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CHAPTER ONE
Introduction
1.1 Background to the Study 	
Pricing is a highly complex decision within in a product launch strategy (calantone and Di Benedetto,2007). Decisions makers should consider that if the price is set too high, potential Customers might not accept the product. As a Consequence, managers nay set prices too low (urbany 2001). According to Consultants, 80-90% of new Product's Immediate profit Potential rotential, but also he negatively affects it's long term potential as Customer develop Perception based on the products Initial (low).Price (Louve and Alpert, 2010)Over simplification of the pricing a 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 e.g (Bernstein and Macias, 2002).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 lower reference Prices (eg Hultink, Griffin, Hart, and Robben 1997; langerak, Hultink, and Robben, 2004). The skimming the skimming Versus Penetration Choice (or high-low)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 Benedotto, 2007 P. 4). Consistent with this View Hattink et al. (1997) find no conclusive effect of such price decisions on new Product performance.
Despite the fact the best practices have been the Subject of numerous studies on new Product development and launch (e.g Henardand Szymanki,2001), less research has focused on best practices that Underlie the Price decision. An exception is the study by Ingenbleek, Debruyne, frame bach,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 finding suggest that the effectiveness of pricing practices depends on Product and market Conditions and Inappropriate practices may destroy the positive effect of Product advantages. 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 In sight that Inappropriate pricing practices reduce the positive effect of product advantage is generalizable to a broader range, if (business and consumer) market 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 products 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 electronics manufacturing) use pricing is a critical component for any business. 
1.3 Research Questions
i. what is the impact of pricing policy on organizational profitability index?
ii. Does pricing policy enhance Customers Patronage?
iii. what is the relationship between pricing policy and Sales turnover ?
1.4 Research Objectives
   i.     To evaluate the impact of pricing policy on the,
         profitability index of an organization 
ii. To assess whether pricing enhance customer patronage 
iii. To examine the relationship between pricing policy and sale turnover in an organization 
1.5. Research Hypotheses 
i. Hypothesis Ho1 pricing policy has no significant impact on the profitability index 
ii. Hypothesis Ho2 pricing policy does no enhance customer patronage 
iii. Hypothesis Ho3 There is no significant relationship between pricing policy and sale turnover.
1.6. Significance of the Study
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 score recovered 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 Set guidelines for achieving Objectives.
Cost expenses Incurred to procure something which may be Labour, materials 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 benefit of having or using a Product or Service.
Variable. Cost They are Cast that Varies with level of Production -They are Constant per Unit but Vary with total production.
       
                












CHAPTER TWO
Literature Review
2.0 Introduction 

     This chapter provides a Comprehensive review of existing literature relevant to the Impact of pricing policies on the profitability, Index in the manufacturing Industry, with a focus on kam wire in ilorin. Pricing is a Critical aspect of business strategy, Influencing, a Company revenue, market Position, and profitability.
For manufacturing firms where Production Costs and market Competition are significant factors developing effective pricing policies is vital for maintaining financial Sustainability and Competitive advantage.
The chapter is structured to explore theoretical framework empirical Studies, and Conceptual discussions on pricing strategies and profitability. It begins with an overview of pricing policy concepts and theories followed by an examination of the profitability index as a performance measure. The review also addresses the relationship between pricing policies and profitability, the Influence of Internal and external factors on pricing decisions, and challenges specific to the manufacturing Industry.
      Also it Highlights gaps in the existing literature and Sets, the foundation for the study focus o Kam Wire. The success of any manufacturing business is heavily influenced by tis ability to Implement effective pricing policies that maximize profitability while meeting Customer expectations. Pricing Policies play a critical role in determining  revenue, Sale turnover and market Competitiveness, which Collectively Contribute to an organizations Profitability Index .This Chapter explores the theoretical and empirical literature related to Pricing Policies and their Impact on organizational Profitability with a specific focus on the manufacturing industry 
2.1.2.     Conceptual Framework 
  Concept of pricing policy 
    According to Agwu and carter (2002), among the four Ps, Price is the only Income generator and if's the Value attached to a Product. further more, pricers 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 Ckotler 2010). Baker (1996) noted that price is the methanism which ensure 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 (Agbonifo,Amos, James, Mount and Keve, (1998). Ezeudu (2004) argues that Prices is the exchange value Of goods and services schewe (1987) defines price as what one gives up in exchange for a Product on 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 Other that Consume funds (Agwu and Carter 2014) Lovelock (1996) Suggested that pricing is the only element of marketing mix that Produces revenues for the firm, while all the other are related to expenses. Diamantopaulos (199l) also argued that, Price is the most flexible element of marketing a strategy in that pricing decisions can be Implemented relatively quickly in Comparison with the other element of marketing strategy. It is Capable of determining a Firm's market Share and profitability. Kelloggs, Mikel, fringth, Powel and Troo, (1997P.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, in effective pricing can surely prevent those efforts from resulting in financial success. Typically, Pricing strategies that are Investigates
in the marketing literature Consist of analyzing aggregated Unlike the several dupes of. disaggregate pricing Strategies that are Utilized to promote products as favorably as possible (Eliashberg, Xion, wengimoses 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 expensed and therefore, eases the decision Process for the consumer. This however does not apply at all to Consumer goods therefore appropriate ate 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 on longer sufficient and recognize that harmonization way they generate revenue can open up opportunities to create additional value . То study therefore has dual purpose which  are to assess the effects of pricing strategies on the purchase of Consumer goods and how the advent of online pricing interferes in the above .
2. 1.2. Pricing Objectives 
    Xenfeldt (1983) cited in Avlonitis and indium as (2005) stated that pricing Objectives Provide direction 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 objective of pricing before determining the price itself and Some of the main objective are as follows:
1. Achieve target return an Investment Or On net Sale. 
  Katter and Armstrong (2008)described this as building a Price structure designed to provide enough return on capital used for specific products so that the Sale revenue Will yield a predetermined average return for the entire firm. This objective is Usually Used log most firms for Short run periods (Ezeudu,2005) Whereby a Percentage markup on sides is set. This set Percentage covers anticipated operations cost plus desired profit for the year
 
2. Stabilizer Price. 
   Another pricing objective Could be to Stabilize prices. This is mostly in Industries where there is a market Leader and price fluctuate frequently. "Price leadership does not necessarily imply that the objective of stability is reached boy having all forms in industry Charge the Same Price as that set by the leader(Stanton,1981).
3. Maintains or Improves Target Share of the Market 
   Most companies have their Pricing Objectives, 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 Pricing Strategy must be ready to operate and plan on the long run.
 4. Meet or Prevent Competition 
  Lancaster, Harmstrong, Harvey, Smith and Friend,(2002) stated that organization may try to meet up with competition by reducing prices or even prevent it by adopting what is called Follow the leader policy where by companies price products based on competitors price 
5. Maximize Profits 
  This pricing Objective, is used by countless firm The problem with the goal is that it is often Connected in the public  mind with profiteering ,high Price and monopoly although there is noting 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.
2.1.4 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).
1. Industry strategy 
2. Products/Market strategy 
3. Transactional strategy 
Source:Walter et al (2008)
1. Industry supply and demand 
    Ethel,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, closing new competitors) demand (demographic shifts emerging substitutes products).and cost (new technologies) have very real effect on industry prices levels.it is the broadest and most general level of price management. Manager who examine prices in this context must understand the pricing tone of the market (Michael and Robert,1992).
2. Product / market Strategy
This is  Concerned with how Customers perceive the benefit a product offers and related services across available Suppliers. i is focused on getting the right Position for Price in relations to Competitor’s Price at the product, market and Segment. If a Product delivers more benefits to Customers then the Company Can change a higher Price versus its Competition (Micheal and Robert, 1992).
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;,Mschael; and Craige 2018) The transaction price issues reflect the sales representatives concerns for Coming up with the right Prize for each sale (Roegner, Ramsey Julius, Bebbe and Drain, 2005) what base price to use, and what terms discounts ,allowances, re bates, Incentives and bonuses to apply Michael and Robert, (1992).
2.1.4 Pacing Strategies for New Products
a. Price Skimming 
    It is a Pricing Policy where by a firm changes a high Introductory price, often coupled with high promotions (Lambet, 2004). it refers to setting the highest initial. Price that Customers real desiring the Product are willing to pay (Karin,Hartley,Rudelius,2004).customers involved here are not price sensitive instead the quality and ability of the product to satisfy their needs appeal to them.
    The heavy promotion is to develop product acceptance even at a high Cast.
This Strategy is re Commended when Potential buyers are Size able enough to justify the effort. The firm could also adopt the high price and Low promotion strategy this can be used when the market is Small 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 (Kevin Harly and Rudelives 2004; Lamb Hair and Mc Daniel 2004) it is referred to as setting a lows initial price On a new product to appeal immediately to the market: it is the opposite of skimming. The Company could penetrate the market with low price and high promotion. The firm Can also Penetrate the market with low price combined with low Promotion (Lambet,2004). It works better in high price elastic market. When the aim of the Company for is 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 (Koker Amstong Saunder and Wong 2001) Here the firm also has two alternative as discussed above.
Promotion
              High                                  Low                                                   
	Rapid skimming
	Slow skimming

	Rapid penetration
	Slow penetration


Source’ Jobber (2003)

c. Online Pricing 
   Currently pricing has developed in Small steps toward a more. Online driven business (Meckes 2007). with the growth of the online market Place, pricing has new interest among practitioners and academics and Online business models and digitally consumed goods allow for he Creation, of new pricing mechanisms (Dolan and Moon 2000;Do doctors 20l0). Chandraand 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 market place differ from physical markets in a number of significant respects. According to Agwu and Carter (2014), the explosive growth of the Internet promises a now age of Perfectly Competitive markets, with perfect Information about Prices and product at their fingertips Consumers can quickly and easily find the best deals. In this news world , retailers profit margins will be Compered away, as they are all forced to Price at Cost (The Economists (1999).
  Agwu and carter 2014) further States that Online market are considerably more fluid then their offline Counterparts because consumers are increasingly searching for specific models of Products, and the number of rivals setting a particular products and their prices Charge almost daily. Adding to the dynamics ,for many products sold Online the pace of technological change translates into dramatically Shortened product life cycle (Bays, |Kenza, Buyus, and Jukus. 2007).
d. Customer Perceived Value
  Perceived value has his roots in equity theory which considers the ratio of the consumer outcome input to that of the service provider 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 (boltond Lemon, 1999).Customer -perceived Value Comes from an evaluating the relative rewards and sacrifices associated with the offering Companies are able to measure a Company ratio of outcome to input 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 conte high price.
  The first study is focused on the category and analysis of the quality price relationship. This led to the t Initial Conceptualization of value as the psychological tradeoff. between perception of Quality and Sacrifice (munroe, George, Janus and Maya, (1985):
According to this perspective although value is formally define in term Of the quality Price relationship these elements are treated as antecedents rather then 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 (Ulagai herry, Mount Mason and Kevin 2001)  

2.1.5 Profitability Index as a Dependent Variable 
Profitability Index as a Dependent Variable
The profitability index (p1), also referred to as the pope Investment ratio(PIR) or value Investment ratio (UIR), is a financial metric used to evaluate the relationship between the benefits and Costs of an Investment or business operation. A Pi greater then I indicates a profitable investment while a Pl Less than I signifies a loss. As a dependent variable the profitability Index is Influenced by Several factors, Including Pricing policies, operational efficiency ,market Conditions, and Cast management. Pricing policies in Particular are Critical as they directly affect revere generation, cost recovery and overall financial performance:
Key Concepts of Profitability Index .
1. Calculation of Profitability Index
Profitability Index (pi) = Present Value of future Cash
                       Initial investment.
The Index provides a clear measure of the return an Investment for every Unit of Currency spent.
2. Importance of profitability index 
 Decision-making Tools: Pi helps organizations Prioritize Projects or products by Indicating which investments yield the highest returns
 Measure of financial Health: It serves as a snapshot of an organizations efficiency in Utilizing resources to generate profits:
This study positions the profitability index as a key indicated to measure the success of pricing Strategies and their broader Impact on the financial performance of kam Wire in ilorin.
2.2 Theoretical Framework 
2.2.1 Native 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 Price is today’s Price. Native price if you do not understand what determines them (Friedman 1990) the use of this theory is least plausible because prices change. One must understand the causal relation 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 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 Outcome of a group of Interacting agents Where an action of a Single agent directly affects the payoff of Other Participants agents. it is the study multi-person decision Problem ribbons 1992).
According to diamantopoulos (1991), game Theory studies Interactive decision-making. There are too they assumptions Underlying this theory'.
1. Each player in the market acts on self interest. They Pursue. Well -defined exogenous Objective; e g they are rational They Understand and seek to maximize their Own payoff functions:
2. In choosing a plan of action (strategy), a player Consider the Potential responses reactions of other player. She takes into account Her knowledge or expectations of true decision makers behavior the reason strategically
2.2.3 Arbitrage Price Theory:
   Contemporary, there are two theories of port folio choice with reference to which risk diversification is more dominant eg 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 macro economic variables which Point out. 
JUSTIFICATION FOR THE ADOPTED THEORY
NATIVE PRICING THEORY
Native pricing Theory provides a practical culturally relevant and market, sensitive approach to pricing, Particularly for business operating in localized or Community-Centered market. This are The key Justifications For it adoption.
ALIGNMENT WITH LOCAL ECONOMICS CONDITIONS.
   Native pricing Theory ensure that priding Strategies reflect the financial realities and Purchasing Power of the Local community for a manufacturing Company like Kam wire in ilorin .
· Justification: Setting Prices that align with the Community’s economic Capacity Increases product afford ability And accessibility, there by boosting Customer patronage and Sale turnover
 CULTURAL RELEVANCE AND CUSTOMER BY LOYALTY 
   This approach In corporate Cultural values, traditions and Societal norms into pricing decisions. Customers often value businesses that respect local Customs and Practices.
· Justification: By adopting pricing policies rooted in local traditions, Kam wire Can enhance Customer bust and loyalty, fostering long -term relationship with Is market base.
 COMPETITIVENESS IN LOCAL MARKETS.
Native pricing enables firms to stay Competitive by addressing the unique demands and expectations of the local market 
· justification: for kam wire, using native pricing can help the Company differentiate itself from Competitors who may use rigid, globalized Pricing Strategies that are less responsive to local needs the factor risk take more significance in assets pricing (Holbrook 1994).
 APT model assumes that the stock prices were Influenced partially and Uncorrelated with most of the macro. economic variables and these Variables are not multi-Collinear with each Other. APT defines that expected return on stock Prizes is composed on the Capital gain plus the realization of risk Premium (macro economics 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 (Martian 2011). The Consumer theory arises because the Consumer's Choice sets are assumed to be defined by certain price and the Consumers Income or wealth. The assumption of perfect Information is built deeply into the formulation of this choice problem, just as 1795 5n then Under lying choice theory (Blythe 2085) Some. alternative models treat the Consumer as rational bit uncertainty about the products for examples how a particular food will taste or how well a cleaning Product wit perform. That situation would need a different formulation Similarly it the agent think 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
  Dudes and Ague (044) Studies the effects of Pricing Strategies on the Purchase of Consumer Goads. The research Intended to answer questions on the extent to which Competitors price affects purchase of Products, how Customers perceive the value based pricing concept of firms and the extents to which online pricing inform customers purchase decisions. finding from the data obtained indicate that Consumers have a perception of value reflected in prices of firms 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 relation Slip 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. 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 setting of developing Countries as well as Contribution to the theoretical development of Pricing strategies.
 Perminds, Ikenga, Buyus and julius (2017) Conducted a research on analysis of the effect of pricing Strategies on Profitability Of Insurance firms in Kenya. The Objective of the Study were to establish the effect of economy, skimming, penetration and premium pricing Strategies on the profitability of insurance firms in Kenya. Data was drawn from a Period of five ( years that's 2008-2012. The Sample of this study was 10% of the sales workforce which Comprised of  900 employees from 45 insurance Companies. Regression and Correlation results Indicted that there was a Statistically Significant and positive relationship between economy Pricing, skimming pricing, penetration pricing, Premium Pricing Price optimization strategies, strategies and profitability. The con related between profitability and Penetration, Premium and price optimization strategy and skimming pricing were satisfactory explaining profitability. The study recommended 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.
  Ali& Umar (2020)examined the effect of Cost-plus pricing Strategies on the profitability of manufacturing STEs in Nigeria. the study found that Cost-plus pricing ensured Cost recovery but often  limited Competitiveness in dynamic markets .Regression analysis using Survey data from 50 SMES firms with flexible pricing Policies showed higher Profitability Index The primary aim of Ali & umars study was to examine the relationship between Cost-Plus pricing Strategies and Profitability in manufacturing Small and medium sized enterprises (SME) in Nigeria The study Sought to determine whether adopting Cost-plus pricing ensured financial sustainability or limited growth in a Competitive market.
 OkeKe &Adewale (2019)investigated the role of value based pricing in enhancing the profitability of large scale manufacturers. The study Concluded that Customer Perceived value directly Influenced pricing and boosted revenue. Mixed methods, Including interviews and-financial data analysis.
 A 15% Increase in profitability was linked to valve- based pricing. The study aimed to evaluate the effectiveness of value - based pricing increasing Profitability for large -Scale manufacturers In Nigeria Specifically it explored how aligning prices with customer perceptions Of value Impacted revenue market, Share and Overall profitability financial performance metric, Such as grass profit Margin, return On Investment. (ROI) and net profit were assessed pre and post-adoption of value based pricing.
Optimization strategy and skimming pricing were satisfaction explaining profitability. The study recommend that insurance companies put in place measure assess the most effective pricing strategy to reduce profit cost and thus increase profitability whenever such a strategy is used.
 2.4.  Gap In Literature 
    Pricing Strategies and Consumer Purchase decision are multi-fact Phenomenon, there is no Standard way of Conceptualizing and measuring them across all Industries. Therefore every Organization needs to develop is own Configuration of pricing Strategies that are rooted in the realities of it Competitive market, Past- Commitments and anticipated requirement.
 Previous Studies have used Various methodologies to examine the relationship between pricing strategies and Consumer purchase decision. A number or Studies in the area have been carried out in the western Part of the world (fllickson, &Misra 2008;Goldrick, 2000).
Very few Studies on this area have been done in the Africa Context. The few studies done in the African Content have Focused On the service Industry (kane 2007) leaving a research gap in the goods 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
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 data analysis and historical back ground.
3.2 Research Design
The design that was considered for the research was Survey research design the Case Study approach that was adopted took place at Kam Wire.
3.3 Population of the Study
population of the study focus on firms Customers it was Sourced from Customers Sales Invoice and records. The Customers Population refers to all Individuals and businesses that Purchase products from Kam Wire. This Population is crucial for understanding how pricing policies affect Customer Patronage and Sale turnover which in turn Influence profitability. The total number of the Customer the Customer I.e 650. And also we have the retailer customer and the wholesaler Customer the retailer Customer are the people that buy or purchase Products directly from kam Wire for their own use or for Small scale resale while the wholesalers customers are distributions and Larger businesses that buy Products in bulk for redistribution to other retailers or end users

3.4 Sample Size and Sampling Techniques.
The sample size technique was used to obtained sample size is representative the sample size needs to be determined carefully.
Taro yamane’s sample size formulas (1976) and it was 248
         n=N|1+N(e)2
Where n=sample size
N- Population Size (in this case 650 customers)
e= Margin of error Commonly 0-05 for a 95% Confidence level).
using N=650 and e =0.05
n=650/1+650(0.5)2=650/650(0.0025)=650/2.625=248
Thus the Sample size is 248 respondents
  SAMPLING TECHNIQUES 
Stratified Random Sampling: Given the diverse nature of Kam Wire’s customers (retail and wholesale ) This technique divides the population into distinct subgroups 
stratum1: Retail Customers (70%)
  248 X 0.70 = 174 retail Customers
Stratum2: wholesale Customer (30%)
  248X0.30 = 74wholesale Customers
    JUSTIFICATION FOR THE SAMPLING TECHNIQUES:
 Stratified Random Sampling ensure that both retail wholesale customers are adequately represented in the Sample, reflecting their unique perspective on pricing policies and their impact.
3.5. Instruments of Data Collection 
   A Combination of data Collection Instruments will be used to gather both quantitative and qualitative data. These instruments Include structured questionnaires interviews and secondary data reviews.
Structured questionnaires: 
The questionnaire is the primary Instrument for collecting data from employees, customers and stakeholders.it is designed to capture both quantitative and qualitative data on pricing policies, Customer patronage Sales turnover, and profitability.
Structure of the Questionnaire:
SECTION A:DEMOGRAPHIC INFORMATION.
 Collects date on respondents age, gender, occupation, and role(for employees).
SECTION B: PRICING POLICIES.
· Questions on the pricing strategies employed by kam Wire, their effectiveness and their alignment with market Conditions:
SECTION C: PROFITABILITY INDEX 
· Questions related to revenue cost management and sales performance.
SECTION D :CUSTOMER PATRONAGE AND SALES TURNOVER 
· Questions on the relationship between pricing policies, Customer Satisfaction, and sales turnover 
Advantages of questionnaire: 
· Easy to administer to a large group 
· Cost effective and time efficient
· Provide structured data for statistical analysis.
3.6   Methods of Data Collection 
With the source of Information being the sampled senior staff the data Collection procedure adapted was the self administered questionnaire by the respondents (selected Senior Staff). The respondents to this questionnaire Were free to answer the question according to their own Conscience without been compelled to satisfy the researcher. Information from this questionnaires Constituted the primary data for the research. Additionally Interviews were Conducted with the selected executive members and herds of departments.
The Interviews were Conducted because; it is an important Source of gathering dater 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 Interview 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 enable researcher to ask follow -up questions freely.
The questionnaire were pretested on a small size of the 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 objective. 
3.7 Methods of Data Analysis 
These methods will helps to Interpret, Organize, and draw meaningful Conclusions from the data Collected through questionnaires Interviews and secondary Sources:
1. Quantitative Data Analysis:
Quantitative data from the Structured questionnaires will be analyzed using Statistical techniques These methods help to identify patterns, relationships and trends in the data.
Steps for Quantitative Data Analysis.
· Data Coding and Entry
Responses from questionnaire will be coded and entered into statistical software like SPss (statistical package for the social Sciences )or Excel for analysis.
· Descriptive Statistics
Frequency Distribution. To Summarize data and Understand respondent demographics and their general Views 
• Percentages and Means :To measure Central tendencies and proportions of key variables, such as customer Patronage or sales turnover.
· Inferential Statistics 
 Regression Analysis:to determine the extent to which Pricing policies Impact the profitability Index of Kan wire.
Correlation Analysis: To analyze the relationship between pricing policies, Customer Patronage and Sale trover.
2. Qualitative Data Analysis
Qualitative data collected from Interviews will be analyzed using thematic analysis This method involves Identifying analyzing, and interpreting Patterns or themes within the data.
Steps for Quantitative Data Analysis
· Data transcription: Interview recording will be transcribed into written text.
· coding: Relevant Sections of the text will be highlighted and categorized into them such as Pricing Strategies Customer behavior, or profitability.
· Theme Identification: The identified themes will be interpreted in relation to the research Objectives to Understand how pricing Policies influence Profitability customer patronage, and Sales turnover.
3. Analysis of secondary Data
secondary Data from Kam Wires financial report and sales records will be analyzed to provide historical insight into the company’s profitability trends and the impact of pricing policies over times.
       Method of Analysis  
· Trend Analysis: To examine patterns in Sales turnover, revenue and profitability Over time.
· Comparative Analysis: To Compare pricing Policies and performance metrics with Industry benchmarks.
     Integration of Results 
 The results from the quantitative and qualitative analysis will be integrated to provide a Comprehensive Understanding of the research problem. This approach ensure that the findings are robust and address all aspects of the research objectives.
     Tools and Software  
· SPss Excel: for statistical analysis of quantitative data
· Nvivo: for organizing and analyzing qualitative data (if available) 
· Manual Analysis: for basic thematic analysis of interview transcripts.
3.8  Historical Background Of The Case Study 
  Kam wire Industries Limited is a prominent manufacturing Company based in Ilorin Kwara state, Nigeria. The company has established itself as a key Player in the production of high quality wire products and Serves both local and International market. 
 Kam wire Industries was founded in the early 20005 as part of efforts to address the  Increasing demand for durable and affordable wire Products in Nigeria. The Company was established by forward -thinking entrepreneurs who recognized the potential for growth in the construction electrical and industrial sectors.
  Starting as a small operation, kam wire has grown into a large -Scale manufacturer with advanced machinery and facilities, enabling to produce a wide range of wire Products that meet International standards. 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 Service.
The Companies in the business are :KAM Industries Nigeria limited , kam wire & steel Industry limited, KAM steel integrated Company limited, our present in other countries also include KAM COM India private Limited, WUXI KAM import and export company Limited, KAM Industry (Wuxi)company limited.
  strategic Expansion Projects Construction and development of260,000MTPA steel melting shop and Rolling Mills in Jim a 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, TM T Bars, section H-Bean,u-channel. 
Questionnaire on the impact of pricing policies on profitability index in the manufacturing industry.  A case study of Kam wire industries Ilorin 
INTRODUCTION
Dear Respondents, 
This questionnaire is designed to  gather information for a research study on the Impact of pricing policies on the profitability index in the manufacturing industry, using Kam Wire Industries, Ilorin as a Case study. The response will Contribute to Understanding how pricing Strategies Influence profitability, customer Patronage and sales turnover.
        



Questionnaire Table 
	section 
	Questions 
	option 

	Section A:Demographic information 
	
	

	
	
	

	Gender
	what is your gender 
	{}make  {}female 

	Age Group 
	what is your age group 
	{}below 20{}21-30{}31-40{}41-50{}above 50

	Occupation
	what is your occupation 
	{}Business owners {}Retailers {}Distributors {}other 

	customer Tenure
	How long have you been a customer of Kam wire industries 
	{}less then1year{}1-3years{}4-6years{}more than 6years

	
	
	

	section B
	
	

	competitiveness 
	How would you rate the competitiveness of kam wire industries pricing compared to other manufacturers 
	{}very competitive {}competitive {}Neutral {}less competitive {}Not competitive 

	pricing frequency 
	How frequency does Kam wire adjust it’s pricing 
	{}monthly {}Quarterly {}Annually {}Rarely 

	value for money 
	Do you think that Kam wire’s pricing policies meets your expectations in terms of value of money 
	{}strongly Agree {}Agree {}Neutral {}Disagree {}strongly Disagree 

	Section C profitability index 
	
	

	profitability impact 
	In your opinion, how does Kam wires pricing policies affect its profitability?
	{}significantly increases {}Moderately increases {} Neutral {{moderately decreases {}significantly 

	profitability improvement 
	Have you noticed any improvement in kam wire profitability due to change in pricing policies 
	{}Yes{}No{}Not sure 

	section D:customer patronage 
	
	

	purchase influence 
	How does Kam wire pricing influence your decision to purchase from them?
	{}very positively{}positively {}Neutral {}Negatively {}very Negatively 

	purchase increases 
	Have you increased your purchase from kam wire due to favorable pricing?
	{}yes{}No

	loyalty Relationship 
	How does you describe the relationship between Kam wire pricing policies and your loyalty as a customer 
	{}moderate positive relationship {}Neutral {}Moderate Negative relationship {}strong Negative relationship 

	section E:Sales turnover 
	
	

	sales turnover impact 
	Do you think Kam wire pricing policies has a direct impact on its sales turnover 
	{}strongly Agree {}Agree {}Neutral {}Disagree {}Strongly Disagree 

	sale volume increase 
	Has Kam wire pricing policy led to an increase in sales volume overtime 
	{}Yes{}No {}Not sure

	
	
	

	
	
	




CHAPTER FOUR
4.0 Data Presentation and Analysis Interpretation 
4.1 Introduction 
This Chapter Presents the analysis and Interpretation of data collected from respondents regarding the Impact of pricing policies on the profitability Index in the manufacturing Industry, using kan Wire industries Ilorin as a Case study.
This Chapter Follows a structured approach being with a Summary of the respondent rate demographic characteristics of respondents and an In-depth analysis of research question and hypothesis  This Statistical tools used Include. frequency distribution, percentages, mean analysis and hypothesis testing using Chi-Square and Regression Analysis.
4.2 Responses Rate of the Questionnaire 
This table below Shows the distribution and retrieval rate of the administered questionnaire 
	Questionnaire
	Number distributed 
	Number Returned 
	valid Response 
	Response Rate 

	Total Distributed 
	248
	230
	222
	88.8%


Source jobber(2003)
Interpretation: The response rate of 88.8%is considered high ensuring the reliability and validity of the research findings. The high response rate indicates that the results accurately reflect the views of kam wire customers.
4.3 Demographic characteristics of Respondents 
This section provides an overview of respondents demographics profiles including gender, age, occupation and year of patronage with Kam wire industries 
4.3.1 Gender Distribution 
	Gender 
	Quantity Demand 
	Quality Returns 
	Percentage 

	Male 
	166
	160
	72.7%

	Female 
	82
	62
	27.92%

	Total 
	248
	222
	100%

	
	
	
	


source jobber (2003)
Interpretation: The majority of respondents (72.7%)are male which suggests that most of kam wire industries customers particularly wholesale and retail are men engaged in manufacturing and trading business.


4.3.2 Age Distribution 
	Age group 
	frequency 
	percentage 

	Below 20
	10
	4.5%

	21-30
	50
	22.5%

	31-40
	75
	33.8%

	41-50
	60
	27.0%

	About 50
	27
	12.2%

	Total 
	222
	100%


source jobber (2003)
Interpretation: Most respondents fall within the 31-40years age group (33.8)and 41-50years(27%) indicating that Kam wire primary customers base consists of middle aged business owners and manufacturers.
4.4 This section presents the responses to key research questions related to the impact of pricing policies on profitability customer patronage and sale turnover. 




 4.4.1. Research Questions 1:what is the impact of pricing policies on the organizational profitability index?
	Response 
	Frequency 
	Percentage (%)

	significantly increases 
	95
	42.8%

	Moderately increases
	70
	31.5%

	No significantly Effect 
	35
	15.8%

	Moderately Decreases 
	15
	6.8%

	significantly Decreases 
	7
	3.1%

	Total 
	222
	100%


source jobber (2003)
Interpretation: A majority of respondents (74.3)believe that Kam wire pricing policies positively influence profitability either significantly or moderately. This suggests that pricing strategies play a critical role in determining the company’s financial performance.



4.4.2 Research Questions 2:Does pricing policy enhance customer patronage?
	Response 
	Frequency 
	percentage( %)

	strongly Agree 
	102
	45.9%

	Agree
	85
	38.3%

	Neutral 
	20
	9.0%

	Disagree 
	10
	4.5%

	Strongly disagree 
	5
	2.3%

	Total 
	222
	100%


source jobber (2003)
Interpretation: The majority (84.5%)agree that Kam wire pricing policy enhances customer patronage suggesting that price adjustments influence customer retention and purchasing behavior.





4.4.3 Research Questions 3:What is the relationship between pricing policies and sales turnover?
	Response 
	frequency 
	percentage (%)

	strong positive 
	115
	51.8%

	Moderate positive 
	75
	33.8%

	Neutral 
	22
	9.9%

	Moderate Negative 
	6
	2.7%

	Strong Negative 
	4
	1.8%

	Total 
	222
	100%


source jobber (2003)
Interpretation: A combined 85.6% of respondents believe that pricing policies positively affect sales turnover reinforcing the argument that competitive pricing increases demand and revenue.
4.5 Hypothesis Testing 
 Hypothesis were tested using chi-square and Regression Analysis to determine the significant of Relationships.
Hypothesis 1: 
 H0:pricing policies have no significant impact on organizational profitability.
 H1:pricing policies have a significant impact on organizational profitability. 
Chi-square Tests Result 
	Test statistics 
	value 

	chi-square
	23.567

	p-value 
	0.0001


source jobber (2003)
Interpretation: since the p-value (0.0001)<0.05the null hypothesis is rejected, indicating that pricing policies significantly impact organizational profitability.
Hypothesis 2
H0:There is no significant relationship between pricing policies and customer patronage.
H1:There is a significant relationship between pricing policies and consumer patronage. 
   Correlation Test Result 
	correlation co-efficient 
	p-value 

	0.712
	0.003


source jobber (2003)
Interpretation: The strong positive correlation (r)=(0.712)Andy-value (0.05)confirm a significant relationship between pricing policies and customer patronage.
 Hypothesis 3
H0:There is no relationship between pricing policy and sale turnover 
H1:There is a significant relationship between pricing policy and sales turnover.

	Pricing policy


Positive   ↓    Negative influence
	sale turnover


interpretation: This hypothesis proposes that the way an organization sets it prices whenever through cost based value based or competitive pricing strategies has direct and measurable impact on its sales turnover.
4.6 Discussion Of Findings    
 i. pricing policies positively impact profitability.
Finding align with previous research indicating that well structured pricing boosts revenue.
ii. Pricing enhances customer patronage: High agreement rates confirm that fair pricing strategies improve customer loyalty.
iii. Pricing and sales turnover are positively related: The data supports the theory that competitive pricing directly affects sales performance.
4.7 Summary Of Findings 
    This chapter presents an analysis of pricing policies profitability customer patronage and sale turnover in Kam wire industries. Hypothesis testing confirmed the significant impact of pricing strategies on profitability and customer behavior. This finding will inform the recommendations in chapter Five.
 










              CHAPTER FIVE 
5.0 Summary ,Conclusion and Recommendation.
5.1 introduction 
This chapter Presents the summary of the research finding draw conclusions based on the analyzed data and offers practical recommendations.it also highlight the contribution of the study to knowledge, identifies limitations encountered the  research, and Suggests areas for future studies.
5.2  Summary Of the Study
This research was Conducted to examine the Impact of an pricing policies on the profitability index in the manufacturing Sector, with a focus on kam wire Industries, Ilorin. The Study was guided by the following objectives: 
· To determine how pricing strategies enhance customer patronage
· ii.To assess the relationship between pricing policies and sales turnover 
  To achieve these, Structured questionnaires were distributed customers and analyzed using descriptive and inferential statistics . The major findings are Summarized as follows!
· A Significant majority of respondents agree that pricing Policies have a strong Impact on profitability.
· The study found a positive relationship between pricing and Customer patronage.
· it also revealed that pricing strategies are directly linked to the level of Sate turnover.
5.3 Conclusions 
The findings from the study confirmed that effective Pricing policies are essential to maximizing Profitability in the Manufacturing Sector. specifically Kam Wire
industries benefits from strategic pricing though increased Sales, enhanced Customer retention , and improved financial Outcomes. Therefore the study Concludes that well structured market oriented pricing policies Contribute positively to a firm’s profitability index.
5.4   Recommendations
Based on the findings and Conclusions the following recommendations are made:
· Implement Value - Based Pricing: Kam Wire should adopt value based pricing strategies that Consider Customers Perception of product quality and value, rather than forcing solely on cost based approaches.
· Conduct Regular Market Research Periodic research on
· Customer behavior and Competitor pricing help the company adjust Prices in response
· to market trends and economic changes.
· Use pricing as a Competitive Tool: Pricing Should be part of an Integrated marketing Strategy aimed at boosting customer satisfaction loyalty and ultimately profitability.
· Training and policy Review: staff responsible for pricing decisions Should be well trained in pricing models, and the Pricing police should be reviewed regularly to align With business goals and Market realities.
5.5 Contribution to Knowledge.
This study has Contributed to the understanding of Pricing policies in relation to profitability within the Nigeria manufacturing Context. It specifically adds to the literature by showing how customers centered pricing strategies can be driven of growth in local industries like Kam wire.
5.6 Limitation of the Study
Despite its usefulness, the study Faced Several Limitations.
· limited access to Internal financial data from the Company
· The study relied heavily on Customers Perception, which may not fully reflect the internal profitability metrics.
· Time Constraints and geographical limitations affected the same size.


5.7 Suggestion For Further Studies.
  Future research can explore the following areas.
· Comparative studies across multiple manufacturing firms to broaden the scope of finding.
· The role of digital pricing tools and automation in improving pricing efficiency.
· iii A longitudinal study of assess long term effects of pricing strategies on firm profitability.
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