Y and the construct and variables are stated below.
Y = f(x)
Where X = family influence 
Where Y = buying decisions 
Regression Model Specifications 
 y1i = α + βx1i + βx2i + ε 
y2i = α + βx1i + βx2i + ε 
Where:
x1 = satisfaction (st) 
x2 = house consumable (hc)
y1 = Profitability (pr)
x2 = Customer Base (cb)
α = Constant term
ε = error terms
1.9	OUTLINE OF STUDY
	The project has been divided in five chapters or easy, understanding.
	Chapter one comprises the introduction of the project topic, Introduction of the study, Background to the study, Statement of the problem, Research questions, Research hypotheses, Significance of the study, Scope of the study, Plan of the study.
	Chapter two takes a look at the Literature review, Introduction, review, Conceptual review, Theoretical review, Empirical review, Gap in literatures.
	Chapter three comprises research introduction, Research design, population, sample size determination, sampling techniques, Method of data collection, Method of data analysis, validity and reliability, Ethical consideration.
	Chapter four Data analysis, Introduction response rate, Data screening and cleaning, Detection of missing data, Assessment of outliers, Demographic profile of the respondents, Questionnaire response rate.
	Chapter five Summary of findings, Conclusion and recommendations, Introduction, Summary of the study, Conclusion, Recommendation, Limitation of the study, Contribution to knowledge, Suggestions for future studies, References.
1.10	DEFINITION OF TERMS
· Market: This is a set of individual; or organization that desire a product and are willing and able to buy it.
· TargetMarket: A select market to focus and develop marketing programs.
· Product: Anything is offered to the market for acquisition sale, attention use or consumption that satisfied a want or need.
· MarketMix: They are element of marketing usually referred to as the 4ps of market i.e product, Place, or distribution, promotion and price.
· MarketSegmentation: It is the process of dividing a large market into a smaller subset of consumers or organization that are similar in characteristic, behaviour, wants or need.
· ConsumerMarket: It is a set of individual buyers who purchase or use product or services for their own personal or house hold use.
· MarketingPlanning: The setting of goal and strategy for the marketing effect in an organization.
· MarketingStrategy: A marketing logic used by firms to achieve set objective.
· ProductLine: A group of similar products intended for essential similar use.
· Fashion: A currently accepted or popular style in a given field.
· MarketAggregation: It is a market strategy where an organization treats its entire market as if the market are similar.
· IndustrialMarkets: The market for industrial goods and services.
· IndustrialGoods: A product used in the production or processing of industrial goods e.g. raw materials.
· Management: The process of planning, implementing and evaluating the effort of a group of people in achieving a determined goal.
· HomogenousMarket: A market consisting of consumers or organizations with similar needs, wants and behavioural tendencies.

CHAPTER TWO
LITRATURE REVIEW
2.0	PREAMBLE
Economists were first to introduce the theory of segmentation. The Economists opinion was that profits would be maximised if markets are segmented. Before going on, it is important we understand what Market stands for. 
According to Ijewere, A.A. (2008), Market is a group of customers, sharing particular needs and wants who might be willing to engage in exchange to satisfy their needs or wants. Market should be defined in relation to its customers. Market is not only seen as the geographical location but can also be broken down demographically. Market concept also applies to services, a very powerful concept even in the non-profit sectors. For manufacturers, producers, sellers and service business providers to have a firm grip of existing and potential customers. They should define and concentrate their attention, externally on the needs that they are meant to address. To be able to achieve effectively their set goal, an efficient and dynamic strategic decision is required- the channels through which the goods and services will pass before it gets to the final consumers, the promotion tools to be employed, among others. The market to be served will be determined by the concept of market segmentation. This enables the seller to select his or her target market(s). The very essence of the marketing concept itself leads to an inevitable consideration of market segmentation. If marketing is to do with satisfying customers’ needs wants as a means to achieving the goals of the organization then we should recognize that human condition might mean that we all have a similar need structure within us, not everyone will have the same needs to the fore at the same point in time. Market Segmentation is the process of dividing a market into distinct groups of buyers with different needs, characteristics or behaviour that might require separate products or marketing mixes. It is the process of dividing the total heterogeneous market for a good or service into several segments, each of which tends to be homogenous in all significant aspects. Management selects one or more of this market segment as the organization’s target market. A separate marketing mix is developed for each segment or groups of segments in this target market.
2.1	CONCEPTUAL REVIEW
MARKETING CONCEPT 
According to Ibidunni (2004) marketing concept can be describes as a business philosophy that challenges the concepts of products, production, selling and society. It is defined as the management orientation that holds that the key to achieving organizational goals consist of the organization determining the needs and wants to target markets and adapting it self to delivering, the desired satisfaction more efficiently and effectively more than its competitors. In this concept; Consumers must first be categorised into different market segment depending on their various needs and wants, then the consumers in each market segment will support the offer of any organization that comes in close to satisfying their various desires, the organizational goal is to therefore choose their target markets and come up with effective offers and marketing programs so as to attracting and also holding customers. Under marketing concept, the emphasis focuses on not just selling a product but also on selling satisfaction. The main objective of marketing is maximization of profits via the satisfaction of customers. The consumer is at the center and all other marketing activities operate around this central point- Cusomer. 
THE COMPONENTS OF MARKETING CONCEPT ARE UNDER 
a. Satisfaction of customers: The customer is the center point of the organization. The organization must aim at developing those products and services, which will lead to the satisfaction of customers. 
b. Integrated marketing: it comprises of the functional unit in an organization such as the production, finance, human resource, marketing should be integrated to satisfying the needs and desires of the customers. 
c. Profitable sales volume: Marketing is tagged successful if only it is able to maximize profit in sales volume and also a long term customer satisfaction.
Schiffman and Kanuk (2004) identify the key elements of a successful marketing concept as first determining the needs and wants of specific target markets before then delivery the desired products to target markets to meet their needs, and also doing this far more than the competitors. The marketing concept is based on the premise that a marketer should try to produce what can be sold, instead of trying to sell what has been produced. 
MARKETING SEGMENTATION 
Market segmentation can be described as the process of dividing a market into meaningful, closely similar and identifiable segments or groups of consumers (Lamb, Hair, McDaniel, Boshoff & Terblanche, 2004). 
According to Peter and Olson (1990), the logic of segmentation is based on the idea that a one product will usually not satisfy all consumers at a go. Blackwell, Miniard and Engel (2001) note that the need for segmentation arises from the differences in individual behaviour, such as their various motivations, desires, decision-making processes and buying patterns. Segmentation allows manufacturers to avoid direct rivarly in the market by segmenting their offerings in terms of price, style, product marketingpackaging, method of distribution (Schiffman & Kanuk, 2004). Once a market has been categorized into smaller segments, allowing a firm to form a better idea of the market to which it is selling its product to, it becomes easier for marketers to be able select one or more segments on which to focus and sell its products to (Foxall & Goldsmith, 1994). 
Marketers would then make decision on which segments would bring the best opportunities to the organization; once these segments are selected, they are therefore known as target markets. For each of the chosen target markets an appropriate market offering can then be developed (Kotler, 2003). A number of variables can be used to segment the market. Some of these variables include: 
· GeographicSegmentation: These deals with characteristics of customers which often differ across countries, regions, and neighborhoods. The organization can decide to operate in one or more geographic areas.
· DemographicSegmentation: These segments the markets based on variables such as sex, age, income, family size, religion, nationality, etc.
· PsychologicalVariables: This deals with segmenting the market based on the life styles of people, social class, individual personality etc. products like watches, cosmetics, bags, are designed as in relation to the status of the segmented market. 
· BehaviouralSegmentation: Buyers are divided based on the level of knowledge, heir attitude, use or response to a product. 
THE MARKETING CONCEPT AND ITS COMPETITIVE ADVANTAGE 
The marketing concept can be seen as a guide so as to ensure the satisfaction of customer needs. It is based on the principle that affirm that persons who do not have a desire for product in which the organization is offering for sale would not buy such products. Market orientation connotes that a business obtains important information from customers about their desires and preference and then takes action based on the gathered information, while also putting into consideration competition and market regulations. In a changing market environment, marketers would continuously change their offering mix in relation to anticipation of changing needs and competitors' actions. Such consistent efforts by a marketing centered organization will help tighten the gap between the firm's management structure and its customers (Chang & Chen, 1998), 


STRATEGIC MARKETING CONCEPT 
Marketing has been defined as a function responsible for identifying, and satisfying customer needs at a profit. Therefore, Marketing can be said to be both a philosophy and also as a set of processes which address matters such as research, pricing, packaging, product design, product development, public relations, product marketing , distribution, sales, and after-sales service. These activities helps to define the wide scope of marketing and their integration within a marketing plan is known as the marketing mix. A marketing strategy consists of an internally integrated but externally focused set of choices about how the organization would addresses its customers in the context of a competitive environment. A marketing orientation helps to define the organization’s business. Marketing is focused on problem solving and customer benefits. The organization must be able to answer the following questions: 
This course is based on the modern approach to marketing, which embraces the marketing concept. There are three basic forms of this approach: 
· CustomerFocus: Managers in the organization must direct their focus on the customer’s viewpoint. Successful marketing entails a detailed knowledge of consumers and their needs. Peter Drucker is of the view that “the goal of marketing is to be able to know and understand the customer so well that the product would fit him and therefore sells itself.” 
· Coordination: All categories of the marketing program such as the marketing mix is composed of an interrelated system, in other words the program must be viewed and planned as a whole. Also, marketing must be closely interrelated with other business activities in the organization. 
· ProfitOrientation: Any organization as the goal of profit making. Profit making is created when there is customer satisfaction. The goal here emphasizes that marketing philosophy is a higher performing organization will always recognizes the basic nature of the customer needs and wants they intend to satisfy. 
The products and services used to satisfy customer needs and wants is dynamic in nature. 
Customer Orientation 
Recently a lot of organizations have started moving beyond the marketing concept into the concept known as the customer concept (Kotler, 2003). In this more customer–oriented approach, firms continuously seek to satisfy the ever increasing expectations of consumers of the products (Kerin, Hartley, Berkowitz & Rudelius, 2006). Firms focusing more on the marketing concept always fix their gaze on a particular consumer segments, but a growing number of organizations have started developing a range of separate offers, messages to individual consumers of the products. These companies aim to achieve profit growth in catching a larger share of each consumer’s expenditures by creating high customer loyalty and by focusing on consumer lifetime value (Kotler, 2003). An important outcome of this focus on the consumer has recently been the increased attention given to customer relationship management, which has been defined as “the process of identifying potential buyers, understanding them closely, and developing favourable long-term perceptions of the firm and its offerings so that customers will select them in the market” (Kerin et al., 2006). 
The Development of the Marketing Concept and its Focus on Customer Needs Marketing concept indicates that an organization, operating from a marketing-orientated perspective, place the customer at the Centre of every organizational activity. The customer, however, did not have any direct interaction with many of the functional departments of the firm's marketing group. From a traditional perspective, the marketing mix, which are designed and implemented by the marketing team, represents the major vehicle for which the department manages the relationship between the customer and the organization. 
The rest of the organization’s external environment, such as political, legal, economic, technological and social factors is separate and isolated from the consumer. The result is that possible influences from the environment on the consumer and the organization’s relationship with the consumer are protected by specialized organizational functions. 
Rinehart (1998) have identified a definition of the marketing concept as a philosophy of business that underlines the importance of the organization-wide generation of; dissemination of and responsiveness to market intelligence. 
These researchers also stated that market intelligence is a broader concept than the customer focus, in that it encompasses a range of external market factors, such as competitors and regulators, and considers both current and future market conditions. 
THE ADVANTAGES AND DISADVANTAGES OF THE MARKETING CONCEPT 
Perky (in Warner, 1996) identifies six advantages for companies deciding to adopt the marketing concept. 
These advantages are: 
· Greater sales, profits and growth for the organization.
· The spread of risk by identifying trends and adaptation to change.
· Appropriate standards by which to measure performance. 
· Integrated and unified operation of management and staff. 
· Better effective and efficient communication with stakeholders and role partners. 
· Compatibility between the organization and society. 
The marketing concept by Dickinson (in Warner, 1996) on the basis that the purpose of marketing is not to ensure consumer sovereignty, but to avoid competition and ensure market domination. Dickinson further argued that the marketing concept was not able to provide a realistic business modus operandi.
According to Percy (in Wamer, 1996) the key issues in marketing are how to implement the marketing concept, how to manage it and how to effect organizational change based upon its premises. Marketing concept can be 
expressed as a call to marketers to balance the three considerations of company profits, consumer satisfaction and public interest when they develop their marketing strategies. 
FIRMS, CUSTOMERS AND ENVIRONMENT 
When we focus on specific customer groups, whether you are working in a business, a government agency, or a non profit organization, one can carefully analyse the needs and wants, and then develop product marketing programs geared to those wants and needs and establish closer long-term relationships. Used properly, market segmentation offers the following benefits: Opportunities for building and strengthening long-term relationships with key customers, devoting your resources to doing a better job than any rivals in satisfying the needs of customers in a desirable market segment, you are able to develop an enduring bond with those customers. The more narrowly you focus, the stronger the bond is likely to be. Imagine the loyal relationship youcan build by tailoring goods and services to the needs and interests of each customer. Improve marketing efficiency and effectiveness – you would not waste time and money on unprofitable or inappropriate market segments. Because you have a better understanding of who you want to reach and what they need, you can better allocate your resources to satisfy (even delight) your customers.
Better understanding of the competitive marketing environment – one can more easily detect emerging trends, potential problems and marketing opportunities by looking at segments rather than the entire market. In addition, one can see competitive moves clearly, watch how customers react to rival products and determine how one’s product and marketing compare to those of other industry players or competitors. Faster responses to the changing needs of customers- customer are a moving target. Their needs, wants and expressions can change from month to month, even from day to day. Market segmentation helps one stay on top of changes in our target market. Instead of marketing to a vague mass market, we are marketing to a well-defined group whose needs one can track and use to drive everything you do. 
WHEN TO SEGMENT MARKETS
As powerful as market segmentation, it cannot be appropriate in every situation. In some cases, one will not be able to identify distinct difference between customer groups. In others, the difference one find will not help the market effectively. So when should we segment our market? We should use market segmentation when we can comfortably answer yes to these questions: 
1. Can one find an effective, reliable way to define groups of people that have similar needs or geographic data, for grouping people or organizations that have something in common? We also need to be sure that no two segments are alike. Otherwise, we will not be able to design unique marketing programs for each segment. 
2. Can one measure the sales and profit potential of the segment? Segmenting the market and then developing marketing programs for each segment target takes time and money. Since, however, some segments are too small or unprofitable to warrant separate marketing attention, one will not want to use market segmentation if one cannot gauge the payback in naira or some other measure. 
3. Can these segments be profitably reached using marketing? Identifying a segment is one thing reaching it is another basic issue. How would you design a marketing program to reach people who prefer large, not small, paper clips? Where would one advertise? What would you say? Market segmentation is not meaningful if the segment identified cannot be reached through marketing or if reaching it is not profitable? 
4. Can we expect a different response from the unique marketing plans we offer each segment? The point of identifying segments is to allow one to meet differing needs more effectively and efficiently, if every segment responds the same way to each product or marketing program. 
LEVELS OF MARKET SEGMENTATION 
Market segmentation represents the efforts to increase a company’s targeting precision. It can be carried out at four levels: Segments, Niches, Local areas, and Individuals.
1. SegmentMarketing: A market segment consists of a large identifiable group within a market. A company that practices segment marketing recognizes that buyers differ in their wants, purchasing power, geographical locations, buying attitudes and buying habits. At the same time, though, the company is not willing to customize its offer/communication bundle to each individual customer. The company instead tries to isolate some broad segments that make up a market. For example an auto company may identify four broad segments; car buyers seeking basic transportation, those seeking high performance, those seeking luxury, and those seeking safety.
2. NicheMarketing: Market segments are normally large identifiable groups within a market for example, non- smokers, occasional smokers, regular smokers, and heavy smokers. A Niche is a more narrowly defined groups typically a small market whose needs are not being well served. Marketers usually identify niches, for example, Wonder food (makers of Cowbell Milk) discovered some few years back that the common Nigeria could no longer afford milk because of high cost. They came up with the N5 sachet.
3. LocalMarketing: Target marketing is increasing taking on the character of regional and local marketing, with marketing programs being tailored to the needs and wants of local customer groups (trading areas, neighbourhoods, even individual stores). Thus Oceanic bank then (now Eko Bank) provided different mixes of banking services in its branches depending on the bank’s neighbourhood demography. Another example is the sponsoring of IGUE festival in Benin by First Bank Plc to boost Western Union money transfer. 
4. Individual Marketing: The ultimate level of segmentation leads to “segments of one” customized marketing or “one- to one” marketing. The prevalence of mass marketing has obscured the fact that for centuries consumers were served as individuals; the tailor made suits, the cobber designed the shoes for the individual, and so on. And much business-to business marketing today is customized, in that a manufacturer will customize the offer, logistics, and financial terms for each major account. It is the new technologies specifically computers, databases, robotic production and instant communication media such as e-mail and fax-that are permitting companies to consider a return to customized marketing, or what is called “mass customization”. Mass customization is the ability to prepare on a mass basis individually designed products and communications to meet each customer’s requirements.
5. Self-Marketing: This is a form of individual marketing in which the individual customer take more responsibility for determining which products and brands to buy. Consider two purchasing agents with two different purchasing styles. The first may see several sales people who each try to persuade him to buy their product. The second sees no salespeople but rather logs onto the internet, looks up information about and evaluations of the available product/service offer, dialogues electronically with the various suppliers, uses, and product critics and in the end makes up his mind about the best offer. The second purchasing agent is taking more responsibility for the marketing decision process, and traditional marketers have less influence over his final decision. 
MARKET SEGMENTATION STRATEGIES 
1. MarketAggregation: one mass undifferentiated market, an organization treats its total market as a single unit. For example, most convenience goods producers adopt this strategy. Convenience goods are essential goods used by everybody e.g. toilet soaps. While undifferentiated marketing is efficient from a production viewpoint, there exists inherent danger in this strategy. A firm that tries to satisfy everybody in the market with one standard product faces the threats of competitors offering standardized products to smaller segments of the total market and better satisfying each segment.
2. Single-SegmentConcentration: this involves selecting as one target market one homogenous segment from within the total market. One marketing mix is then developed to reach the single market segment. For instance, Cowbell sachet milk is targeted at people in the low income group. This strategy directs all firms marketing resources towards serving a single market. This approach can be particularly appealing to small firms that lack the financial resources o their competitors and to companies that offer specialized goods and services. Concentrated marketing has its dangers since a firm’s growth is tied to a particular segment, changes in the size of that segment result in severe financial problems. Sales mayalso drop if new competitors appeal to the same segment. 
3. Multiple-SegmentStrategy: here, two or more different groups of potential customers are identified. Then a separate marketing mix is developed to reach other segments. An example is the division of a bank customers into corporate and consumer customers. Firms that produce numerous products use this strategy and different marketing mixes designed to satisfy specific market segments. Differentiated marketing as this strategy is being called is aimed at satisfying a large part of the total market. Instead of marketing one single product with a single marketing program, the organization markets a number of products designed to appeal to individual parts of the total market. 
CONDITIONS FOR EFFECTIVE SEGMENTATION 
Ideally management’s goal should be to segment markets in such a way that each segment responds in a homogenous fashion to a given marketing program. There are three conditions that could help management move towards achieving the numerous goal of sales performance.
1. The basis for segmenting-that is characteristics used to categorize customers must and should be measurable, and the data must be accessible. The desire for ecologically compatible products may be a characteristic that is useful in segmenting the market for a given product. But these data are neither readily accessible nor easily quantified.
2. The market segment itself should be accessible through existing marketing Institutions-middlemen, product marketingmedia, company sales force with a minimum cost and waste. To aid marketers in this regard some national magazines, such as Time and Sports publish separate geographical editions. This allows an advertiser to run an advert aimed at, say a western segment of the market, without having to pay for exposure in other, and non-market areas.
3. Each segment should be large enough to be profitable. Management could treat each single customer as a separate segment. But in segmenting a consumer market, a firm must not develop too broad an array of styled, colours sizes, and prices. Usually, the diseconomies of scale in production and inventory will put reasonable limits on this type of over segmentation. 
SELECTING A STRATEGY 
Although most companies adopt the strategy of undifferentiated marketing, there is no single best strategy. Any of the three alternatives may prove most effective in a particular situation. The basic determinants of a market matching Strategy are
a. Company Resources.
b. Product Homogenous.
c. Stage in the Product Life Cycle.
d. Competitor’s Strategy.
A concentrated marketing strategy may be a necessity for a firm with limited resources. Small firms, for example, may be forward to select small market segments because of limitations in financing, size of sales force and promotional budget. On the other hand, an undifferentiated marketing strategy should be used for products perceived by customers as relatively homogenous. Marketers of grains sell their products on the basis of standardized grades rather than individual brand names. Some petroleum companies use a strategy of undifferentiated marketing to distribute their gasoline to the mass market. The firm’s strategy may also change as the product progresses through the various stages of the life cycle.
During the early stages, an undifferentiated marketing strategy might be useful as the firm attempts to develop initial demand for the product. In the latter stages, however, competitive pressures may result in modified products and marketing strategies aimed at smaller segments of the total market. The strategies used by competitors may also affect the choice of a market matching strategy. A firm may find it difficult to use an undifferentiated strategy if its competitors are actively cultivating smaller segments. In such instances, competition usually forces each firm to adopt a differentiated strategy. 
BENEFITS OF MARKET SEGMENTATION 
Market segmentation is a customer–oriented philosophy and thus with the marketing concept. We first identify the needs of customers within a sub market (segment) and then satisfy those needs. By tailoring marketing programs to individual market segments, management can do a better job and make efficient use of marketing resources. A small firm with limited resources might compete very effectively in a one or two market segments, whereas the same firm would be buried if it aimed for the total market. By employing the strategy of market segmentation, a company can design products that really match market demands.
Product marketingmedia can be used more effectively because promotional messages and the media chosen to present them- can be aimed specifically toward each segment of the market. Even very large companies with the resources to engage in mass marketing supported by expensive national product marketingcampaigns are now abandoning mass marketing strategies. Instead these companies are embracing market segmentation as more effective strategy to reach the fractured fragments that once constituted a mass homogeneous market. 

2.2	THEORETICAL REVIEW
	EXPECTATION CONFIRMATION THEORY
Expectations-confirmation theory posits that expectations, coupled with perceived performance, lead to post-purchase satisfaction. This eﬀect is mediated through positive or negative disconfirmation between expectations and performance. If a product outperforms expectations (negative disconfirmation) the consumer is likely to be dissatisfied (Oliver, 1980; Spreng et al. 1996). The four main constructs in the model are: expectations, performance, disconfirmation, and satisfaction. Expectations reflect anticipated behavior (Churchill & Suprenant, 1982). They are predictive, indicating expected product attributes at some point in the future (Spreng et al. 1996). Expectations serve as the comparison standard in ECT –what consumers use to evaluate performance and form a disconfirmation judgment (Halstead, 1999).
Disconfirmation is hypothesized to aﬀect satisfaction, with positive disconfirmation leading to satisfaction and negative disconfirmation leading to dissatisfaction. A major debate within the marketing literature concerns the nature of the eﬀect of disconfirmation on satisfaction. The root of the problem lies in the definition of predictive expectations as the comparison standard for perceived performance. In such case, the confirmation of negative expectations is not likely to lead to satisfaction (Santos& Boote 2003). To overcome this problem, researchers have proposed other comparison standards such as desires, ideals, equity, or past product and brand experience.
2.3	EMPIRICAL REVIEW
Puwanenthiren (2012) discovered that market segmentation highly positive impact on customer satisfaction. The customer satisfaction with market Segment has higher positive correlation 0.726. This means that high level of four market segment leads to highly increase in the customer satisfaction. This Co-eﬃcient of determination 0.526 that the customer satisfaction in accounted for by market segment. In this connection hypothesis is accepted. That is market segments and marketing mix has strong impact on customer satisfaction.
Kasadha (2014) examined the bases of market segmentation at orange telecom, to examine the measurements of customer service at orange telecom and to examine the eﬀect of market segmentation on customer service. A cross-sectional research design was employed to collect primary data using self-administered questionnaires. 
2.4	GAP IN LITERATURE
Data was gathered using a structured questionnaire from 42 individual customers and 27 corporate customers of orange telecom. Interviews were also used to collect qualitative data from some of the informants especially from marketing department of orange telecom and some individual customers. It was found out that Orange telecom has segmented its market according to population, age groups, gender, time, level of use, attitude though some respondents disagreed with the assertion that orange telecom segments its customers according to their level income and earnings. Study findings further indicate that Orange telecom has the ability to provide the promised service dependably and accurately, has willingness to help customers and provide prompt service and that most of its customer care service staﬀ are fully trained in the area of providing world class customer care service. Study findings indicated that there is a strong positive relationship (r=0.884, p=0.000) between market segmentation and customer service. It is concluded that market segmentation when emphasized in the service industry will result in an improvement in service delivery enabling telecommunication companies to create customer loyalty, increase their market bases and profitability.





















CHAPTER THREE
RESEARCH METHODOLOGY
3.0 	INTRODUCTION
This chapter will be highlighting the research philosophy, the method that was adopted by the researcher, how the research design would look like, the population of study that will be examined and the population size that will be randomly selected, data collection and the ethical aspect of collecting the data. Research methodology is a way to find out the result of a given problem on a specific matter or problem. In methodology, researcher uses different criteria for solving or searching the given research problems. Collis and Hussey (2009) also described methodology as the overall approach to the entire process of the research study.
3.1	RESEARCH DESIGN
	A research design is the step by step guide of the research procedure. The design adopted for the study is exploratory survey design; the exploratory survey design permits the use of a well-structured research instrument for obtain primary data that was used for this study. The design follows accordingly
3.2	POPULATION
	This research work population are customers of first city monument bank, plc in kwara state in Ilorin that comprises of 200 customer and the work is from Jan – July 2020-
3.3	SAMPLE SIZE DETERMINATION
	The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formula adopted is:
N
Where N= sample size
		Z= the research population
		O= standard donation
		D- Tolerance limit or allowable error
3.4	SAMPLE TECHNIQUE
	The study adopted random sampling technique. All members of the population were represented equally
3.6	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorised into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structures Interview and self administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 15 questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.
3.7	VALIDITY OF RESEARCH INSTRIMENT
	Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contribution as well as the approval of the supervisor. In addition the research variables were validated using factor analysis.
3.7	METHOD OF DATA ANALYSIS
	Method of analysis involved description and inferential statistics. The description statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using simple regression statistical tools.
	These tools were selected because it has functionalities that accommodate the variable of interest 
3.8 	ETHICAL CONSIDERATION 
This study conformed to the laid down procedures in carrying out researches. It was thoroughly checked by the Supervisor and other Lecturers in the department. All materials to be used in this study was duly sourced and analyzed before making recommendations. In respect of ethical consideration, the critical sources of information and data were protected and kept confidential. 
	Furthermore, all the authors consulted in this study were fully acknowledged in order not to run fowl of the ethics of plagiarism. Therefore, an ethical clearance to conduct the study shall be obtained from Kwara state Polytechnic., Ethical Review Committee. Finally, the findings of this study shall be disseminated to the public through publication in local and international journals.





















CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION OF FINDINGS
4.0	PREAMBLE 
	This chapter aims at presenting the data collected analysis marketing appropriated interpretation of the analysis with the view to ensure the research objectives is achieved. 
	The total number of 90 copies questionnaire was distributed to the management and staff of First city monument bank, plc in Kwara State. 
4.1	DATA ANALYSIS 
TABLE 1,SEX DISTRIBUTION OF RESPONDENTS 
	OPTION
	NUMBER OF RESPONDENTS
	 PERCENTAGE OF RESPONDENTS 

	Male
	45
	50%

	Female
	15
	16.7%

	Not return
	30
	33.3%

	TOTAL
	90
	100%


Source: Field Survey 2025
The above table shoes that out of 96 respondent 45 respondent 50% of the total respondent are male, respondent which represent 6.7% of the total population are female and 30 respondents which represent 33.3% are not return. Thus statistical data shown are not male responds that the female.
TABLE 2, POSITION AND BANK
	OPTION
	NUMBER OF RESPONDENTS
	PERCENTAGE OF RESPONDENTS

	Senior
	35
	38.9%

	Junior
	25
	27.8%

	Not return
	30
	33.3%

	TOTAL
	90
	100%


Source: Field Survey 2025
	The above total sown that out of 90 respondents 35 respondents which represent 38.9% of total population are senior staff while 25% respondents which represent junior staff and respondent which represents 33.3% were not returned. This the statistical data shown that more senior of the company responds than the junior staff.
TABLE 3, AGE DISTRIBUTION OF RESPONDENTS 
	OPTION
	NUMBER OF RESPONDENTS
	PERCENTAGE OF RESPONDENTS

	0-3 years
	5
	1.500%

	4-7 years
	10
	11.1%

	8-11 years
	20
	22.3%

	12 years above
	30
	33.#%

	 Not return
	25
	1.3%


Source: Field Survey 2025
	 This table shows that out of 90 respondents 5 represent which are 15.00% worked between the age of 0-3years and 10 respondents which represent 1.1% worked within the range of 4-7 years while 20 respondent which represent 22.3% worked between the rage of 8-11 years and another 30 respondents which represent 33.3% worked between the rage of 12 years above and 25 respondent which represent show that people had been working from 12 years and above responds more.
TABLE 4, SEGMENTATION OF PRODUCT
	OPTION
	NUMBER OF RESPONDENTS
	PERCENTAGE OF RESPONDENTS

	Yes
	50
	55.6%

	No
	10
	11.1$

	Not return
	30
	33.3%

	TOTAL
	90
	100%


Source: Field Survey 2025
	 The above table shows that all of respondents which represent 55.6% out of the total population agree that the company pretties segmentation of product while 10 respondents which represent 11.15 disagree and 30 respondents which presents data analysis the claim that the companies practice the segmentation of product.
TABLE 5, AREA OF SEGMENTATION
	OPTION
	NUMBER OF RESPONDENT
	PERCENTAGE OF RESPONDENT

	School environment
	15
	16.7%

	Market environment
	5
	5.6%

	Industrial environment
	10
	11.1%

	All of the above
	30
	33.3%

	Not return
	30
	-

	TOTAL
	90
	100%


Source: Field Survey 2025
	The table above show that out of 90 respondents 15 respondents which represent 16.7 testify that the segmentation their product in school environment while 5 respondents which represent 5.6% that they segment their product in market environment while 10 respondent in a industrial environment while 30 respondent which represent 33.3% testify that they segment their product in all area and the remaining 430 respondent which a represent 33.3% were not returned thus, the statistical data show that they segment their product in all areas which carries 33.3%
 TABLE 6 TYPES OF SEGEMENTATION
	OPTION
	NUMBER OF RESPODENTS
	PERCENTAGE OF RESPONDENT

	 Geographical segmentation
	20
	22.3%

	Demographic segmentation
	10
	11.1%

	Psychographic segmentation
	-
	-

	Behavior segmentation
	30
	33.3%

	Not return
	30
	33.3%

	TOTAL
	90
	100%


Source: Field Survey 2025
	The table above shows that out of 90 respondents of the total population 20 respondents which represent 22.3% testify that the company used geographical basis for segmentation while 10 respondents which represent 11.1% testify that the company used demographic basis for segmentation, while 30 respondents which uses 33.3% testify that the company uses behavioral bases for segmentation and the remaining 30 respondent which represent 33.3% were not returned thus the statistical data shows that the company used behavioral bases for segmentation.
TABLE 7, REQUIREMENT FOR EFFECTIVE SEGMENTATION
	OPTION
	NUMBER OF RESPONDENTS
	PERCENTAGE OF RESPONDENTS

	Yes
	20
	22.4%

	No
	40
	44.4%

	Not return
	30
	33.3%

	TOTAL
	90
	100%


Source: Field Survey 2025
	 The table above shows that out 90 respondents of the total population 20 respondents which represent 22.3% that the companies have all requirements for effective segmentation while 40 respondents which represent 44.4% disagree with this and 30 respondents which represent 33.3% were not return. Thus statistical data show that the company does not have all requirements for effective segmentation.


TABLE 8, MEDIA ADOPTED TOWARD EACH MARKETS SEGMENTATION
	OPTION
	NUMBER OF RESPONDENTS
	PERCENTAGE OF RESPONDENTS

	Promotion
	45
	50%

	Product marketing 
	10
	11.1%

	Publicity
	5
	5.6%

	Not return
	30
	33.3%

	TOTAL
	90
	100%


Source: Field Survey 2025
	The above table show that out of 90 respondents the total population 145 respondents which represent 50% testify the company adopt promotional media toward each market segmentation while 10 respondents which represent 11.5 agree that the company adopted, product marketingmedia which represent 5.6% agree the company adopted publicity media toward each market segmentation and the remaining 30 respondent which represent 33.3% shows that the company adopted promotional media toward market segmentation while 10 respondents which represent 5.6% agree that the company adopted publicity media toward each market segmentation and the remaining 30 respondent which represent 33.3% show that the company adopted promotional media toward each market segmentation.
TABLE 9, THE PROFIT OF THE COMPANY BASED ON THE SEGMENTATION
	OPTION
	NUMBER OF RESPODENT
	PERCENTAGE OF RESPONDENTS

	Yes
	45
	50%

	No
	15
	16.7%

	Not Return
	30
	33.6%

	TOTAL
	90
	100%


Source: Field Survey 2025
	The above table shows that out of respondent of total population 45 respondent which represent 50% agree that the profit of the company is based on segmentation. This is respondent which respondents which represent 16.7% disagree with this and the remaining 30% which represent 33.3% were not returned therefore the based on segmentation.
TABLE 10, MONERTARY COST OF SEGMENTATION
	OPTION
	NUMBER OF RESPONDENT
	PERCENTAGE OF REPONDENTS

	Yes
	35
	38.9%

	No
	25
	27.8%

	No return
	33
	33.3%

	Total
	90
	100%


Sources research survey 2025
The above table show that out of 90 respondents of the total population 35 respondents which represent 35.9% agree that cost company more money when segmenting and remaining 30 respondents which. Represent data show were not returned therefore the statistical data shown that company spend more money when segmenting their product, and its can concluded that it require more money before the company can adopt effective segmentation.
TABLE 11, THE EFFECT OF THE COMPANY SEGMENTATION IS NOT ADOPTED
	OPTION
	NUMBER OF REPONDENTS
	PERCENTAGE OF RESPONDENTS

	Low Sales
	10
	11.1%

	Increase Sales
	35
	38.9%

	Not Return
	15
	16.7%

	TOTAL
	90
	100%


Source: Field Survey 2025
In the above table show that out of 90 respondent of the total population 10 respondents 11.1% testify that the effect of not adopting segmentation will leads to low sales while 35 respondent which represent 38.9% testify that the effect of not adopting segmentation will lead to normal sales while is respondents which represent 16.7% testify that the effect of not adopting segmentation will result to increase of sales and the remaining 30 respondents which represent 33.3% were not returned. This the statistical data shows that segmentation by the company is nor effective since it adopt segmentation
TABLE 12, THE ROLE THAT MANAGEMENT PLAYS IN PROMOTIONAL STRATEGY ADOPT
	OPTION
	NUMBER OF RESPONDENTS
	PERCENTAGE OF REPONDENTS

	Active
	18
	205

	Not active
	42
	46.7%

	Not return
	30
	33.3%

	TOTAL
	90
	100%


Source: Field Survey 2025
	 The above table shows that out of 90 respondents of the total population. 18 respondents which represent 205 testify that the roles of the company in promotional represent strategy is active while 42 respondents which represent 46.7% testify that the role of the companying promotional strategy is not active while the remaining 30 respondents which data shown that the company is not properly working toward improving promotional strategy should be adopted increase sales and profits.




TABLE 12, RESPONDENTS CONCLUSION ABOUT THE COMPANYS EGMENTATION
	OPTION
	NUMBER OF RESPONDENT
	PERCENTAGE OF RESPONDENTS

	Active
	16
	17.8%

	Not active
	4
	4.5%

	Average
	40
	44.4%

	Not return
	30
	33.3%

	Total
	90
	100%


Source: Field Survey 2025
	 The above table show that out of 90 respondents the total population 16 responded which represent 17.8% testify that segmentation practice by the company is very active whle 4 responded which represent 4.5% testify that segmentation practice by the company is average and the remaining 30 respondents 30% were not returned. Thus the statistical data show the practice of segmentation by the company is average.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS 
Market segmentation is the process of dividing a vast potential market into smaller groups, or segments, each of which is similar regarding some characteristic that is relevant to the purchase or the usage of the product or product category. Market segmentation is based on designing a specific marketing mix to satisfy the needs and wants of one more distinct segments selected for market targets. If a company is to effectively practice a policy of market segmentation, it must be able to identify, measure, and reach significant Subgroups of its total potential market. The various categories used as basis for Segmenting markets include geographic, demographic, psychographic, sociological, cultural, and user behaviour variables. 
5.2	CONCLUSION
Marketing is increasingly becoming highly dynamic, as a discipline and as an activity. All organizations today either profit or non-profit must involve marketing in their operations. Marketing concept emphasizes a coordinated effort at satisfying the needs and wants of customers at a profit to the organization. It believes that consumers needs can be used as bases for grouping then into different market segments. The concept believes that consumers would be attracted more to the products/services of organizations that are closest to satisfying their specific needs in any market segment. 
The task of all organizations is to first conduct research before choosing its target markets. The organization thereafter matches its marketing programs in such a way that it can effectively attract customers, satisfy them, retain them and therefore strive to build good relationships with these customers. In today’s complex world of business, organizations must plan and make right and effective decisions in a constantly changing environment. Organizations must constantly scan their environment and understand the dynamic variables in the environment. Organizations must know that success in their businesses depends on their knowledge of the marketing environment which is vital and strategic for effective business decisions. 
5.3	RECOMMEDATIONS
The very essence of the marketing concept itself leads to an inevitable consideration of market segmentation. If marketing is to do with satisfying customers’ needs and wants as a means to achieving the goals of the organization then we should recognize that whereas the human condition might mean that we all have a similar need structure within us, not everyone will have the same needs to the fore at the same point in time. For the role of sales performances of business in Nigeria to be enhanced, the conditions for effective market segmentation should be measurable and the data must be accessible. The market itself should be accessible through existing marketing institutions–middlemen, product marketingmedia, company’s sales force with a minimum cost and waste. Finally, each market segment be large to be profitable. 
1. Market segmentation has never been static but static always dynamic and also people mature their taste change as well as theirs.
2. The marketing manager needs to know exactly who consumer are and how intend to meet their needs i.e using product marketingand promotional effort.
3. The marketing manager needs to know where is actual and potential customer are located and the needs to know the concentration of the market.
4. The marketing manager should do field survey or analysis for media selection serene out in a appropriate media using demographic and then direct measurement of media exposure of the taste of target market.
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