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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY
Pricing is a highly complex decision within a product launch strategy (Calantone and Di Benedetto, 2007). Decision makers should consider that if the price is set too high, potential customers might not accept the product. As a consequence, managers may set prices too low (Urbany, 2001). According  to consultants, 80–90% of new products launched to market are underpriced (Marn, Roegner, and Zawada, 2003). This not only harms the product’s immediate profit potential, but also negatively affects its long-term potential as customers develop perceptions based on the product’s initial (low) price (Lowe and Alpert, 2010). Oversimplification of the pricing process is often indicated as a major problem of erroneous price decisions harming the profit potential of new products (Monroe, 2003; Nagle and Hogan, 2006). Anecdotal evidence suggests that companies may gain a lot by investing in new product pricing practices (e.g., Bernstein and Macias, 2002).
 (
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)In the new product development literature, new product pricing is often represented as a choice between market penetration pricing, in which a low price attempts to stimulate product adoption, and market skimming, in which the market segment with the highest reference price is targeted first, and the market is subsequently skimmed to capture segments with lower reference prices (e.g., Hultink, Griffin, Hart, and Robben, 1997; Langerak, Hultink, and Robben, 2004). The “skimming versus penetration choice” (or “high-low” choice) has been argued to be an oversimplification of the pricing process as “the actual effect of pricing on ultimate success is much more complex” (Calantone and Di Benedetto, 2007, p. 4). Consistent with this view, Hultink et al. (1997) find no conclusive effect of such price decisions on new product performance.
Despite the fact that best practices have been the subject of numerous studies on new product development and launch (e.g., Henard and Szymanski, 2001), less research has focused on best practices that underlie the price decision. An exception is the study by Ingenbleek, Debruyne, Frambach, and Verhallen (2003), who relate three pricing practices pertaining to the use of information on customer value, competition, and costs to a general new product performance measure based on a sample of firms in a business-to-business market. Their findings suggest that the effectiveness of pricing practices depends on product and market conditions and inappropriate practices may destroy the positive effect of product advantage. Whereas the study by Ingenbleek et al. (2003) is a first step to better understand the best practices of new product pricing, more work is necessary. In particular, it is not yet clear whether pricing practices that enhance market performance also stimulate under pricing and if so, under which conditions this may occur. In addition, further research is needed to assess whether the insight that inappropriate pricing practices reduce the positive effect of product advantage is general sable to a broader range of (business and consumer) markets and industries.
1.2	STATEMENT OF THE PROBLEM
	To date, research on the product pricing has predominantly been approached as a choice between market skimming and penetration pricing. Despite calls for research that addresses other complexities in new product pricing, empirical research responding to these calls remains scarce. Biren Prasad (2014) states that one weakness of new product introduction (NPI) is the elapsed time required to bring the product to market many manufacturing companies are losing the competitive race in this area to the speedy and effective execution process, which successful companies (for example, some Japanese electronic manufacturing) use. Pricing is a critical component for any business. If the price is not set in line with the selected target market, it can negatively impact on the product and the company’s profitability. The main goals of any profit seeking organization is to make a profit and in order to achieve this goal, all areas related to the management of the product, costs and the setting of the price need to be managed correctly.

1.3	RESEARCH QUESTIONS
1.	What is the impact of pricing strategy on the purchasing of new product?
2.	What is the effect of pricing on organizational profitability?
3.	Is there any relationship between pricing and new product?
1.4	OBJECTIVES OF THE STUDY
	The general objective of this project is to examine the extent to which pricing strategies is effective for purchasing of new product performance. The specific objectives are:
i. To examine the impact of pricing strategy on new product performance
ii. To examine the effect of pricing on organization’s profitability
iii. To find out the significant relationship between pricing and new product performance.
1.5 RESEARCH HYPOTHESES
Ho1:	Effective pricing strategy has no impact on the purchasing of new product performance
Ho2:	Pricing strategy has no effect on organization’s profitability
Ho3:	There are no significant relationships between pricing and new product performance
1.6		SIGNIFICANCE OF THE STUDY
	The result of this study will be valuable to researchers and scholars as it would for a basis for further research. Scholars would use this study as basis for discussion on pricing strategies and new product performance. 
It will help manufacturing firms to establish the importance of pricing strategies on organizational productivity or performance. 
The study will also add to the body of knowledge in the purchasing and supply discipline by bridging the gaps between effective pricing strategies and research general.
The findings of this study will be used as a reference point by other researchers for further research on the same field.
1.7		SCOPE OF THE STUDY
This project work will focus on the effective pricing strategy for purchasing of new products performance. The scope recovers the theoretical scope, geographical scope and industrial scope. This study uses Kam Wire of Nigeria as the case study. 
1.8	DEFINITION OF TERMS
Pricing Policy: It is a guiding philosophy or course of action designed to influence and determine pricing decisions. Pricing policies set guidelines for achieving objectives.
Cost: Expenses incurred to procure something which may be labour, material, facilities or resources
Profitability: This is the capacity or potential of an organization to make profit
Price: This is the amount of money charged for a product or service, or a value that a consumer exchanges for the benefits of having or using a product or service.
[bookmark: page10]Variable Cost: They are cost that varies with level of production. They are constant per unit but vary with total production.
Product: This can be seen as any item, sub-assembly or cost unit manufactured or sold by an organization.
Marketing Mix: This is the combination of the four primary elements that comprises of a company’s marketing programmes which are price, place, product, and promotion (advertising).


CHAPTER TWO
				LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK
According to Agwu and Carter (2014), ‗‘among the four Ps, price is the only income generator and it is the value attached to a product. Furthermore, price is the amount of money charged for a product or service. It is the sum of all the values that customers give up in order to gain the benefits of having or using a product (Kotler 2010). Baker (1996) noted that price is the mechanism which ensures that the two forces (demand and supply) are in equilibrium. According to Santon (1981) price is simply an offer or an experiment to task the pulse of the market. It is the monetary value for which the seller is willing to exchange for an item (Agbonifoh, Amos, James, Mount and Ikwe, 1998). Ezeudu (2004) argues that price is the exchange value of goods and services. Schewe (1987) defines price as what one gives up in exchange for a product or service.
It is one of the most important elements of the marketing mix as it is the only one that generates revenue for the firm unlike the others that consume funds (Agwu and Carter 2014). Lovelock (1996) suggested that pricing is the only element of the marketing mix that produces revenues for the firm, while all the others are related to expenses. Diamantopoulos  (1991)  also  argued  that,  price  is  the most flexible element of marketing strategy in that pricing decisions can be implemented relatively quickly in comparison with the other elements of marketing strategy. It is capable of determining a firm‘s market share and profitability. Kellogg, Mikel, Fringth, Powel and Trool (1997 p.210) point out: If effective product development, promotion and distribution sow the seeds of business success, effective pricing is the harvest. Although effective pricing can never compensate for poor execution of the first three elements, ineffective pricing can surely prevent those efforts from resulting in financial success‘‘.
Typically, pricing strategies that are investigated in the marketing literature consist of analyzing aggregated prices (Tellis 1986). For consumer goods, this is applicable unlike the several types of disaggregate pricing strategies that are utilized to promote products as favorably as possible (Eliashberg, Xion, Weng, Moses and James, 1986). These consumer products usually have small prices that are paid up at once. Disaggregate pricing means paying in bits for instance reframing a ₦500 expense into ₦1.40 a day expense diminishes the enormity of the expense, and therefore, eases the decision process for the consumer. This however does not apply at all to consumer goods therefore appropriate pricing strategies which are aggregate must be adopted to ease the decision making process of consumers. Traditional pricing strategy by definition is incapable of harmonious associations, but it needs to become a more socially conscious, collaborative exercise. Bertini and Gourville (2012) stressed that businesses should look beyond the mechanics of just fixing prices they feel is suitable for a product having estimated cost and profit still relevant but no longer sufficient and recognize that harmonization of the way they generate revenue can open up opportunities to create additional value. This study therefore has dual purposes which are to assess the effect of pricing strategies on the purchase of consumer goods and how the advent of online pricing interferes in the above.
2.1.1 Pricing objectives
Xenfeldt (1983) cited in Avlonitis and Indounas (2005) stated that pricing objectives provide directions for  action, to  have  them  is  to  know  what  is  expected and how the efficiency of operations is to be measured. Objectives can be short term and long term. According to Weber (2000) a firm ought to decide upon the objectives of pricing before determining the price itself and some of the main objectives are as follows:
1) Achieve target return on investment or on net sales
Kotler and Armstrong (2008) described this as building a price structure designed to provide enough return on capital used for specific products so that the sales revenue will yield a predetermined average return for the entire firm. This objective is usually used by most firms for short run periods (Ezeudu, 2005) whereby a percentage markup on sales is set. This set percentage covers anticipated operating cost plus desired profit for the year.
2) Stabilize prices
Another pricing objective could be to stabilize prices. This is mostly found in industries where there is a market leader and prices fluctuate frequently. "Price leadership does not necessarily imply that the objective of stability is reached by having all firms in the industry charge the same price as that set by the leader (Stanton, 1981). It only means that some regular relationships exist between the leader‘s price and those charged by other firms" (Sean, 2005).
3) Maintain or improve target share of the market
Most companies have their pricing objective to be to increase or maintain market share (Stanton 1981). Increased market share is a result of effective long term pricing strategies. Any firm who has this as a pricing strategy must be ready to operate and plan on the long run. It is quite different from target return which might be deceptive because a firm could be earning but losing market share gradually (Lancaster, Harmstrong, Havey, Smith and Friend, 2002).
4) Meet or prevent competition
Lancaster, Harmstrong, Havey, Smith and Friend, (2002) stated that organizations may try to meet up with competition by reducing prices or even prevent it by adopting what is called 'follow the leader' policy (a policy whereby companies price products based on competitor‘s price).
5) Maximize profits
This pricing objective is used by countless firms. The problem with this goal is that it is often connected in the public mind with profiteering, high price and monopoly although there is nothing wrong with it (Ezeudu 2005). If the profit is high due to short supply in relation to demand new capital will be attracted into the field.
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2.1.2 Price Setting Decision Process
The step by step process in the diagram below presents a logical approach for setting price
[image: ]







Source: Bearden, Ingram and Larfforge (2004)
2.1.3 Three Levels of Pricing Management
The pricing puzzle is more manageable when taken in pieces. Price management issues, opportunities, and threats fall into three distinct but closely related levels (Michael and Robert 1992):
0. Industry strategy 
0. Product/Market Strategy
0. Transactional Strategy
[image: ]



Source: Walter et al (2008)
1) Industry supply and demand
Etzel, Walker, Staton (1997) stressed that this is the highest level of price management; the basic laws of economics come into play. Changes in supply (plant closings, new competitors), demand (demographic shifts, emerging substitute products), and costs (new technologies) have very real effects on industry price levels. It is the broadest and most general level of price management. The objective is to determine the current and expected future state of key market place dynamics in order to establish pricing strategies and deal with other key strategic issues (WalterMiche & Grape, 2008). Managers who examine prices in this context must understand the pricing 'tone' of the market (Michael and Robert, 1992). This is the overall direction of price pressure whether up or down and the critical marketplace variable fueling that pressure. This will help managers to predict and exploit broad price trends and foresee likely impact of actions on industry price levels.
2) Product/ market strategy
This is concerned with how customers‘ perceive the benefit a product offers and related services across available suppliers. It is focused on getting the right position for price in relations to competitor‘s price at the product, market and segment. The product/ market strategy issues mirror a marketer‘s view on how customers compare prices and benefits of one product against competitive offerings (Roegner, Smith, Henry and George, 2005). If a product delivers more benefit to customers, then the company can charge a higher price versus its competition (Michael and Robert, 1992). All that is needed is an understanding of what factors of the product and service package customers perceive as important, how the company and its competitors stack up against this factors and how much consumers are willing to pay for superiority in those factors.


3) Transactional strategy
The transactional level is the most granular level of price management and the critical issue is how to manage the exact price charged for each transaction or customer (Walter; Michael; and Craige 2008). The transaction price issues reflect the sales representatives concerns for coming up with the right price for each sale (Roegner, Ramsey, Julius, Bebbe and Drain, 2005). This level focuses on the exact price that each customer pays including discounts, payments terms and incentives (Walter; Michael; and Craige, 2010). It is the most complicated and expansive level of price management. At this last level of price management, the critical issue is how to manage the exact price charged for each transaction i.e., what base price to use, and what terms, discounts, allowances, rebates, incentives, and bonuses to apply (Michael and Robert, 1992).
2.1.4 Pricing Strategies for New Products
a. Price skimming
It is a pricing policy whereby a firm charges a high introductory price, often coupled with high promotion (Lambet, 2004). It refers to setting the highest initial price that customers really desiring the product are willing to pay (Kerin, Hartley and Rudelius, 2004). Customers involved here are not price sensitive instead the quality and ability of the product to satisfy their needs appeal to them. It involves setting high prices for new products in order to skim maximum revenues layer by layer from the segments that are willing to pay the price allowing for the company to make fewer but more profitable sales (Kotler, 2001). Agwu (2013) argued that the firm could combine high prices with high promotion whereby it seeks to maximize profits as much as possible.
The heavy promotion is to develop product acceptance even at a high cost. This strategy is recommended when potential buyers are sizeable enough to justify the efforts. The firm could also adopt the high price and low promotion strategy. This can be used when the market is small in size and the market is aware of the product. The firm makes maximum profit and due to this, potential competition is imminent.
b. Penetration pricing
According to (Kerin Hartley and Rudelius 2004; Lamb, Hair and McDaniel 2004) it is referred to as setting a low initial price on a new product to appeal immediately to the mass market. It is the opposite of skimming. The company could penetrate the market with low price and high promotion. This strategy brings the fastest market awareness and results in increased or large market share. For a firm to enjoy this strategy it must have manufacturing or a sustainable competitive advantage that would result in company‘s unit.
The firm can also penetrate the market with low price combined with low promotion (Lambet, 2004). It works better in high price elastic market. It also works better in minimum promotion elastic and a competitive market. When the aim of the company for its new product is to set a low price so as to attract large number of buyers and a large market share, it is using penetration pricing (Kotler Armstrong Saunders and Wong 2001). Here the firm also has two alternatives as discussed above.
[image: ]Source: Jobber et al (2003)
c. Online pricing
Currently, pricing has developed in small steps towards a more online driven business (Meckes 2007). With the growth of the online marketplace, pricing has gained new interest among practitioners and academics, and online business models and digitally consumed goods allow for the creation of new pricing mechanisms (Dolan and Moon 2000; Doctors, 2010). Participative pricing mechanisms represent such new pricing vehicles as they involve consumers in the price- setting process (Kim, Natter, and Spann 2009; Chandran and Morwitz 2005) and they can effectively be used in online environments.
Price and pricing decisions is one major area that has been affected by the growth of internet marketing (Lancasther and withey 2005). The online marketplace differs from physical markets in a number of significant respects. One of the most important of the differences is the ease with which online consumers and rival retailers may access comparative information about seller characteristics and prices (Baye, Ikenga, Buyus, and Julius, 2007). According to Agwu and Carter (2014), the explosive growth of the internet promises a new age of perfectly competitive markets, with perfect information about prices and products at their fingertips, consumers can quickly and easily find the best deals. In this new world, retailers‘ profit margins will be competed away, as they are all forced to price at cost (The Economist 1999).
Agwu and Carter (2014) further states that online markets are considerably more fluid than their offline counterparts because consumers are increasingly searching for specific models of products and the number of rivals selling a particular product and their prices change almost daily. Adding to the dynamics, for many products sold online the pace of technological change translates into dramatically shortened product life-cycles (Baye, Ikenga, Buyus, and Julius,2007). Snyder and Ellison (2010) categorize this market as one with a large number of firms, ranked by price, with highly visible and prices that are easy to change making it one with high level of transparency. Online markets also provide numerous opportunities to conduct price experiments, either by altering the price available to all consumers over time or by simultaneously offering different prices to separate subsets of consumers.
d.	Customer perceived value
Perceived value has its root in equity theory, which considers the ratio of the consumer‘s outcome/input to that of the service provider‘s outcome/input (Oliver & DeSarbo, 1988). The equity concept refers to customer evaluation of what is fair, right, or deserved for the perceived cost of the offering (Bolton & Lemon, 1999). Customer-perceived value comes from an evaluating the relative rewards and sacrifices associated with the offering. Customers are inclined to feel equitably treated if they perceive that the ratio of their outcome to inputs is comparable to the ratio of outcome to inputs experienced by the company (Oliver & DeSarbo, 1988). Companies are able to measure a company‘s ratio of outcome to inputs by comparing it with its competitors.
Customer value is the fundamental basis for all marketing activity‖ (Agwu 2013) and high value is one primary motivation for customer patronage. Some customers associate high value with high price. Monroe (1979, 1990) has led an intellectually productive research stream that has its origins in the study of price.
The first study is focused on the categorization and analysis of the quality-price relationship. This led to the initial conceptualization of value as the psychological trade-off between perceptions of quality and sacrifice (Munroe, George, Janus and Maya, 1985).
According to this view, external cues (such as price, brand name, and store name) influence perceptions of product quality and value and the price has a negative effect on a product‘s value but a positive effect on perceived product quality (Dodds, 1991).
According to this perspective although value is formally defined in terms of the quality-price relationship, these elements are treated as antecedents rather than formative components of value. Some studies have used the methodology of perceived value mapping to develop value maps most of which have been based on the quality–price relationship (Ulaga, Henry, Mount, Mason and Kelvin, 2001). Thaler (1985) points out two kinds of values. The acquisition utility kind of theory (Thaler 1985), represents a comparison between perceived benefit and actual product price while the second (in terms of transaction utility) represents a comparison between the internal reference price of the consumer and the actual price offered by the supplier. This perspective is thus grounded in pricing theory and posits consumers‘ price perceptions as the key determinant of value
2.2	THEORETICAL FRAMEWORK
2.2.1	Naive pricing theory
Naive price theory is grounded on the assumption that price will stay the same. The theory states that the only thing determining tomorrow's price is today's price. Naive price theory is a perfectly natural way of dealing with prices if you do not understand what determines them (Friedman 1990). The use of this theory is least plausible because prices change. Just as it makes very little sense to assume that as a baby grows older he/she remains the same size, it makes no more sense to  assume that the market price of a good remains the same when you change its cost of production, its value to potential purchasers, or both.
One must understand the causal relations involved. According to Friedman (1990), although the theory may have errors, the alternative to correct economic theory is not doing without theory (sometimes referred to as just using common sense) but the alternative to correct theory is incorrect theory.
2.2.2 Game pricing theory
According to Ezeudu (2005), it is a collection of tools for predicting outcomes of a group of interacting agents where an action of a single agent directly affects the payoff of other participating agents. It is the study of multi-person decision problems (Gibbons 1992). It  could also be referred to as a bag of analytical tools designed to help us understand the phenomena that we observe when decision-makers interact (Osborne and Rubinstein 1994). Myerson (1997) defines it as the study of mathematical models of conflict and cooperation between intelligent rational decision- makers.
According to Diamantopoulos (1991), game theory studies interactive decision-making. There are two key assumptions underlying this theory:
1) Each player in the market acts on self-interest. They pursue well-defined exogenous objectives; i.e., they are rational. They understand and seek to maximize their own payoff functions.
2) In choosing a plan of action (strategy), a player considers the potential responses/reactions of other players. She takes into account her knowledge or expectations of other decision makers‘ behavior; i.e., the reasons strategically. A game describes a strategic interaction between the players, where the outcome for each player depends upon the collective actions of all players involved (Bolton and Lemon 1999).
2.2.3 Arbitrage pricing theory
Contemporary, there are two theories of portfolio choices with reference to which risk diversification is more dominant i.e. Capital Assets Price Model (CAPM) and Arbitrage Price Theory (APT).
The APT model states that the forecasted rate of return on assets depends on the unpredictable nature of macroeconomic variables which points out that factor risk takes more significance in assets pricing (Holbrook 1994). APT is comparatively a moderate diverse technique for analyzing the assets prices model.
APT model assumes that the stock prices were influenced partially and uncorrelated with most of the macroeconomics variables and these variables are not multi-collinear with each other. APT defines that expected return on stock prices is composed on the capital gain plus the realization of risk premium (macroeconomics variables risk) during the course time, (Walter, 2011).
2.2.4 Consumer theory
Consumer theory is concerned with how a rational consumer would make consumption decisions (Martijn 2011). The consumer theory arises because the consumer‘s choice sets are assumed to be defined by certain prices and the consumer‘s income or wealth.
There are certain assumptions for this theory. The assumptions as stated by Lichtenstein, Ikenga, Buyus, and Julius (1993) can be seen below:
The assumption of perfect information is built deeply into the formulation of this choice problem, just as it is in the underlying choice theory (Blythe 2005). Some alternative models treat the consumer as rational but uncertain about the products, for example how a particular food will taste or how well a cleaning product will perform. Some goods may be experience goods which the consumer can best learn about by trying the good. In that case, the consumer might want to buy some now and decide later whether to buy more. That situation would need a different formulation. Similarly, if the agent thinks that high price goods are more likely to perform in a satisfactory way that, too, would suggest quite a different formulation.
2.3	EMPIRICAL REVIEW
Dudu and Agwu (2014) studied the effect of Pricing Strategies on The Purchase of Consumer Goods. The research intended to answer questions on the extent to which competitor's price affects purchase of products, how customers perceive the value-based pricing concept of firms and the extent to which online pricing inform customer purchase decision. This paper being descriptive and historical relied heavily on secondary sources of information. The research utilized a descriptive and historical method and relied heavily and solely on secondary instruments as sources of data. Findings from the data obtained indicate that consumers have a perception of value reflected in prices of firms’ products. It also shows that competitors price affect the purchase of firm products and that online pricing informs and affects purchase decision. This study contributes to knowledge in series of issues associated with pricing strategies and purchase decision process. This research recommends that as much as firms should focus on communicating value to customers through prices, firms should also be on the watch for competitor’s prices and examine how much it affects purchase of their products.
Esther (2019) examined Pricing Strategies and Financial Performance. The purpose of this study was to examine the mediating effect of Competitive advantage on the relationship between Pricing strategies and financial performance in private primary schools of Uganda. The research adopted the Med Graph program and Sobel tests for the mediation effects so as to develop a closed loop model of financial performance of private primary schools. The study is based on a quantitative approach and cross sectional Research design. Descriptive statistics and inferential statistics were used in the analysis. The results reveal that that competitive advantage partially mediates the relationship between pricing strategies and financial performance (partial mediation). This study makes a contribution by providing information that is relevant for filling the practical gap that exists in financial performance of private primary schools in the settings of developing countries as well as contributing to the theoretical development of pricing strategies. Practical implications of this paper puts it that in order to have a meaningful interpretation of the results of the relationships between study variables, it is always vital to assess the role of the mediator in the relationship. This enables practitioners and scholars to comprehend and make legitimate decisions and conclusions that can foster enhanced financial performance of private primary schools
Perminus, , Ikenga, Buyus, and Julius (2017) conducted a research on analysis of the effect of pricing strategies on profitability of insurance firms in Kenya. The objectives of the study were to establish the effect of economy, skimming, penetration and premium pricing strategies on the profitability of insurance firms in Kenya. The descriptive research design was preferred to other research designs because it reports the status of study variables. The population of study was the 45 insurance companies operating in Kenya as at 31st December 2012. Data was drawn from a period of five (5) years that is 2008-2012. The sample of this study was 10% of the sales workforce which comprised of 900 employees from the 45 insurance companies. The sample was generated by purposively sampling two employees from each insurance company. The researcher collected primary data with the help of a questionnaire. The primary data obtained from the questionnaires was summarized and analyzed by use of descriptive and inferential statistical techniques. Regression and correlation results indicated that there was a statistically significant and positive relationship between economy pricing, skimming pricing, penetration pricing, premium pricing, price optimization strategies, strategies and profitability. Results show that economy pricing, skimming pricing, penetration pricing, premium pricing, price optimization strategies have a positive effect on the profitability of insurance companies. The correlation between profitability and penetration, premium and price optimization strategies was strong and positive. The regression results indicate that the variables; economy pricing, penetration pricing, premium pricing, price optimization strategy and skimming pricing were satisfactorily explaining profitability. The study recommends that insurance companies put in place measures assess the most effective pricing strategy to reduce product costs and thus increase profitability whenever such a strategy is used. 
2.4	GAP IN LITERATURE
Pricing strategies and consumer purchase decision are multi-facet phenomenon, there is no standard way of conceptualizing and measuring them across all industries. Therefore every organization needs to develop its own configuration of pricing strategies that are rooted in the realities of its competitive market, past commitments and anticipated requirements. Previous researchers have agreed that firms that implement the right pricing strategies enjoy sustainable competitive advantage which reflects on their performance. 
Previous studies have used various methodologies to examine the relationship between pricing strategies and consumer purchase decision. There was therefore a need to use a yet another methodology to address the issue in order to see whether the researcher will get similar outcome. A number of studies in this area have been carried out in the western part of the world (Ellickson. & Misra. 2008; Goldrick , 2000). 
Very few studies on this area have been done in the African context. The few studies done in the African context have focused on the service industry (Kane, 2007) leaving a research gap in the goods industry. There is therefore a need to carry out a study within the Kenyan context focusing on the retail industry. A comprehensive understanding of how pricing strategies are linked with consumer purchase decision will add to the body of knowledge in the retail industry and marketing in general.



CHAPTER THREE
METHODOLOGY
3.1 INTRODUCTION 
This chapter on research methodology takes a look at the research background (vision and mission of the bank), research design, population, sampling technique, sampling size, data collection procedure and data analysis.
3.2	RESEARCH DESIGN
The design that was considered for the research was survey is the case study approach that was adopted took place at Kam Wire. The case study method was chosen because; case study is suitable for practical problems. It is often seen as being problem – centered, small scaled and manageable. Again, case study method has the uniqueness ability to use and apply differently a lot of different empirical evidence, Yin, (1994). The aim of this research was to identify the extent to which Kam Wire have been using planned and systematic training and development to motivate and improve the performance of its employees and therefore the choice of case study.
3.3	POPULATION OF THE STUDY
	The case study focused on senior staff of the company. This was based on the assumption that, this group of employees within the administrative set up were the fulcrum around which all administrative activities in the company revolves. They assume the roles of heads of department and supervisors in the absence of substantive heads of departments and supervisors in the administration of the Kam Wire, Ilorin, implementing the policies of management and ensuring that work in the organization progresses smoothly. 
	The total population of the study is 50. This consist of senior staff only



3.4.1    SAMPLE SIZE AND SAMPLING TECHNIQUE
A sample was determined to obtain a broad view on the impact of training and development in an organization from the company under study. Based on this, the whole population of 50 will be used as sample for this study. Using the Taro Yamane‟s formula:[image: ]
n =	N
[image: ]

Where:
n = sample size
N = population size
e = level of significance
1 = constant
3.5	METHOD OF DATA COLLECTION 
With the source of information been the sampled senior staff, the data collection procedure adapted was the self administered questionnaire by the respondents (selected senior staff). The respondents to this questionnaires were free to answer the questions according to their own conscience without been compelled to satisfy the researcher. Information from these questionnaires constituted the primary data for the research. Additionally interviews were conducted with the selected executive members and heads of departments. 
The interviews were conducted because; it is an important source of gathering data for case studies. The kind of interview used was what is called by Merriam (1998), semi-structured interview. Because of the presence of pitfalls in the use of interviews by way of response bias and reflexivity Yin, (1994), though questions are predetermined, the questions for the interview were not asked in any specific order. The interview was designed to allow respondents bring up other issues they felt were of interest to the subject matter. This created the needed friendly and cordial atmosphere which enabled researcher to ask follow-up questions freely.
The questionnaires were pretested on a smaller size of the sampled respondents for the research. This was to ensure that the questionnaires designed solicited the appropriate responses from the respondents to answer the research question for the achievement of research stated objectives. The use of closed end as well as opened ended questions allowed the researcher to make easy categorization and analysis.
3.6	INSTRUMENTS OF DATA COLLECTION
Data for the study were collected from both primary and secondary sources. The primary data were collected through the use two (2) research instruments which were;
(i) Questionnaires administered to public servants, unemployed graduates, self- employed graduates, under graduates within and outside Ilorin.
(ii) Oral interview were used to capture the views of some political office holders. The secondary data consist of information from academic journals, textbooks, newspaper, internet materials, seminar papers and other available library materials.
3.7	METHOD OF DATA ANALYSIS
This study shall employ descriptive method on the first part of data analysis. The descriptive analysis involves the use of frequency tables and percentage in presenting the data collected from the questionnaire administered to the respondent. The second part of the data analysis shall involve the use of correlation and regression analysis using SPSS version 23. The rational for using Regression Analysis was because it is a statistical tool that does not only explore the relationship between two or more variables but also assessing the contribution of individual predictors in a given model.
3.8	HISTORICAL BACKGROUND OF THE CASE STUDY
Kam Wire with its strong business philosophy knows to not merely survive but succeed in a marketplace marked by frenetic change. The Business’s success story has been scripted essentially by its perseverance, a passion for excellence and a firm commitment towards our stakeholders and the community. The growth pattern of the business surprisingly reflects the future corporation, poised to become the most preferred steel manufacturer in the country.
Founded by Alhaji Kamoru Yusuf in 1997 and headquartered in Nigeria, the Kam Wire is a global business conglomerate operating in over 3 countries across 2 continents. From an early foray into steel and allied, to staying abreast of the latest technologies, the Kam Wire today has a strong presence of diverse products across construction industry.
Kam is the only 100% indigenous steel and allied manufacturing company in Nigeria and produces a wide range of Products like Nails, Binding Wire, Wire Mesh, Roofing Sheet, and Stone Coated Roofing Tile. Our Presence is also in some other industry verticals like Mining (granite stone & stone dust), Packaging Products (woven sacks & Cartons) and Haulage Services.
The companies in the business are: KAM Industries Nigeria Limited, KAM Wire & Steel Industry Limited, KAM Steel Integrated Company Limited, Our Presence in other countries also include KAMCOM India Private Limited, Wuxi KAM Import & Export Company Limited, KAM Industry (Wuxi) Company Limited.
An enterprising spirit and the ability to distinguish future trends have been the driving force behind the business's remarkable growth. The organization is wedded to ideals like innovation and technological leadership and is backed by a highly driven and dedicated workforce of over 3000 employees and in multiples of indirect employment opportunity being created for Nigerians and experts.
Strategic Expansion Projects - Construction and Development of 260,000 MTPA Steel Melting Shop and Rolling Mills in Jimba Oja, Ilorin – Kwara State, Nigeria is almost in completion phase. The project is out to manufacture first class high quality Steel Wire Rod in Coils, TMT Bars, Sections - H-Bean, U-Channel.
The business endeavors to strengthen Nigeria's industrial base by aiding infrastructural development, through sustainable development approaches and inclusive growth. It deploys its resources to improve infrastructure, education, health, water, sanitation, environment and so on in the areas it operates in. It has won several awards for its innovative business and social practices.


CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1	DATA PRESENTATION AND ANALYSIS
The researcher used the percentage technique in the analysis of data. In this technique percentage and tables were used. Here, the responses to each question from the total number of questionnaire answered correctly. This will be analyzed below.
	Table 1: Distribution of respondents by Sex

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	25
	50.0
	50.0
	50.0

	
	Female
	25
	50.0
	50.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 1 above shows that 25(50%) of the respondents are male, while 25 (50%) of the respondents are female
	Table 2: Distribution of respondents by Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-30 years
	15
	30.0
	30.0
	30.0

	
	31-40 years
	32
	64.0
	64.0
	94.0

	
	41-50 years
	3
	6.0
	6.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 2 above shows that 15(30%) of the respondents are within the age of 18-30 years, 32(64%) are within the age of 31-40 years, while 3(6%) are 41-50 years

	Table 3: Distribution of respondents by Marital Status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Married
	14
	28.0
	28.0
	28.0

	
	Single
	25
	50.0
	50.0
	78.0

	
	Widow
	9
	18.0
	18.0
	96.0

	
	Divorced
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 3 above shows that 14(28%) of the respondents are married, 25(50%) are single, 9(18%) are widow, while 2(4%) of the respondents are divorced.
	Table 4: Distribution of respondents by Educational Qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	WAEC/GCE
	14
	28.0
	28.0
	28.0

	
	NCE/ND
	23
	46.0
	46.0
	74.0

	
	Bsc
	11
	22.0
	22.0
	96.0

	
	HND
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4 above shows that 14(28%) of the respondents are WAEC/GCE Certificate holders, 2(46%) are NCE/ND Certificate holder, 11(22%) are Bsc holder, while 2(4%) of the respondents are HND certificate holder.



	Table 5: Distribution of respondents by Working Experience

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Below 5 years
	1
	2.0
	2.0
	2.0

	
	6-10 years
	14
	28.0
	28.0
	30.0

	
	11-15 years
	35
	70.0
	70.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 5 above shows that 1(2%) of the respondents  have worked in the company for less than 5 years, 14(28%) have worked from 6-10 years, while 35(70%) of the respondents have worked from 11-15 years.
SECTION B
	Table 1: Positive pricing strategy has effect on market share

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	24.0
	24.0
	24.0

	
	Agree
	22
	44.0
	44.0
	68.0

	
	Strongly Disagree
	14
	28.0
	28.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 1 above shows that 12(24%) of the respondents strongly agreed with the statement, 22(44%) agreed, 14(28%) strongly disagreed, while 2(4%) of the respondents disagreed.

	Table 2: Good pricing strategy improve the level of shares of the organization

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	13
	26.0
	26.0
	26.0

	
	Agree
	22
	44.0
	44.0
	70.0

	
	Strongly Disagree
	14
	28.0
	28.0
	98.0

	
	Disagree
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 2 above shows that 13(26%) of the respondents strongly agreed with the statement, 22(44%) agreed, 14(28%) strongly disagreed, while 1(2%) of the respondents disagreed.
	Table 3: Consumers’ response to organization pricing strategy is positive

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	13
	26.0
	26.0
	26.0

	
	Agree
	23
	46.0
	46.0
	72.0

	
	Strongly Disagree
	12
	24.0
	24.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 3 above shows that 13(26%) of the respondents strongly agreed with the statement, 23(46%) agreed, 12(24%) strongly disagreed, while 2(4%) of the respondents disagreed.


	Table 4: Your organization have pricing policy

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	15
	30.0
	30.0
	30.0

	
	Agree
	20
	40.0
	40.0
	70.0

	
	Strongly Disagree
	14
	28.0
	28.0
	98.0

	
	Disagree
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4 above shows that 15(30%) of the respondents strongly agreed with the statement, 20(40%) agreed, 14(28%) strongly disagreed, while 1(2%) of the respondents disagreed.
	Table 5: There are relationship between pricing strategy and market share

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	7
	14.0
	14.0
	14.0

	
	Agree
	29
	58.0
	58.0
	72.0

	
	Strongly Disagree
	11
	22.0
	22.0
	94.0

	
	Disagree
	2
	4.0
	4.0
	98.0

	
	Undecided
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 5 above shows that 7(14%) of the respondents strongly agreed with the statement, 29(58%) agreed, 11(22%) strongly disagreed, 2(4%) of the respondents disagreed, while 1(2%) of the respondents are undecided.

	Table 6: Pricing strategy has effect on the purchase of consumers goods

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	15
	30.0
	30.0
	30.0

	
	Agree
	21
	42.0
	42.0
	72.0

	
	Strongly Disagree
	12
	24.0
	24.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 6 above shows that 15(30%) of the respondents strongly agreed with the statement, 21(42%) agreed, 12(24%) strongly disagreed, while 2(4%) of the respondents disagreed.
	Table 7: Effective pricing strategy improves organization’s profitability

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	24.0
	24.0
	24.0

	
	Agree
	22
	44.0
	44.0
	68.0

	
	Strongly Disagree
	14
	28.0
	28.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 7 above shows that 12(24%) of the respondents strongly agreed with the statement, 22(44%) agreed, 14(28%) strongly disagreed, while 2(4%) of the respondents disagreed.

	Table 8: There are significant relationship between pricing system and organization’s profitability

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	24.0
	24.0
	24.0

	
	Agree
	23
	46.0
	46.0
	70.0

	
	Strongly Disagree
	13
	26.0
	26.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 8 above shows that 12(24%) of the respondents strongly agreed with the statement, 23(46%) agreed, 13(26%) strongly disagreed, while 2(4%) of the respondents disagreed.
	Table 9: Organization’s profitability is solely depended on effective pricing system

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	13
	26.0
	26.0
	26.0

	
	Agree
	25
	50.0
	50.0
	76.0

	
	Strongly Disagree
	10
	20.0
	20.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 9 above shows that 13(26%) of the respondents strongly agreed with the statement, 25(50%) agreed, 10(20%) strongly disagreed, while 2(4%) of the respondents disagreed.

	Table 10: The higher the price, the lower the organization’s profitability

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	24.0
	24.0
	24.0

	
	Agree
	23
	46.0
	46.0
	70.0

	
	Strongly Disagree
	13
	26.0
	26.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 10 above shows that 12(24%) of the respondents strongly agreed with the statement, 23(46%) agreed, 13(26%) strongly disagreed, while 2(4%) of the respondents disagreed.
	Table 11: Higher price of commodities tends to chase customer away

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	23
	46.0
	46.0
	46.0

	
	Agree
	10
	20.0
	20.0
	66.0

	
	Strongly Disagree
	6
	12.0
	12.0
	78.0

	
	Disagree
	7
	14.0
	14.0
	92.0

	
	undecided
	4
	8.0
	8.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 11 above shows that 23(46%) of the respondents strongly agreed with the statement, 10(20%) agreed, 6(12%) strongly disagreed, 7(14%) of the respondents disagreed, while 4(8%) respondents are undecided.
	Table 12: Effective pricing system encourages customers to buy new products

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	8
	16.0
	16.0
	16.0

	
	Agree
	27
	54.0
	54.0
	70.0

	
	Strongly Disagree
	7
	14.0
	14.0
	84.0

	
	Disagree
	3
	6.0
	6.0
	90.0

	
	undecided
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 12 above shows that 8(16%) of the respondents strongly agreed with the statement, 27(54%) agreed, 7(14%) strongly disagreed, 3(6%) of the respondents disagreed, while 5(10%) respondents are undecided.
	Table 13: Customers buy new products because the price is relatively low

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	18
	36.0
	36.0
	36.0

	
	Agree
	13
	26.0
	26.0
	62.0

	
	Strongly Disagree
	7
	14.0
	14.0
	76.0

	
	Disagree
	6
	12.0
	12.0
	88.0

	
	undecided
	6
	12.0
	12.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025

Table 13 above shows that 18(36%) of the respondents strongly agreed with the statement, 13(26%) agreed, 7(14%) strongly disagreed, 6(12%) of the respondents disagreed, while 6(12%) respondents are undecided.
	Table 14: Heavy patronage of a new product contribute to organization growth and development

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	9
	18.0
	18.0
	18.0

	
	Agree
	23
	46.0
	46.0
	64.0

	
	Strongly Disagree
	7
	14.0
	14.0
	78.0

	
	Disagree
	6
	12.0
	12.0
	90.0

	
	undecided
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 14 above shows that 9(18%) of the respondents strongly agreed with the statement, 23(46%) agreed, 7(14%) strongly disagreed, 6(12%) of the respondents disagreed, while 5(10%) respondents are undecided.
	Table 15: Every organization needs to develop its own configuration of pricing strategy

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	20
	40.0
	40.0
	40.0

	
	Agree
	16
	32.0
	32.0
	72.0

	
	Strongly Disagree
	6
	12.0
	12.0
	84.0

	
	Disagree
	4
	8.0
	8.0
	92.0

	
	undecided
	4
	8.0
	8.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 15 above shows that 20(40%) of the respondents strongly agreed with the statement, 16(32%) agreed, 6(12%) strongly disagreed, 4(8%) of the respondents disagreed, while 4(8%) respondents are undecided.
	Table 16: Low price tag on new product keeps the product on market

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	10
	20.0
	20.0
	20.0

	
	Agree
	22
	44.0
	44.0
	64.0

	
	Strongly Disagree
	10
	20.0
	20.0
	84.0

	
	Disagree
	3
	6.0
	6.0
	90.0

	
	Undecided
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 16 above shows that 10(20%) of the respondents strongly agreed with the statement, 22(44%) agreed, 10(20%) strongly disagreed, 3(6%) of the respondents disagreed, while 5(10%) respondents are undecided.
	Table 17: New product will perform well in the market if the price is relatively low compared to other substitute goods

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	19
	38.0
	38.0
	38.0

	
	Agree
	17
	34.0
	34.0
	72.0

	
	Strongly Disagree
	5
	10.0
	10.0
	82.0

	
	Disagree
	6
	12.0
	12.0
	94.0

	
	Undecided
	3
	6.0
	6.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 17 above shows that 19(38%) of the respondents strongly agreed with the statement, 17(34%) agreed, 5(10%) strongly disagreed, 6(12%) of the respondents disagreed, while 3(6%) respondents are undecided.
	Table 18: Regular advertising of new product put existing and potential customers in the know

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	15
	30.0
	30.0
	30.0

	
	Agree
	20
	40.0
	40.0
	70.0

	
	Strongly Disagree
	9
	18.0
	18.0
	88.0

	
	Disagree
	3
	6.0
	6.0
	94.0

	
	undecided
	3
	6.0
	6.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 18 above shows that 15(30%) of the respondents strongly agreed with the statement, 20(40%) agreed, 9(18%) strongly disagreed, 3(6%) of the respondents disagreed, while 3(6%) respondents are undecided.
	Table 19: Advertising encourages organization to make more sales

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	14
	28.0
	28.0
	28.0

	
	Agree
	21
	42.0
	42.0
	70.0

	
	Strongly Disagree
	6
	12.0
	12.0
	82.0

	
	Disagree
	5
	10.0
	10.0
	92.0

	
	undecided
	4
	8.0
	8.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025

Table 19 above shows that 14(28%) of the respondents strongly agreed with the statement, 21(42%) agreed, 6(12%) strongly disagreed, 5(10%) of the respondents disagreed, while 4(8%) respondents are undecided.
	Table 20: Promotion is the type of strategy that your organization employ towards gaining target shares

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	11
	22.0
	22.0
	22.0

	
	Agree
	24
	48.0
	48.0
	70.0

	
	Strongly Disagree
	7
	14.0
	14.0
	84.0

	
	Disagree
	6
	12.0
	12.0
	96.0

	
	undecided
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 20 above shows that 11(22%) of the respondents strongly agreed with the statement, 24(48%) agreed, 7(14%) strongly disagreed, 6(12%) of the respondents disagreed, while 2(4%) respondents are undecided.
	Table 21: Advertising has significant effect on new product performance

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	16
	32.0
	32.0
	32.0

	
	Agree
	19
	38.0
	38.0
	70.0

	
	Strongly Disagree
	10
	20.0
	20.0
	90.0

	
	Disagree
	3
	6.0
	6.0
	96.0

	
	undecided
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 21 above shows that 16(32%) of the respondents strongly agreed with the statement, 19(38%) agreed, 10(20%) strongly disagreed, 3(6%) of the r2espondents disagreed, while 2(4%) respondents are undecided.
	Table 22: There are significant relationship between pricing strategy and advertisement

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	7
	14.0
	14.0
	14.0

	
	Agree
	23
	46.0
	46.0
	60.0

	
	Strongly Disagree
	11
	22.0
	22.0
	82.0

	
	Disagree
	6
	12.0
	12.0
	94.0

	
	undecided
	3
	6.0
	6.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025
Table 22 above shows that 7(14%) of the respondents strongly agreed with the statement, 23(46%) agreed, 11(22%) strongly disagreed, 6(12%) of the respondents disagreed, while 3(6%) respondents are undecided.
	Table 23: The sole objective of pricing is to set the organization on the right path

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	14
	28.0
	28.0
	28.0

	
	Agree
	11
	22.0
	22.0
	50.0

	
	Strongly Disagree
	14
	28.0
	28.0
	78.0

	
	Disagree
	6
	12.0
	12.0
	90.0

	
	undecided
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	

	         Table 23 above shows that 14(28%) of the respondents strongly agreed with the statement, 11(22%) agreed, 14(28%) strongly disagreed, 6(12%) of the respondents disagreed, while 5(10%) respondents are undecided.
Table 24: To help the organization to determine whether or not the organization make profit, break even or make loss

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	6
	12.0
	12.0
	12.0

	
	Agree
	29
	58.0
	58.0
	70.0

	
	Strongly Disagree
	5
	10.0
	10.0
	80.0

	
	Disagree
	5
	10.0
	10.0
	90.0

	
	undecided
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	

	Source: Field Survey, 2025
            Table 24 above shows that 6(12%) of the respondents strongly agreed with the statement, 29(58%) agreed, 5(10%) strongly disagreed, 5(10%) of the respondents disagreed, while 5(10%) respondents are undecided.
Table 25: To encourage customers to patronize the company

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	10
	20.0
	20.0
	20.0

	
	Agree
	20
	40.0
	40.0
	60.0

	
	Strongly Disagree
	12
	24.0
	24.0
	84.0

	
	Disagree
	2
	4.0
	4.0
	88.0

	
	undecided
	6
	12.0
	12.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2025

Table 25 above shows that 10(20%) of the respondents strongly agreed with the statement, 20(40%) agreed, 12(24%) strongly disagreed, 2(4%) of the respondents disagreed, while 6(12%) respondents are undecided.
4.2	TESTING OF HYPOTHESES
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.040a
	.002
	-.019
	.83200

	a. Predictors: (Constant), Advertising has significant effect on new product performance

	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	.054
	1
	.054
	.077
	.782b

	
	Residual
	33.226
	48
	.692
	
	

	
	Total
	33.280
	49
	
	
	



	a. Dependent Variable: Effective pricing strategy improves organization’s profitability

	b. Predictors: (Constant), Advertising has significant effect on new product performance

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.186
	.265
	
	8.255
	.000

	
	Advertising has significant effect on new product performance
	-.031
	.112
	-.040
	-.278
	.782



	a. Dependent Variable: Effective pricing strategy improves organization’s profitability



	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.183a
	.034
	.013
	.81857



	a. Predictors: (Constant), Heavy patronage of a new product contribute to organization growth and development

	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	1.117
	1
	1.117
	1.667
	.203b

	
	Residual
	32.163
	48
	.670
	
	

	
	Total
	33.280
	49
	
	
	



	a. Dependent Variable: Effective pricing strategy improves organization’s profitability

	b. Predictors: (Constant), Heavy patronage of a new product contribute to organization growth and development


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.810
	.267
	
	6.784
	.000

	
	Heavy patronage of a new product contribute to organization growth and development
	.124
	.096
	.183
	1.291
	.203



	a. Dependent Variable: Effective pricing strategy improves organization’s profitability

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.636a
	.405
	.392
	1.06447

	a. Predictors: (Constant), Low price tag on new product keeps the product on market

	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	36.991
	1
	36.991
	32.646
	.000b

	
	Residual
	54.389
	48
	1.133
	
	

	
	Total
	91.380
	49
	
	
	



	a. Dependent Variable: Higher price of commodities tends to chase customer away

	b. Predictors: (Constant), Low price tag on new product keeps the product on market

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.397
	.346
	
	1.147
	.257

	
	Low price tag on new product keeps the product on market
	.737
	.129
	.636
	5.714
	.000



	a. Dependent Variable: Higher price of commodities tends to chase customer away





CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY OF FINDINGS
From the analysis made in the previous chapter the following findings were made Effective pricing policy has a major influence on the degree which a firm can achieve optimum profitability. We observed that for a pricing policy to be effective, it must incorporate relevant aspects of pricing decision which are cost data, estimated demand, consumers’ behavior and competitors activities.
[bookmark: page90]The test of the second hypothesis proves that effective profit planning has a major effect on the profit performance of a firm. It was discovered that the knowledge of cost information is not the only key factor if a firm is to price effectively. More relevant to pricing decisions are the estimate of future demand and competitor’s activities. The researcher also discovered that though firms agree to the importance of demand estimation in price determination, yet it has not become a regular practice in some firms.
We found out that many firms are not in the habit of reviewing their prices in the light of changing circumstance such as inflation, changes in the cost of production, changes in consumers references, e.t.c
Analysis of data showed that competitors especially the big producers in the industry do not worry or react over price change (especially price slash) by small manufacturers. To them, they seem to be too insignificant in the market to cause a price war.
It was also discovered that many firms do not take corrective actions when there is a deviation from their profit plans.



5.2 CONCLUSION
[bookmark: page91]The issue of planning policy and profit planning is a critical phenomenon in every profit making organization, since this will enhance the existence, survival, profit maximization and growth of the firm, mainly in the long run. This work can conveniently be concluded by saying that effectiveness of pricing policy and profit planning has a major influence in Nigerian Organizations, owing to the fact that any profit making manufacturing organization that wants to remain in the market, survive make profit and grow should give this issue attention through the use of qualified and competent personnel, adequate and effective information and planning, adequate and effective information and planning, regular cost audit and other tools, since it is the primary determinants of revenue generation (pricing), and cost control (profit planning), administrative efficiency and the overall profitability and growth of any business. This is very important because the market situation and economic environment is very turbulent and changes as the clock ticks.
5.3 RECOMMENDATIONS
The following are the recommendation which will help to improve pricing and profit planning in firms.
1. Pricing should be carried out by a joint effort between the top management and the sales personnel. These function should not be left alone to the top management because though they may be able to quote prices profitable to the firms, they will be unable to the quote prices that will be reasonable to the customers they the sales staff will be in a better position to do this.
3. [bookmark: page92]Firms must state explicitly their pricing objective and every pricing policy adopted must be geared towards achieving those stated objectives also, the firm’s pricing objective must be in line with the firm’s overall objectives and not conflict each other. There must be a unity of purpose.
4. Firms should establish an information and survey department in order to obtain such information as will be necessary in order to gain control over changing pricing situation, since the price setting environment is very dynamic. Such information as relating to changing situation as cost, consumers testes and preferences, competitors activates. Other information relates with products ceiling price, price elasticity and other relevant information that will enable the firm to make effective pricing decision.\
5. Manufacturer should consistently deliver more value at moderate price because the price a consumer is willing to pay for a product is that value he/she places on the product. Therefore, firms must improve value in the creation (product development), communication (selling) and delivery execution after sales service) stage of the product life. When a customer is satisfied he may be willing to accept reasonable increase in prices for greater satisfaction.
6. [bookmark: page93]Periodic audit should be conducted on cost structure of all the firms’ product both major and minor. Firms should look for cost saving opportunities and to reap economics through joint operating cost. Clear cut methods of cost accumulation should be established and all cost should be covered hidden cost should be sought out. Firms must try to anticipate which cost may be raised more rapidly in the near future and must be alert to ways of cost reduction through substitution and elimination.
7. Firms should exploit product life cycle. They should use or employ different pricing strategies at different periods of the product life cycle. Depending on the nature of the product and the market response, new product many command special higher prices, older ones that have reached maturity and saturation stages of the (especially price slash) by small manufacturers. To them, they seem to be too insignificant in the market to cause a price war.
5.4	LIMITATIONS OF THE STUDY
Some of the limitations encountered during course of this project works:
1. Time Constraint: A lot of sacrifice has to be made so that the researchers could have enough time for this study. The time lag is a serious problem faced by the researcher that is the time space between the periods it was submitted which was not sufficient enough as the researcher has to combine academic activities with the research work which was not all that easy. Additionally, the time constraints made quiet challenging following up on respondents to collect questionnaire feedback for the necessary required data for analysis as well as meeting with supervisor for consultations.
1. Financial constraint: The research encountered some financial difficulties as we could not get enough adequate funds for some activities which have great impact on the success of the researcher as well. 
1. Data problem: The statistical data to be collected were scarcely recorded in almost all departments in the organization and were not properly kept, not updated and this made it difficult for the researcher to get sufficient and adequate information needed.
1. Busy Schedule: Busy schedules of respondents at work coupled with their individual social responsibilities made it very challenging for them to respond to the questionnaires in time and to return them for the researcher to continue with data analysis. This further reduced the return rate of questionnaire.
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