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CHAPTER ONE

INTRODUCTION
1.1
BACKGROUND OF THE STUDY

 The division of a market into different homogenous groups of consumers is known as market segmentation. The marketing concept calls for understanding customers and satisfying their needs. But different customers have different needs, and it rarely is possible to satisfy all customers by treating them alike. One of the main reasons for engaging in market segmentation is to help the company understand the needs of the customer base. Often the task of segregating consumers by specific criteria will help the company identify other applications for their products that may or may not have been self-evident before. Uncovering these other ideas for use of goods and services may help the company target a large audience in that same demographic classification and thus increase market share among a specific sub-market base. While there may be theoretically ‘ideal’ market segments, in reality every organization engaged in a market will develop different ways of imagining market segments, and create product differentiation strategies to exploit these segments. 
Historically, procedures and sellers have had to compete in the marketplace through what has been known as product differentiation, a method in which a manufacturer intentionally differentiates its product from competitors in the view of customers. This product differentiation technique can achieve some success, but not enough to provide optimum benefits to both producers/sellers and customers. The weakness of this approach is most likely attributable to the fact that it was developed haphazardly and without taking into consideration the quirks of the consumer. Following disappointment with the product differentiation method, marketing scholars and practitioners have come to rely increasingly on the market segmentation strategy.

The market segmentation and corresponding product differentiation strategy can give a firm a temporary commercial advantage, which is essential to its existence.
1.2     STATEMENT OF THE RESEARCH PROBLEM
The quest for increasing profitable state volume is every organization problem is every organization problem.

Both markets of services and tangible seek to enhance profit and sales turnover and the objectives of profitability can  only be achieved  when firms properly understands and apply effective and markets segmentation strategy.

Firms are also faced with difficulty of identifying  and selecting particular market target and satisfying them by blending the marketing mix elements thus market segmentation recognizes that every market is made up of distinguishable segments consisting of buyers with different needs.

The task of clearly understanding consumer needs and wants, identifying various homogenous customers characteristics according to an outlined dimension in order to group them together adequately and to effectively develop marketing mix to match these characteristics and buying requirement.

1.3 RESEARCH QUESTIONS

1. What are the effect of  Demographic Segmentation on sales performance of organization product?

2. what are the effect of  Geographic Segmentation on sales performance of organization product?

3.what arethe effect of  Behavioral Segmentation on sales performance of organization product?

1.4
OBJECTIVES OF THE STUDY 
The objectives of the study are to:

1. Examine the effect ofDemographic Segmentation on sales performance of Organization product 
2. Investigatethe effect of Geographic Segmentation on sales performance of organization product
3. Determinethe effect of Behavioral Segmentation on sales performance of organization product
1.5
HYPOTHESIS TO BE TESTED
Based on the study problem, this study aims to test the following hypotheses:

Hi: Demographic Segmentationhas significant impact on sales performance of organization product

Hii: Geographic Segmentation has significant impact on sales performance of organization product

Hiii: Behavioral Segmentationhas significant impact on sales performance of organization product

1.5    SIGNIFICANCE OF THE STUDY
This research work apart from being an essential requirement for the partial fulfillment of National  Diploma, it will be an added value and benefits to the researcher, other individuals, and groups.

This particular project will be beneficial to industries and companies as the findings and recommendation will help improve their marketing activities.

The project will benefit also  my fellow student and other student from their institutions in related course to mine.

Lecturer of Kwara State polytechnic will also benefit from the accumulated knowledge in the research work.

The information in this project work will enable marketing firms reappraise the segmentation strategy use of marketing resources and effort in their marketing activities.

The study will also widen the knowledge base of the researcher  in the course of conducting  this very research.

1.6     LIMITATION AND SCOPE OF THE STUDY
In this research investigation, it is going to be confined to the field  of market segmentation and its attendance relationship to sales volume increase and profitability.

The research work will highlight segmentation dimensions such as the geographic, demographic, pscyhograhics, and behavioural segmentation approach. And the procedures identifying marketing segment will be explained.

The study will enumerate strategies for management adaptation in selecting one or more segment as its target marketed.

The researcher will at the end of the study enumerate recommendation to Kam Wire as to market segmentation aid its attendant ability to increase sales volume.

The study will highlight the methodology used in obtaining all the relevant information from the sample respondents.
1.8
PLAN OF THE STUDY
This   research work is divided into five Chapters one elucidate the background to the study, research objectives, hypothesis testing, research question etc.

Chapter Two concentrate on review of relevant literature, conceptual review, empirical studies review and theoretical framework.

Chapter three Concentrate  on introduction of research methodology, research  methods, sources  of  data collection  (questionnaire),  data analysis,  population of  study  etc.

Chapter Four looks at data presentation, analysis and interpretation while  

 Chapter 5, contains introduction, summary, findings, recommendation based findings and conclusion.

1.9 
DEFINITION OF TERMS
Employee: is a term for workers and managers working for a company, organization or community. 

Performance: are behavioral roles that are recognized in job descriptions and by remuneration systems.

Organization: it is an arrangement that from a cooperate entity for the purpose of getting things done.

Employer: he is the one who employs other because of his possession of men of a production.

Personal selling: this involves oral conversations, either by telephone or face-to-face, between salespersons and prospective customers.
Sales performance: this is used to determine the ability of sales person to close the deal with the organizational buyer and meet set performance goals as outlined by the company.
Demographic segmentation: Demographic segmentation is a marketing strategy that divides a target audience into smaller groups based on shared demographic characteristics like age, gender, income, education, and occupation.
Geographic segmentation:Geographic segmentation is a marketing strategy that divides a market into different geographical units, such as countries, regions, cities, or even zip codes, based on location.

Behavioral segmentation:Behavioral segmentation is a marketing strategy that divides customers into groups based on their actions, interactions, and purchasing patterns.

CHAPTER TWO

LITERATURE REVIEW

2.1 INTRODUCTION

This chapter summarizes the information from other researchers who have carried out their research in the same field of study. The specific areas covered here are: theoretical review, theoretical framework, conceptual review, conceptual framework, summary of literature review and research gaps.

2.2
CONCEPTUAL FRAMEWORK 
Kotler and Keller, (2005) a market segment is a subgroup of people or organizations sharing one or more characteristics that cause them to have similar product and/or service needs. A true market segment meets all of the following criteria: it is distinct from other segments (different segments have different needs), it is homogeneous within the segment (exhibits common needs); it responds similarly to a market stimulus, and it can be reached by a market intervention. The term is also used when consumers with identical product and/or service needs are divided up into groups so they can be charged different amounts. These can broadly be viewed as 'positive' and 'negative' applications of the same idea. Ayuba( 2005) noted that Nigeria companies marketing effort lack the knowledge and skills of basic marketing ingredients - marketing research, marketing planning and effective distribution network. The outcome of this is poor quality products, unawareness of competitors, poor promotion, poor distribution, and poor pricing methods. In a developing country like ours with low income and high level of poverty, the need for effective marketing segmentation of product is very imperative if an organization hope to achieve any success.

Segment Marketing 

(Kotler, 2004) A market segment consists of a group of customers who share a similar set of wants. Thus we would distinguish between car buyers who are primarily seeking low-cost basic transportation and those seeking luxurious driving experience. We must not confuse a segment and a sector. A car company may say that it will target young, middle-income car buyers. The problem is that young middle-income car buyers will differ about what they want in a car. Some will want a low-cost car and others will want an expensive car. Young, middleincome car buyers is a sector, not a segment. The Marketer does not create the segments, the marketer’s task is to identify the segment and decide which one(s) to target. Segment marketing offers several benefits over mass marketing, which includes; • The company can create a more fine-tuned product or service offering and price it appropriately for the target segment. • The company can more easily select the best distribution and communication channels. • It will also have a clearer picture of its competitors, which are the companies going after the same segment. A flexible market offering consists of two parts; a naked solution containing the product and service elements that all segment members’ value, and discretionary options that some segment members’ value.

2.2.1
MARKET SEGMENTATION PROCEDURE 
(Kotler, 2004) Market Segments can be identified by classifying consumers demographically. A bank for example, may decide to group its customers by wealth, annual income, and age. Suppose it distinguishes five (5) wealth classes, seven (7) income classes and six (6) age classes. This alone would create 210 market segments (5 x 7 x 6). The real question however is whether the customer in any one segment really has the same needs, attitudes, and preferences. 

Market segmentation must be done periodically because segments change. At one time the personal computer industry segmented its products purely on speed and power. Later, PC marketers recognized an emerging ‘Soho’ market, named for small office and home office. Mail-order companies such as Dell and Gateway appealed to this markets requirement for high performance coupled with low price and userfriendliness. Shortly thereafter, PC makers began to see Soho as comprised of smaller segments. ‘Small-office needs might be very different from home-office needs, says one ‘Dell’ Executive. One way to discover new segments is to investigate the hierarchy of attributes consumers examine in choosing a brand. This process is called market partitioning. Years ago, buyers first decided on the manufacturer and then on one of its car divisions (brand-dominant hierarchy). Today many buyers decide first on the nation from which they want to buy a car (nation-dominant hierarchy). Companies must monitor potential shifts in the consumers’ hierarchy of attributes and adjust to changing priorities. The hierarchy of attributes can reveal customer segments. Buyers who first decide on price are price dominant; those who first decide on the type of car are (e.g., sports, passenger, station wagon) are type dominant; those who first decide on the car brand are brand dominant. One can identify those who are type/price/brand dominant as making up a segment; those who are quality/ service/ type dominant as making up another segment. Each segment may have distinct demographics, psychographics, and media-graphics.

2.2.2
SEGMENTATION BY DEMOGRAPHIC CHARACTERISTICS
 (Boon & Kurtz, 2004) says that ‘As with consumer markets, demographic characteristics define useful segmentation criteria for business markets’. This includes: 

1. Segmentation by Customer Type Another useful segmentation approach groups prospects according to type of customer. Marketer can apply this concept in several ways. They can group customers by broad categories; manufacturers, service provider, government agency, non-profit organization, wholesaler, or retailer, and industry. 

2. Segmentation by End-Use Application This focuses on the precise way in which a business purchaser will use a product. For example a printing equipment manufacturer may serve markets ranging from a local utility to a bicycle manufacturer to the Department of Defence. Each end user may dictate unique specifications for performance, design, and price. Many small and medium sized companies also segment markets according to end use application. Instead of competing in markets dominated by large firms, they concentrate on specific end use market segments. 

3. Segmentation by Purchasing Situation Yet another approach to dividing business markets centres on the purchasing situation. Organizations use a more complicated purchasing procedure than those of consumers. Firms also structure their purchasing functions in specific ways, and for some business marketers, this may be the best way to segment the market. Each of these structures results in different buying behaviour. 

Effective Segmentation (Kotler, 2004) For segmentation to be useful, it has to be:

Measurable: The size, purchasing power, and characteristics of the segments can be measured. 

Substantial: The segments should be large and profitable enough to serve. A segment should be the largest possible homogenous group worth going after with a tailored marketing program. 

Accessible: The segments can be effectively reached and served. 

Differentiable: The segments are conceptually distinguishable and respond differently to different marketing-mix elements and programs. 

 Actionable: Effective programs can be formulated for attracting and serving the segments.
2.2.3
EVALUATING AND SELECTING THE MARKET SEGMENTS 
(Kotler 2004) In evaluating the market segment, the firm must look at two factors: the segments overall attractiveness and the company’s objectives and resources. Does a potential segment have characteristics that make it generally attractive, such as size, growth, profitability, scale economies, and low risk? Does investing in the segment make sense given the firms objectives, competencies, and resources? Some attractive segments may not mesh with the company’s long-run objectives, or the company may lack one or more necessary competencies to offer superior value. Having evaluated different segments, a company can consider five (5) patterns of target market selection, which includes;

Single Segment Concentration: Volkswagen concentrates on the small-car market and Porsche on the sports car market. Through concentrated marketing, the firm gains a strong knowledge of the segments needs and achieves a strong market presence. Furthermore, the firm enjoys operating economies through specializing its production, distribution, and promotion. If it captures segment leadership, the firm can earn a high return on its investment. 

Selective Specialization: the firm selects a number of segments, each objectively attractive and appropriate. There may be little or no synergy among the segments, but each promises to be a moneymaker. This multi-segment strategy has an advantage of diversifying the firm’s risk. 

Product Specialization: the firm makes a certain product that it sells to several segments. An example would be a microscope manufacturer who sells to university, government, and commercial laboratories. The firm makes different microscopes for the different customer groups and building a strong reputation in the specific product area.

Market Specialization: the firm concentrates on serving many needs of a particular customer group. An example would be a firm that sells an assortment of products only to university laboratories. The firm gains a strong reputation is serving this customer group and becomes a channel for additional products the customer group can use.

Full Market Specialization: the firm attempts to serve all customer groups with all the products they might need. Only very large firms such as IBM (computer market), General Motors (vehicle market), and Coca-Cola (drink market) can undertake a full market coverage strategy. Large firms can cover a whole market in two broad ways: through undifferentiated marketing or differentiated marketing. In undifferentiated marketing, the firm ignores segment differences and goes after the whole market with one offer. It designs a product and a marketing program that will appeal to the broadest number of buyers. It relies on mass distribution and mass advertising. Undifferentiated marketing is the ‘the marketing counterpart to standardization and mass production in manufacturing’ the narrow product line keeps down costs of research and development, production, inventory, transportation, marketing research, advertising, and product management. Presumably the company can turn its lower costs into lower prices to win the price-sensitive segment of the market. In differentiated marketing, the firm operates in several market segments and designs different products for each segment. General Motors does this when it says that it produces a car for every ‘purse, purpose, and personality’. Differentiated marketing typically creates more total sales than undifferentiated marketing. However it also increases the cost of doing business.

2.2.4
Behavioral Segmentation

Behavioral segmentation refers to the process of dividing a market based on consumer behaviors, such as purchasing habits, brand loyalty, user status, benefits sought, and readiness to buy. This segmentation is especially useful for understanding how and why consumers make decisions.

Key Variables in Behavioral Segmentation:

· Usage rate: Heavy, medium, or light users.

· Loyalty status: Loyal, switchers, or brand indifferent.

· Occasions: Regular, special, or seasonal usage.

· Benefits sought: Quality, convenience, price, status, etc.

Example: Airlines often segment customers by loyalty status using frequent flyer programs, offering different rewards and experiences for high-tier members (Kotler& Keller, 2016).

Importance: Behavioral segmentation helps marketers personalize communications and offers, thereby increasing customer engagement and conversion rates.

2.2.5
Geographical Segmentation

Geographical segmentation divides the market based on location. Consumers in different regions may have distinct preferences, cultural backgrounds, or climate-driven needs, which affect their buying decisions.

Common Geographical Variables:

· Region: Country, state, or city.

· Climate: Tropical, temperate, cold.

· Urbanicity: Urban, suburban, rural.

Example: Clothing brands may promote winter jackets in colder regions and lighter apparel in warmer regions, aligning product offerings with climate and local demand (Armstrong et al., 2015).

2.3
THEORETICAL FRAMEWORK

2.3.1
Market response theory

Market response theory  is based on the assumption of a direct relationship between advertising and buying behavior, measured by sales, market share and brand choice. This excludes the presence of intermediate effects that may occur at the consumer level, for example expressing brand loyalty by number of repeated acquisitions and not through a psychological predisposition of the individual. The theory has two dimensions: aggregate and individual. Aggregate dimension of the theory is based on the relationship between market data regarding advertising spending or the audience, on the one hand, and brand sales or market share, on the other hand. Individual dimension points toward the choice of individually brand or number of exposures necessary to generate individual or household purchasing behavior. 

Cognitive response theory assumes that advertising has the ability to influence the relative importance that individuals attach to various attributes of the product, purchase decision being purely rational (Thorson and Moore, 1996). The primary role of advertising is to provide utilities related to information or search costs. The model considers that on the market there are two major categories of goods: those involving consumer experience and those related to the search process. The goods in the first category are characterized by the fact that they involve the need for repeated use so that the consumer can assess their quality. The second category can be easily evaluated on the basis of objective criteria such as price, prior use not being necessary. This classification, however, is problematic because numerous goods involve both consumer experience and search. 

2.3.2
Cognitive response theory

Cognitive response theory is the basis of the link between advertising and price elasticity of demand. On the one hand, high quality and product differentiation entail,  in accordance with the theory of strength of the market, a decrease in price elasticity of demand, especially visible in the case of products involving the experience and, on the other hand, according to the information theory, actively seeking information by consumers generates an increase in sensitivity to price (Bagwell, 2005). Studies in this direction have led to results that seem to confirm both theories (Vakratsas and Amble, 1999; Reed and Ewing, 2004). An obvious consequence of the theory of cognitive response is that by which the sponsors attempts to create an effective advertising, using initially unique selling proposition, and then the product positioning in the market. 
Affective response theory is a different approach from that previously shown by the fact that it focuses on the emotional response that advertisement can generate (Holbrook and O`Shaughnessy, 1984). According to this theory, consumers form their preferences based on pleasure, feelings or emotions arising from exposure to the message, the objective characteristics of the product playing a less important role in this direction (Gardner, 1985). It is also required repeated exposure to the advertisement to determine the desired effects, but this repeated exposure can lose effectiveness when the frequency exceeds a certain level (wear in - wear out effect). This affective response takes into account, on the one hand, the promoted brand and, on the other hand, the advertisement itself. The creative concept may be largely based on melody, whose emotional effects are recognized. The problem with this theory is the impossibility of separating the affective effect from the cognitive ones. Although it is undeniable that advertising induces affective effects, they cannot however be detached by the cognitive ones. 

2.3.3
Persuasive hierarchy theory

 Persuasive hierarchy theory assumed that in order to influence sales advertising should generate a number of effects on the consumer. Such effects are generated in a particular order, the first being considered as preconditions and at the same time, being the most important. It is believed that these effects are: cognitive effects, emotional effects and behavioral effects. Also occur, a number of factors with mediating role: the degree of involvement and attitude toward message. Involvement has been an object of intense study addressed in the literature. It can be defined as the personal degree of importance given to a product or situation, including the perceived risk in the purchase (Reed and Ewing, 2004).

2.4
Empirical review

The Impact of Market Segmentation on the Sales Volume of a Company’s Product or Service (Sule 2015). The study investigated the impact of market on the sales volume of a company products or services. Market Segmentation is essential and necessary for any organization trying to survive in the global market. Consumer demands are diverse and all demands have to be met as effectively as possible. Therefore organizations that sell a product or service has to know who their various target markets and segment their product in a way that suits each segment identified. This study looks at the segmentation process and how segmentation can be effectively utilized to improve the sales volume of an organizations goods or services. Both primary and secondary sources of data collection were used and analyzed by trend analysis. The research revealed that once products or services were tailored to suit various types of consumer segments, then requirements will be me; thus satisfaction, therefore increasing the level of demand of that product or service. The research concludes that effective consumer segmentation can increase the level of demand of a product or service, of an organization. It has also been recommended that profit making organization should always work around segmenting customers of their product or service if they want to increase sales in their organization. Keywords: Market Segmentation, Sales Volume, Product, and Services
Naveen Rai2 (2013) found that advertisement worldwide influence the behavior and attitude formation of consumers not only in India but also worldwide. The researcher found out that consumers of durables products have their motivational sources in advertisements and the study suggested that advertisement motivates customers to materialize the purchase of durables. They are induced to a great extent by advertisements especially when the target is on quality and price. Further, purchase attitude and behavior was found to be influenced by variety of advertisements covering product evaluation and brand recognition.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1 INTRODUCTION

The chapter gives summary information regarding the methodologies and procedures that were adopted and used in the study. It describes the research design, target population, sample design, data collection procedures and methods that were utilized for analyzing the data.

3.2 RESEARCHDESIGN

The research technique that was used was descriptive design and specifically case study. A descriptive research design was considered as the appropriate research design since it was a more appropriate strategy for answering research questions which the researcher have no control over the events. 

Descriptive technique was used because it enables to acquire a lot of information of the area under study, descriptions were used as an indirect test of a theory or model and some behaviors or situations could not be studied in any other way. 

Descriptive studies present data in a meaningful form thus help to understand the characteristics of a group in a given situation. The study was conducted at The Kam Wire.

3.3 POPULATION OF THE STUDY 

The research targeted the employees of KamWire. The total population was 100 employees which constitute the senior and junior staff.

3.4
SAMPLING SIZE AND SAMPLE TECHNIQUES

The research adopted simple random sampling technique. One of the advantages about simple random

HYPERLINK "http://stattrek.com/sampling/simple-random-sampling.aspx" \hsampling is the ease of assembling the sample. It is also considered as a fair way of selecting a sample from a given population since every member is given equal opportunities of being selected. This ensured that the study obtained a representative sample. The Researcher drew a sample of 100 respondents. This represents 20% of the population of staff of Kam Wire. Kothari (2004) explains that a representative sample was one which was at least 10% of the population thus the choice of 20% is considered as representative of thepopulation.

3.5 
METHOD OF DATA COLLECTION

In this research, primary data was collected through administration of a questionnaire. The questionnaire was divided into various sections to adequately cover the objectives of the study. It further consisted of close ended and structured questions. The structured questions provided a set of answers from which the respondents chose the appropriate answers. Bryman and Bell (2003), explains that a self administered questionnaire is the only way to elicit self report on people’s opinion, attitudes, beliefs and values.

3.6
METHOD OF DATA ANALYSIS

The Researcher perused completed questionnaires to document analysis recording sheets. Data coding was done by the use Microsoft excel office and the Statistical Package for Social Sciences (SPSS)version 20.0. Quantitative method of data analysis was emphasized through the use of descriptive statistics. The information was displayed by use of tables.

DATAANALYSIS

Quantitative data collected by using a questionnaire was analyzed by the use of descriptive statistics using the Statistical Package for Social Sciences (SPSS) and Microsoft office excel. Descriptive statistics involves the process of transforming a mass of raw data into tables and charts with frequency distribution and percentages which are vital in making sense out of data Descriptive statistics employed were: frequencies, percentages and statistical mean. Inferential statistics used was chi square. The results were then presented in tables for better understanding.

3.7
DATAINTERPRETATION

Data was presented by calculating percentages, means and frequencies. The information was then displayed by use of tables. This was done by tallying up responses, computing percentages of variations in response as well as describing and interpreting the data in line with the study objectives and assumptions through use of SPSS and Microsoft Excel 2007.


The results were then interpreted in order to draw conclusions and recommendations. The advantage of using the means was its use in summarizing the essential features of a series and in enabling data to be compared. It was also a stable measure of central tendency.

3.8
HISTORICAL BACKGROUND OF THE CASE STUDY

Factory: No, 5 New Yidi Road, Ilorin, Kwara State, Nigeria KAM INDUSTRIES (NIGERIA) LIMITED a wholly owned indigenous company was registered in 1996, with the objective of producing indigenous wire products registered with the cooperate affairs commission as a manufacturer of Nails, BRC, Binding Wire and other related products under the Companies and Allied Matter act of Nigeria as mandated. 

a) From its humble beginning has grown into one of the largest independently 

b) owned wire producing company in Nigeria, Kam has also become the largest producers of Nails in Nigeria.

c) 
The company started its operations in 1997 with few nail cutting machines from a noble location on Asa-Dam Road Ilorin with three members of staff as operators, as the time of inception, The Chairman Managing Director, AlhajiKamoru Yusuf was the Company’s Engineer. However, with the MD/CEO wide experience and vision he was eager to produce quality nails of various kinds as well as wire mesh to meet the nations increasing demand. These bold steps impacted greatly on the expansion of the company’s relocation to its (8 acres) permanent site factory in (1999).

d) 
Our company’s share of the market increased rapidly over times making us one of the major players in the mail and wire industries in Nigeria, our primary products are nail shanks of various sizes, umbrella nails and Corper nails, British Reinforcement Concrete (BRC) mesh wire, binding wires, bale tiles, drawn wire, straightening wire etc. 

e) 
Few years ago, we required factory as an extension construction and installation of machinery have been concluded for the production of Black and Galvanized EMB, EMIO, AI42, PP Packaging, Nylon and Woven Sacks with host of other products.

f) 
Company invested 23 Million US Dollars on factory 3 to produce quality galvanized roofing sheet and painted roofing sheet in 2008.

g) 
In order to supply best quality products to market company invest 5 million US dollars and set up a factory in china 2008, to get quality materials and quality machines. Profitability and satisfaction of the society are major aims of establishing the business organization. Organization has quality manpower to fulfill the objectives.

CHAPTER FOUR

PRESENTATION, ANALYSIS AND INTERPRETATION

4.1
Introduction

This chapter focuses on the presentation and discussion of findings on the relationship between type of segmentation and sales performance. It is based on demographic and objectives of the research which includes examining the forms of segmentation, establishing the level of sales and relationship between segmentation and sales performance. It is to be presented in form of tables of percentages and frequencies. 

4.2
Data Presentation
Through the questionnaires administered to customers of both the Gerard and Aluminumsheet brand, these were the data obtained;

Table 1: Distribution of respondents by Gender
	Sex
	Frequency
	Percentage (%)

	Male
	90
	90%

	Female
	10
	10%

	Total
	100
	100%


Source:FieldSurvey,2025

The table above shows that 90% are male, and just 10% are female.

Table 2: Distribution of respondents by Age
	Age
	Frequency
	Percentage (%)

	25 – 35 years
	67
	67%

	35 – 45 years 
	21
	21%

	15 – 25 years
	12
	12%

	Total
	100
	100%


Source:FieldSurvey,2025
The study shows that 67% of the respondents are within the age bracket of 25 – 35 years; 21% are in the age bracket of 35 – 45 years; while 12% are less than 25 years of age. Thisindicatesthatmajorityofthoseintheiron sheetbusinessaremoreoftheyoungergeneration.

Table 3: Distribution of respondents by Educational Level
	Academic
	Frequency
	Percentage (%)

	Secondary
	79
	79%

	Degree
	21
	21%

	Total
	100
	100%


Source:FieldSurvey,2025
In terms of academic qualification, 79% of the respondents have a secondary school qualification, while only 21% have a first degree qualification or a higher national diploma qualification.

Table4: Fromtheoptionslistedbelowwhichcustomersegmentdoyoufocusonwhentryingtomarketyouriron sheets?
	AnswerOptions
	Gerard(%)
	Aluminum(%)

	IndividualWomen
	5
	8

	IndividualMen
	17
	78

	PrivateCompanies
	11
	0

	GovernmentPara-status
	67
	14

	Total
	100%
	100%


Source:FieldSurvey,2025
From the analysis made above it can be concluded that Gerardiron sheets target customers from Government Para-status, which has the highest percentage of 67% compared to Aluminum brand distributors who mainly focus on men as their target customer with a percentage of 78%.
Table5: From the options listed below which customer segment would you say buys from your sellers more frequently?
	AnswerOptions
	Gerard(%)
	Aluminum(%)

	MenofMiddle Class
	6
	37

	WomenofMiddle Class
	3
	11

	GovernmentPara-status
	71
	23

	MenofUpperClass
	10
	17

	PrivateCompanies
	12
	12

	Total
	100%
	100%


Source:FieldSurvey,2025
The table shows us that GovernmentPara-statustend to patronize their sellers much more thanany other category of customers with a percentage of 71%, followed by Private companies with only 12%. This shows that organizations in general are their loyal customers. On the other hand categories of customers that patronize Aluminum brands are the men of middle class with 37% followed by Government Para-status with 23%.

Table6:Approximatelyhowmanysheetswouldyousayyoursellershassoldintheyear2024?
	AnswerOptions
	Gerard(%)
	Aluminum(%)

	20–50 Sheets
	91
	15

	51–80 Sheets
	9
	27

	81–100 Sheets
	0
	48

	110–140Sheets
	0
	10

	141–170Sheets
	0
	0

	Total 
	100%
	100%


Source:FieldSurvey,2025
From the table above it is obvious that Gerardiron sheets don’t tend to have a high number of sales in the year 2010. Most of the Gerard distributors being analyzed have only sold 20 – 50 sheets (91%) and veryfewof them have sold between51 – 80 sheets. Some ofthe Aluminumsellers have beenable to sell more thandouble (81 – 100 sheets) of what most Gerardsellers have been able to sell.

Table7:Fromtheoptionsbelow,whichmarketingstrategywouldbemoreeffectiveinmakingsalesatyoursellers?
	AnswerOptions
	Gerard(%)
	Aluminum(%)

	MassMarketing
	9
	11

	Segmentation
	6
	45

	PromotionalStrategy
	12
	16

	SalesRepresentatives
	73
	28

	Total 
	100%
	100%


Source:FieldSurvey,2025
The analysis shows that a great part ofGerardsheetsellers (73%) relymore onsales representatives in sellingtheirproductstotheiriron sheets, while45%ofAluminumsheetsellersrelymoreonmarketingsegmentation in making sales followed by, sales representation (28%).

Table8:DoyoubelieveMarketingSegmentationisnecessaryforincreasingsalesorrevenueinyourorganization?
	AnswerOptions
	Gerard(%)
	Aluminum(%)

	Yes
	43
	92

	No
	57
	8

	Total
	100%
	100%


Source:FieldSurvey,2025
Table 12 shows that 43% of Gerardsheetsellers believe that marketing segmentation is necessary in increasing sales intheir sellers, and 57% believe it is not necessary. While 97% of Aluminumsheetsellers believe thatmarketing segmentation is necessary in increasing sales of their sellers. Only 8% believe it is not necessary. This shows a significant difference in thinking and cultural values, between the two (2) brands of sellers.

4.4 Findings on the relationship between forms of segmentation and sales performance using Pearson correlation

This section focuses on establishing the relationship that exists between type of segmentation of products and sales performance. It looks at type of segmentation as independent variable while sales performance is a dependent variable. The selections tested to select the relationship are the respondents. Perception relating to type of segmentation in the industry and their perceptions on how type of segmentation increases the number of products bought. The findings of the section are summarized in the following table.

The Pearson’s rank correlation co efficiency is provided in the following formula. 

       r =        n Σxy -ΣxΣy


nΣx²- (Σx) ² n Σy²-(Σy)²

Where

 r – Pearson’s correlation co efficiency and 

n- Frequency.

r2 = coefficient of determination

The range of the correlation coefficient is from -1 to 1

Table 9: The analysis of the relationship betweenDemographic Segmentationand sales volume 

	Scale
	Demographic Segmentation(x) 


	Sales 

performance(y)


	Xy
	x²
	y²

	Strongly agree
	15
	9
	135
	225
	81

	Agree
	15
	12
	180
	225
	144

	Not sure
	2
	4
	8
	4
	16

	Disagree
	0
	4
	0
	0
	16

	Strongly disagree
	0
	3
	0
	0
	9

	
	Σ(x) 32
	Σ(y) 32
	Σ(xy) 323
	Σ(x²)454
	Σ(y²)266


  r =          32(323) -32(32)

32 (14528-1024) ( 32x266-454)         

  =                   10336-1024

(13004) (8058)

=                      9312

    105098328

=                             9312        



10251.75

r =    0.9

r2 = (0.9)2 = 081

The correlation coefficient =0.81

The range of the correlation coefficient is from -1 to 1. Our result is 0.81,  which means the variables have a high positive correlation

Conclusion:Demographic Segmentationhave effect on sales performance in  kam wire industry  

Table 10: The analysis of the relationship between Geographic Segmentation and sales volume 

	Scale
	Geographic Segmentation(x) 


	Sales 

performance(y)


	Xy
	x²
	y²

	Strongly agree
	17
	9
	153
	289
	81

	Agree
	15
	12
	180
	225
	144

	Not sure
	0
	4
	0
	0
	16

	Disagree
	0
	4
	0
	0
	16

	Strongly disagree
	0
	3
	0
	0
	9

	
	Σ(x) 32
	Σ(y) 32
	Σ(xy) 333
	Σ(x²)514
	Σ(y²)266


  r =          32(333) -32(32)

32 (16528-1125) ( 32x266-514)         

  =                   11336-1224

(14015) (1058)

=                      12021

    137099328

=                             12021      



15231.34

r =    0.8

r2 = (0.8)2 = 0.64

The correlation coefficient =0.64

The range of the correlation coefficient is from -1 to 1. Our result is 0.64,  which means the variables have a average positive correlation

Conclusion: Geographic Segmentation have effect on sales performance in  kam wire industry  

Table 11: The analysis of the relationship between Behavioral Segmentationand sales volume 

	Scale
	Behavioral Segmentation(x) 


	Sales 

performance(y)


	Xy
	x²
	y²

	Strongly agree
	25
	9
	225
	225
	81

	Agree
	7
	12
	84
	49
	144

	Not sure
	0
	4
	0
	0
	16

	Disagree
	0
	4
	0
	0
	16

	Strongly disagree
	0
	3
	0
	0
	9

	
	Σ(x) 32
	Σ(y) 32
	Σ(xy) 313
	Σ(x²)274
	Σ(y²)266


  r =          32(313) -32(32)

32 (16234-2341) ( 32x266-274)         

  =                   14386-2341

(15112) (9051)

=                      12045

    157096329

=                             12045      



15751.75

r =    0.7

r2 = (0.7)2 = 0.49

The correlation coefficient =0.49

The range of the correlation coefficient is from -1 to 1. Our result is 0.49,  which means the variables have a moderate positive correlation

Conclusion: Behavioral Segmentationhave effect on sales performance in  kam wire industry  

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Summary of Findings

This study examined the influence of market segmentation types on the sales performance of industrial products in kam wire industry, kwara state. The primary goal was to determine how different segmentation bases—such as geographic, demographic, behavioral, factors—affect sales outcomes in the industrial sector.

The key findings of the study are summarized as follows:

i. Demographic Segmentation have effect on sales performance in  kam wire industry
ii. Geographic Segmentation have effect on sales performance in  kam wire industry  

iii. Behavioral Segmentation have effect on sales performance in  kam wire industry  

5.2
Conclusions
From the data analyzed above, it has been concluded that marketing segmentation has great significance in affecting the level of sales of an organization.

The study further shows that organizations need to move from mass marketing to marketing segmentation to achieve an increase in sales. Once an organization can identify the market segment it wants to focusonallrelevant marketingtoolsandresourcescanbeusedtowardstryingto meet the needsofthat customer segment.
However for segmentation to be effective and be utilised well certain elements like; being able to measure the segment; it should be substantial enough to serve and make enough profit; the segment should be easyaccess; the segmentspickedshouldbedistinguishable; and finallyeffective strategiesshouldbeputinplace that suits that segment. 

5.3
Recommendations

The following recommendations have been made, that will assist organizations on how they can use effective marketing segmentation to increase the level of sales and market share:

i. Organization need to get professional marketers that can enlighten and train their organization as a whole on marketing segmentation, and marketing strategies as a whole.

ii. Secondly, organizations need to determine who their target customers are, and make sure that the organizations resources are focused on the most viable and profitable of the target customers from that segment.
iii. Finally organizations need to understand that once these customer segments are consistently satisfied; then demand will increase, which intern means sales will increase, therefore an increase in revenue of that organization.
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QUESTIONNAIRE
DEAR RESPONDENT,


I am a final year students of the Department of Business Administration, Kwara State Polytechnic Ilorin. I am conducting a research on the topic “IMPACT OF MARKET SEGMENTATION ON SALES OF INDUSTRIAL PRODUCT IN NIGERIA”. I would be very happy if you could help me to answer the following questions truthfully.


All information obtained will be used strictly for academic purpose and will be treated with utmost confidence.

Yours faithfully,  

SECTION A

Kindly tick (    ) the appropriate box to indicate your answer in the question

1. Gender: (a) Male (    ) (b) Female (    )

2. Age:(a) 25 – 35years (     ) (b) 35 – 45years (     ) (c) 15 – 25years  (  )

3. Marital Status: (a) Single (   ) (b) Married (   ) (c) Divorce (   ) 

4. Educational Qualification: (a) Secondary  (     ) (b) Degree (  )

SECTION B

5. Fromtheoptionslistedbelowwhichcustomersegmentdoyoufocusonwhentryingtomarketyouriron sheets? Individual women (  ) Individual men (  ) Private companies (  ) Government para-status (   )
6. From the options listed below which customer segment would you say buys from your sellers more frequently? Men of Middle class (   ) Women of middle class (   ) Government para-status (   ) Men of upper class (   ) Private companies (   )

7. Approximatelyhowmanysheetswouldyousayyoursellershassoldintheyear2024? 20 – 50 sheets (   ) 51 – 80 sheets (   ) 81 – 100 sheets (   ) 110 – 140 sheets (   ) 141 – 170 sheets (   )
8. Fromtheoptionsbelow,whichmarketingstrategywouldbemoreeffectiveinmakingsalesatyoursellers? Mass Marketing (  ) Segmentation (  ) Promotion strategy (  ) Sales representatives (  )
9. DoyoubelieveMarketingSegmentationisnecessaryforincreasingsalesorrevenueinyourorganization? Yes (  ) No (  )
	S/N
	STATEMENT
	S.D
	D
	N
	A
	S.A

	10
	The analysis has relationship between Demographic Segmentation and sales volume
	
	
	
	
	

	11
	The analysis has relationship between Geographic Segmentation and sales volume
	
	
	
	
	

	12
	The analysis has relationship between Behavioral Segmentation and sales volume
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