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ABSTRACT
 Marketing plays a crucial role in the success of public enterprises, ensuring efficient service delivery, stakeholder engagement, and sustainable growth. In Kwara State, where public enterprises contribute significantly to economic and social development, the adoption of marketing principles enhances their effectiveness. This paper examines the application of marketing concepts—including market segmentation, branding, customer orientation, and digital engagement—to public enterprises in Kwara State. It highlights the benefits of marketing strategies such as improved public perception, increased user satisfaction, and enhanced operational efficiency. By leveraging modern marketing techniques, public enterprises in Kwara State can foster transparency, drive innovation, and boost overall performance, thereby aligning with global best practices in public sector management.









CHAPTER ONE
1.0	INTRODUCTION
	This chapter is containing general background of the study, statement of the study, aim and objective of the study, significance of the study, research questions, and general statement of the research hypothesis.
1.1	BACKGROUND OF THE STUDY
Marketing concept plays an important role in our everyday life. It mainly determines the image and way of life and it has an impact on our thinking as well as on the attitude towards ourselves and the world around us. Marketing concept shows us ready forms of behavior in a certain situation. It determines what is good and what is bad. We buy what people say or "advise”. I chose this topic because it is very relevant today and it is interesting by its complexity and psychological essence. Everyone, even without realizing it, is influenced by marketing concept. We do not notice how it affects us. We have become slaves of scientific and technical progress, and marketing concept uses that skillfully.
The pressure of advertisement is growing every day. A significant amount of money is spent on marketing concept campaigns bringing to the companies multi-billion profits. Moreover, it is a "product of the first necessity" for any enterprise, aimed at a commercial success, and it is becoming more and more expensive. According to statistics media the money spent on marketing concept in Finland was 1313,1 million euro in 2012 and 1206,7 million euro in 2013. (Finnish Marketing concept Council, TNS Gallup, Ad Intelligence 2014)
Marketing concept is directly linked to politics. It determines not only the purchase of toothpaste, but also the choice of political candidate. In the end it determines the path of political development of the country and the politics itself. This function of marketing concept is very important in our society.
[bookmark: page5]Advertisement appeared a long time ago. Its existence in prehistoric times is confirmed, for example, by an Egyptian papyrus with the information of the upcoming sale of a slave. Marketing concept in those days was presented by written or oral announcement touting a particular product or service. The oral marketing concept was spread by some sort of barker. Besides papyrus scrolls and wax boards, the written marketing concept was embodied in inscriptions on roadside rocks, as well as on buildings. As nowadays, there was a promotion of almost everything - olive oil and amphorae to keep the oil, oxen, horses and other livestock, tools and weapons. There was marketing concept of services as well: in the announcements of that distant era there were calls to visit a pub that sells unique snacks and wine, or an invitation to visit public baths. (Feofanov, 2004).
However, the marketing concept would probably have not expanded so much, if once human had not discovered the era of mass communication. The first impetus for this was typography. Another important development was the invention and subsequent spread around the world of the art of photography in the mid- 19th century. A photograph has served as an irrefutable proof of benefits of the advertised product. (Presbrey, 2009).
However, the most important developments in the global marketing concept business were made in the 20th century. It is no exaggeration to say that the 20th century was the “century of marketing concept”- at that time there were profound changes and innovations in the field of technology and marketing concept . It was the 20th century when marketing concept became this so popular – primarily due to the unprecedented growth rate of world industrial production, as well as due to the appearance of more and more sophisticated means of creating and distributing advertisements: multicolor printing, analog and then digital radio, television, satellite communications, and finally, computers and the. Marketing concept is day to day becoming more professionally organized and more quality performed (Presbrey, 2009).
Marketing is a dynamic and challenging activity that requires an understanding of both its principles and strategies (Kotler, 1996). Marketing practitioners in all sectors of the Nigerian economy must possess the requisite skills and the practical experiences of implementing marketing ideas, processes and techniques in the market place so as to gain sustainable competitive advantage. For a marketer to achieve marketing objectives more effectively and efficiently, the right blend of the promotional strategy has to be made at all the time. 
It is in realization of this that public enterprises managers in the public enterprises industry have been devising several promotional strategies in a bid to better their offerings. The public enterprises industry provides products for people who are away from home regardless of whether it is for long or short periods of time. These products can vary according to the specific needs of both the person away from home and the organization operating those products (Baker et al, 2000). 
Even though so many studies have been conducted, most of these studies focus on the contributions of public enterprises business to the development of Nigeria economy while this study is unique as it seeks to examine the application of promotional strategy strategies in public enterprises business in Kwara state water corporation, Ilorin with specific reference to only the three elements of the promotional strategy: product, price and promotion.
1.2	STATEMENT OF PROBLEM
There is no special training or course for the staff so as to effectively promote the products that the organization is rendering.
Due to budgetary constraints the organization cannot meet the necessary requirement needed to facilitate their promotional activities. 
There is no form of bonus to the staff based on their performance rewarding their effect on promotional activities of the Kwara state water corporation, Ilorin Public enterprises 
1.3	RESEARCH QUESTIONS
This research addresses a number of questions which include: 
1. How can marketing be used effectively and efficiently to promote a public enterprise as a brand? 
2. What are the best marketing strategies to retain guests in a highly competitive market such as the public enterprises industry? 
3. What is the future of marketing in the public enterprises industry?
1.4  	OBJECTIVE OF THE STUDY 
The objectives of this study are: 
· To assess the role played by marketing in the development of the public enterprises industry 
· To find an effective way of promoting public enterprises 
· To promote the use of efficient marketing strategies in public enterprises industry. 
· The effect of promotional activities on the organization
1.5	RESEARCH HYPOTHESIS
This project work has test hypothesis based on the assumption that:
1. The promotional strategies adopted by Kwara state water corporation, Ilorin Public enterprises do not stimulate sales.
2. The public relation carried out by the total does not contribute to the increases in sales.
3. The sales promotion carried out by the organization has no bearing on the customer demand.
1.6	SCOPE OF THE STUDY
The research is restricted to Kwara state water corporation, Ilorin Public enterprises organization at Ilorin Kwara state water corporation, Ilorin state This research want work will, cover the following benefit on how to make used of the marketing concept in terms of advertising, awareness, absolute price difference, balance strategy, broadcast advertising, chatter, completive advert age, marketing, marketing mi, pricing, promotional publicity strategy etc.
CONCEPTUAL SCOPE
The term happiness caries many meaning and each of these meaning is described by different words. Hence it makes little sense to gather studies that merely used the word happiness as a key term. They would result in a collection of studies about different matters. He must define the subject matter and then gather the literature on it irrespective of terminology.
INDUSTRIAL SCOPE
	This specializes in industrial and manufacturing market places across many sectors whether you offer capital equipment, industrial software, or specialty components and products, we understand tool to maximize your impact in the market. We apply our experience and perspective to keep you ahead of the competition. We transform your complex ideas into clean, elegant communications and effective selling tools.
TERRITORIAL SCOPE
 	Kwara state water corporation, Ilorin is located in north central geopolitical zone of Nigeria; Kwara state water corporation, Ilorin state is one of the most peaceful states in Nigeria. The state is known as “state of harmony” on account of the peaceful relations that exist among it multicultural and diverse population of about 2.5 million peoples. Kwara state water corporation, Ilorin state peaceful population abating natural resources, well developed infrastructure and practice investment attraction policies have made it on attractive destination for investing
TIME SCOPE
			Time scope is a project-oriented time shred solution with fully integrated project tracking and writing functionally. Time scope simplifies and speeds employee time entry. While providing executives with comprehensive resources utilization, project management and financial reporting. Time scope includes project-smart times sheets hierarchical project tracking time sheet and project approval, predefined and custom repapering, data exchange and granular role-based security. Time scope also provides comprehension labor cost tracking billing profitability analysis and actual-to-budget monitoring with automated email alerts
1.7	SIGNIFICANCE OF THE STUDY
The significance of the study will be provided in sight into the effectiveness of the promotional strategies adopted by the organization. Also to considerate role of management of Kwara state water corporation, Ilorin Public enterprises, in ensuring on effective promotion of the products its rending of acceptable prices so as to give customer the desired level of service and satisfaction
However, after completion of this research work, the organization of Kwara state water corporation, Ilorin state is expected to identify some basic problems and the anticipated problem that could envisage in the further time, having in mind that this research work would have provide some workable and retaliate solution and also giving room for further research when necessary.
[bookmark: _Toc8938692]1.8	OPERATIONALISATION 
The independent variable in this study is marketing concept by X. while the dependent variable is pharmaceutical product as denoted by Y and the construct and variables are stated below.
Y = f(x)
Where X = promotional tools
Where Y = pharmaceutical product
Regression Model Specifications 
 y1i = α + βx1i + βx2i + ε 
y2i = α + βx1i + βx2i + ε 
Where:
x1 = satisfaction (st) 
x2 = accountability (acc)
y1 = Profitability (pr)
x2 = Customer Base (cb)
α = Constant term
ε = error terms
1.9	OUTLINE OF STUDY
	The project has been divided in five chapters or easy, understanding.
	Chapter one comprises the introduction of the project topic, Introduction of the study, Background to the study, Statement of the problem, Research questions, Research hypotheses, Significance of the study, Scope of the study, Plan of the study.
	Chapter two takes a look at the Literature review, Introduction, review, Conceptual review, Theoretical review, Empirical review, Gap in literatures.
	Chapter three comprises research introduction, Research design, population, sample size determination, sampling techniques, Method of data collection, Method of data analysis, validity and reliability, Ethical consideration.
	Chapter four Data analysis, Introduction response rate, Data screening and cleaning, Detection of missing data, Assessment of outliers, Demographic profile of the respondents, Questionnaire response rate.
	Chapter five Summary of findings, Conclusion and recommendations, Introduction, Summary of the study, Conclusion, Recommendation, Limitation of the study, Contribution to knowledge, Suggestions for future studies, References.
1.10	DEFINITIONS OF TERMS
Advertising: Non personal promotional activities that are paid for by one or more sponsors.
Awareness: A means of measuring factors having to do with advertising campaigns, such as creating awareness of a new product.
Absolute price difference: The price difference in absolute terms as compared with the price originally charged pair to a change.
Competitive advantage: An advantage that a firm can offer over a competitive firm.
Competitive: Organization was competing with the firm for business or the acceptance of ideas.
Coupon: A direct – response device used for ordering or inquiring about a product or service. Also, a promotional device used to promote increase in sales through price discount or other forms of special purchase offer.
Discount pricing: Pricing at a discount when ordered in large qualities or under other special circumstances determined by the seller.
Free offer: Free items given in return for purchasing a product
Marketing: the process of planning and executing the conception, pricing promotion, and distribution of ideas, goals, and products to create exchange that satisfy individual (customer or consumer) and organizational objectives.













CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
	In this chapter effect is made to receive the past and present effort and findings on the variable being studies in this research workforces is being centered on what promotion is all about and various strategies that can be employed to sustain and improve the Public enterprises product performance. The view of and various authors and researchers on promotional strategy and influences on the performance of Nigeria Public enterprises s will be considered, idea and conclusion arrived by authors and researchers on impact of promotion al strategy on the Nigeria Public enterprises s will be reviewed.
2.1	CONCEPTUAL REVIEW
CONCEPT OF PUBLIC ENTERPRISES 
As mentioned earlier, the public enterprises industry is one of the most important sectors in the tourism and public enterprises industry. The World Tourism organization (UNWTO) stated that the global number of public enterprises rooms has grown from 14 million to 17 million between 1997 to 2005 and the figure is expected to increase astronomically by the end of 2020. The growth in the public enterprises industry has been identified as one of the major facilitators in the development of Tourism and public enterprises industry as a whole. No wonder the governments of some countries give incentives to public enterprises developers and owners in order to further enhance their country’s tourism sector (Page 2009, 259). Of all the various types of accommodation available to the tourist, the public enterprises is the biggest and most visible sub-sector. It is usually viewed traditionally as an establishment which provides accommodation, food and beverage products on a pay basis to guests who are only for a short stay. However, the modern perception of a public enterprises is more complex than this due to the fact that not all of the public enterprises s provide products such as food and beverages, at the same time, some public enterprises s even offer additional products such as conference rooms to their guests. (Cooper et al. 2008, 343-346.) 
At this point, due to the variations in what is considered to be a public enterprise in different countries, it is necessary to give a simple definition of a public enterprises in this research work. Perhaps, the definition proposed by the European Commission is suitable for this study. According to the Commission (Eurostat 2013) a public enterprise is a unit which provides stays for visitors, typically on a daily or weekly basis, principally for short stays. Furthermore, the Commission gives de- tails of products provided by such units to include daily cleaning and bed-making as well as offering food and beverages, parking, laundry products, recreational products to the guests. It is also good to state here that some of the public enterprises s offer amenities such as conference and convention facilities (European commission 2014.) Having given a glimpse of a public enterprises, the reason for variations in what constitute a public enterprises in different countries can better be explained by taking a closer look into how public enterprises s 
CONCEPT OF PROMOTION STRATEGY
According to John Son Brown (2009) defined promotional strategy as the way of promoting and product or products. It can also be defined as the process or the way taking by company for the promotion of the product or products. It is only through promotion people would come to know about the product only after knowing can be classified under two categories PUSH and PULL.
· PUSH STRATEGY: in push strategy promotional activities are done for the distributors, wholesales and retailer to push the product to the consumer. Trade fairs, wholesales discount, boons and all the activities which benefit the distributors are all example of push strategy. Hence the demand is pushed or create in the distribution channel. These activities are not visible to consumers and hence it is mostly unknown to the consumers.
· PULL STRATEGY: in pull strategy promotional activities are done for the consumers. Advertisement, digital campaign discount in store e.t.c. are some examples of pull strategy. Hence demand is created in the consumers which in turn go to the retailer’s store or e-commerce website to by these products. These activities are visible to all the customers.
When a consumers agree with a specific brand and producing hail/her mind to the market. It is the pull strategy that has worked for the company.
TYPES OF PROMOTIONAL STRATEGIES
ACCORDING TO KWORK, (2005) product promotion is one of the necessities for getting your brand in pint of the public and attracting raw customers. These are numerous ways to promote a product or products. Some companies use more than one method, while other may use different method for different marketing purpose. Regardless of your company product or products a strong set of promotional strategy can help position your company in a favorable light with not only current customers but new one as well. The following are the types of promotional strategies. 
· CONTEST: Contest is a frequently used in promotional strategy many contests don’t even require a purchase. The idea is to promote your band and put your logs and name in front to the public rather than making money through a hard. Sell combing. People live to win prices. Sponsoring contest can bring attention to your product without company covertness.
· SOCIAL MEDIA: social media websites such as face book and goblet offer companies a way to promote product and products in a more relaxed environment. This is direct marketing at it best. Social network connects with a world of potential customer that can view your company from a different presentation.
· MAIL ORDER MARKETING: customer who come to your business one not to be over looked. these customers have already decided to purchases your product. What can be helpful is getting personal information from these customers. Offer ago product or products in exchange of the information.
· PRODUCT GIVEAWAY: product give way and allowing potential customer to sample a product are method used often by companies to introduce new food and house hold product. Many of these companies sponsor in store promotion giving away product sample to entire the buying public into trying new product.
· POINT-OF –SALES PROMOTION AND END CAP MARKETING: this is way of selling product and promoting items in stores. The idea behind this promotional strategy is convenience and impulse. The end cap which its out the end of a sales in grocery stores. Feature product a store wants to promote or move quick.
· CUSTOMER REFERRAL INCENTIVE PROGRAM: the customers referral incentive program is a way to encourage current customers to refer new customers to your store. Free product, big discount and cash rewards are some of the incentives you can use. This is a promotional strategy that leverage as your customer base as a sales force
· CAUSES AND CHARITY: promoting your product while supporting a cause can be an effective promotional strategy. Given customers a sense of being a part of something large simple by using product they might use anyway creates a win / win situation.
MARKETING OF PUBLIC ENTERPRISES 
			Marketing is an essential element in running any business. Even though it is proven to be an important factor which determines the success of any public enterprise’s unit, yet it is a phenomenon which is often taken for granted. This chapter gives a definition of marketing and explains in details the different marketing styles used in the public enterprises industry.
			A lot of people, including some who have an idea about business and public enterprises management, do not have a clear understanding regarding the true meaning of marketing. They think that marketing is the same thing as advertising or selling a product to customers. These people are shocked when being told that selling and advertising are just a small part of marketing and the most important aspects of marketing happen before the products are brought into the market. (Kotler et al. 2009, 8-9). Due to this reason, it is important to make a clarification between the daily usage of the word “marketing” and the way the concept is used by marketing professionals.
			Kotler, one of the leading authorities in the field of marketing gives a definition of marketing from the managerial perspective as “a social and managerial process by which individuals and organizations obtain what they need and want through creating and exchanging value with others”. He goes further to explain it in detail by referring to marketing as a process by which companies create value for customers and build strong customer relationships in order to capture value from customers in return. (Kotler & Armstrong 2010, 29.) This definition gives an insight into how marketing managers view marketing. Perhaps, the definition given by the American Marketing association (AMA) will also help to clear some of the misconceptions on marketing and give a deeper understanding to it. According to them “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering and exchanging offerings that have value for customers, clients, partners and society at large”( AMA 2013). Cristian Gronroos gives a new perspective to the definition of marketing by laying more emphasis on the customer in his definition. To him marketing is “a customer focus that permeates organizational functions and processes and geared towards marketing through value proposition, enabling the fulfillment of individual expectations created by such promises and fulfilling such expectations through support to customers’ value-generating process, thereby supporting value creation in the firm’s as well as its customers’ and other stakeholders’ processes” (Gronroos 2006, 395–417).
			The evolution of marketing in the public enterprises industry is similar to every other industry. The main reason for the marketing in the public enterprises business is because of the growth in the number of guests who are in need of accommodation and the increase in competitions by the accommodation service providers. Moreover, the public enterprises industry is becoming a more and more mature market whereby the competition is increasing globally and winning customers becomes a problem. Therefore, there is a huge shift to marketing. (Cooper et al. 2008, 511.)
Market Strategy in Public enterprises Industry
			The public enterprises industry is so competitive that it requires the public enterprises to formulate a dynamic mechanism which can adapt to the changes in the market environment, the competitiveness of the market as well as the economic climate. The ultimate goal of having a marketing strategy is usually to identify opportunity to serve the market in a way that is profitable and effective enough to the extent that it becomes difficult if not impossible for another company to take up the venture without running into losses. Some authors believe that at the initial stage of starting a public enterprises business, the public enterprises will not make a profit, even in the second year the public enterprises will only break even and the public enterprises may start to make a little profit from the third year. On the other hand, other marketers in the public enterprises industry think that the public enterprises can start to make a profit immediately from the first year of entering into the industry if the right marketing strategies were used. 
An public enterprises that wants to achieve success needs to have a deep understanding of marketing and how to combine various marketing elements such as the price, product promotion and distribution.
2.2	THEORETICAL REVIEW
The study is anchored based on the theories of Pagaso, Dela and Manuel (2000); and Kotler (2006) who opined that every industry must try to develop marketing strategies utilizing promotional strategy that will establish sustainable competitive advantages leading to long term growth and profitability. 
			Traditionally, the public enterprises companies and the small business dedicated to the public enterprises have been a part of the marketing environment. However, factors such as crisis, hyper-segmentation and digitization in all types of promotion, are causing the emergence of multiple cases of successful business models developed by them. In all, the marketing treated as strategy and brand value creation play a role. 
This is why social unite economic situation demands that the enterprise and the revitalization of the public enterprises are the engine to return to revive the economy. To do this, the public enterprises industry should moreliana consider marketing as the focus of its business integrator. 
			The World Tourism Organization confirms the good situation in which tourism is worldwide. Expanding the number of countries consider tourism as a potential source of profit and therefore the stimulus to develop this activity has increased both the number and the attraction of new destinations. If one also includes the national market entry of international players (Kim, C.; HWang, P. (992), competition intensifies it more difficult to establish a strategy to achieve a sustainable positioning company within this complex business environment (Garcia, J.M. 1996). 
			This has joined demand more demanding and informed and with very different profiles between segments (Varela, F.J.; Thompson, E.; Y Rosch, E. 2004). Having driven the tourism industry to carry out differentiation strategies through the use of marketing, because it is one of the main factors influencing the competitiveness of the tourism sector (Blankenburg, D.; Johanson, J. 1997). The public enterprises industry is important for its contribution to job creation and the indirect effects it has on the environment. The presence of a public enterprises in a certain area can promote the development of complementary tourist activities, improve the welfare of residents in the tourist areas of influence, and revitalize a number of economic activities, without the figure of the public enterprises could disappear. 
			The public enterprises s in Morelia, Michoacan, are essentially family businesses that are developing their administrative skills, they face competition from chain public enterprises s, which have a low participation of foreign tourists, providing a hosting service that has failed standard retain guests, and lack of training and management systems of information useful for decision-making, so it is relevant to increase occupancy standards applying new strategies to ensure the continuous flow of foreign customers.
			Promotion is an essential element of a successfully tailored promotional strategy programme, calling for the use of appropriate strategies and tactics by any business. In employing it to deliver information related to the product/service to consumers, to persuade and attract customers to purchase the firm’s products/products, higher sales can be achieved as well as opportunities for future sales can be created (Blattberg and Neslin, 1990). The Chartered Institute of Marketing highlights that the significance of utilizing marketing concept is reflected in how advertising and sales promotions account for at least 25% of UK marketing budgets (as cited in Buil et al., 2013). However, scholars have argued for further research on the effectiveness of using different marketing concept in specific industries as more than 50% of promotional strategies have been considered unsuccessful (Ailawadi, Beauchamp, Donthu, Gauri, & Shankar, 2009). 
			Traditionally, promotions can be grouped into two classifications: monetary promotions and non-monetary promotions. Some studies such as Buil, de Chernatony, & Martínez (2013) argue that monetary promotions, such as price discounts and coupons, may have a negative influence on brand image and perceived quality as consumers may use price as an extrinsic cue to infer product quality. Interestingly, there is a tweak in the use of a monetary reward ‘premiums. According to DelVecchio, Henard, & Freling (2006), post promotion brand preference was found to be higher when the sales promotion used is a coupon or premium; this is the case, for instance, when a premium offer is used whereby another product is obtainable at a discount with the purchase of the original product. 
			Alternatively, Chandon, Wansink and Laurent explain that non-monetary promotions such as free gifts, samples, and contests may offer hedonic benefits for customers, including entertainment or new experiences (as cited in Buil et al., 2013). Keller found that both types of marketing concept have been found to have a positive impact on the business, scholars have argued that sales promotions could result in decreased brand loyalty, increased brand switching, decreased quality perceptions and increased price sensitivity (as cited in DelVecchio et al., 2006). It implies that the use of sales promotion should be strategically-deliberated – i.e. different marketing concept should be used in relation to business objectives and situations, as the way customers may respond to marketing concept can vary. Therefore, a better understanding of customer likely responses to various sales promotions tools calls for more systematic study to avoid costly business mistakes. 
			In order to understand the ways in which marketing concept influence customer intentions in making public enterprises bookings, this study takes forward from previous studies carried out by Gilbert and Jackaria (2002), and Shi, Cheung, and Prendergast (2005), which investigated how customers from Hong Kong respond to sales promotional tools. Formerly, Shi et al. (2005) examined consumer behavioural responses to company promotional efforts such as brand switching, purchase acceleration, stockpiling, product trial, and unexpected spending. To apply these in the public enterprises business context, this study investigates consumer likelihood of switching to another public enterprises brand, purchase acceleration (public enterprises visit acceleration), and the consumer’s increased expenditure (booking more nights in a visit). Moreover, this study examines consumer perceived value of the marketing concept in order to see its correlation to behavioral responses. 
			The marketing concept studied in the current research are generated from the extant literature and current public enterprises offers used in public enterprises s in China, including both monetary and non-monetary promotional techniques. These comprise: price discounts, coupons, premiums, bonus packs and games. Games, although non-monetary, bring benefits such as the perceived value of the prize, perceived fun and interest for those who participate in game-based promotions (Ward & Hill, 1991). These benefits are also recognised by public enterprises marketers; for instance, the InterContinental Public enterprises s Group (IHG) was giving away 1,000 free nights at IHG public enterprises s around the world, where customers wishing for a chance to win a free night were required to simply place ‘a pin’ in their dream destination on the map provided on the public enterprise’s website, along with submitting their basic personal details (IHG, 2014). 
AIDA Model Theory
	The acronym AIDA stands for Attention, Interest, Desire and Action. These are the four stages that a consumer goes through when watching or viewing an advertisement. According to Lewis, first and foremost, the role of an advertisement is to attract the customers. Once an ad grabs attention, it has to invoke interest towards the product in the minds of the consumers. After creating an interest, the ad has to bring desire in consumers mind to use the product and finally the consumer has to take a favorable action towards the product by ultimately purchasing the product.
The process of AIDA
· Attention: Attention is usually grabbed by the use of image, color, layout, typography, size, celebrity, model e.t.c
· Interest: Once attention is grabbed, it’s necessary to create interest in the viewers mind so that they will read more about the brand being advertised. By the use of an attractive sub head, interest can be invoked
· Desire: The element of desire is usually created by the use of body copy where you write in detail about the necessity of buying the brand, thereby explaining the features of the brand, facts and figures
· Action: Towards the end, the contact information of the brand will be given where they expect the viewers to take action immediately. It can be in the form of shop address, toll free numbers or website address
	An advertisements success depends up on the viewer’s ability to notice and understand its message. The AIDA model helps the copy writer to present the elements of a print ad, Headline, Subhead, Body copy, slogan and contact information in a format that makes the viewers read in a flow and understand about the product easily.
2.3	EMPIRICAL REVIEW
			The concept of marketing orientations often comes up during the process of determining whom priority should be given to when a company makes decisions. Market environment changes over time. Nowadays, most companies consider the customers as the most important factor to which all marketing should be orientated. There are basically many models of marketing orientations. Among the most popular ones are the production, product, sales and marketing orientations. Under this type of orientation, mass production is the key. Companies that adopt this type of marketing philosophy believe that if products are produced on a large scale, costs can be reduced while a profit is maximized in return irrespective of demand for the product. In the public enterprises industry, public enterprises units that practice this type of orientation believe in having large buildings with many rooms and try to minimize the running costs of the public enterprises by employing fewer workers, reducing overall costs and the fixed costs of the operation are usually the goal. This was very common in the early 1900.
			A product oriented company focuses on making a high quality product with functional features which make it superior to that of the competitors, without making relevant market re- search to know what the customers need. The company that uses this approach believes that a superior product will automatically sell itself in the market. Applying this philosophy into public enterprises industry, the goal is to have facilities that go beyond regular to luxurious facilities with the hope that guests will automatically embrace the public enterprises product since it is superior to the ones provided by the rivals. The shortfall of using this approach is that the outcome of it is not guaranteed since it is not known whether or not the guests wanted the product.
			A sale orientated company makes products without much research whether or not the product is needed in the market place. This marketing orientation is built around the philosophy that customers will not buy a product or service unless they are persuaded to buy. Companies that use this approach spend a lot of money on advertising and promotion. The goal is to make sure that they sell their product irrespective of what the customer or the market really needs. A sales orientated company believe that an aggressive sales method is the key to success in business.
			A marketing orientated company focuses all its business activities on satisfying the customers’ needs. A company that adopts this approach usually considers the customer the king and its primary goal is to deliver value to its customer. To achieve this, the company spends a lot of time and researches how to meet the needs and expectations of the customers. The customers are the center focus during product development as well as when implementing the company’s marketing strategies. The application of market research on a continuous basis gives companies of this type a marketing edge in understanding the needs of the customer. Moreover, they are able to establish a positive relationship with the customers and get feed- back concerning the customers’ satisfaction with the product. This helps in improving and inventing new products as the market changes.
2.4	GAP IN LITERATURE
Market positioning of public enterprises products
			Marketing of public enterprises cannot be discussed without mentioning market positioning. Ac- cording to Kotler “positioning is the act of designing the company’s offerings and image to occupy a distinctive place in the mind of the target market”. The rationale of positioning public enterprises is to create a brand in the minds of the customers so that the company can maximize the benefit it’s derived from the customers. Positioning a product in the mind of the customers also helps the public enterprises in differentiating its product and products from that of its competitors. Much of the emphasis of position is based on what the guest will receive or benefit by lodging in the public enterprises or using its products. Of course, the ultimate goal of position- ing is to have a win-win situation whereby both public enterprises service provider and the guests can benefit from the transaction. In order to achieve effective and efficient positioning, it is a prerequisite that the public enterprises is able to identify the target market, its competitors and the ideal points-of-parity and points-of-difference brand association. (Kotler et al. 2009, 361-362.) Once the public enterprises ’s product and products have been positioned in the right place within the mind of the target customers, the public enterprises can make the right investment in utilizing its resources and skills in the market place. That is, the right product or service is placed on the market at a cost-effective price (Kotler et al. 2009, 374.)
			Promotion refers to all activities by the company that communicate the merits of the product and persuade target customers to buy it. Different promotional strategies, such as advertising, personal selling and public relations can be used to ensure that the customer buys the product. (Kotler & Armstrong 2010, 77; Cooper et al. 2008, 557–605.) When it comes to promoting public enterprises business and public enterprises industry generally, advertising is found to be effective in pro- motions. However, the advertisement has to be well planned by ensuring that the right message is being conveyed, the right channel being used and a suitable place is selected for the advertisement.
			Finding the right balance for a promotional strategy is a big challenge to many companies. Public enterprises administration needs to put many factors into consideration when setting the promotional strategy. Sometimes a public enterprises may need to select more than one mix because promotional strategy is only a tool for achieving the overall goal and objective of the public enterprises. Since creating the right mar- keting mix strategies requires a lot of planning, public enterprises management should ensure that the mix adopted is flexible enough to adapt to the future changes in the market (Cooper et al. 2008, 565.)





CHAPTER THREE
RESEARCH METHODOLOGY
3.0 	INTRODUCTION
This chapter will be highlighting the research philosophy, the method that was adopted by the researcher, how the research design would look like, the population of study that will be examined and the population size that will be randomly selected, data collection and the ethical aspect of collecting the data. Research methodology is a way to find out the result of a given problem on a specific matter or problem. In methodology, researcher uses different criteria for solving or searching the given research problems. Collis and Hussey (2009) also described methodology as the overall approach to the entire process of the research study.
3.1	RESEARCH DESIGN
	A research design is the step by step guide of the research procedure. The design adopted for the study is exploratory survey design; the exploratory survey design permits the use of a well-structured research instrument for obtain primary data that was used for this study. The design follows accordingly
3.2	POPULATION
	This research work population are customers of Kwara state water corporation, Ilorin Public enterprises that comprises of 200 customer and the work is from Jan – July 2020
3.3	SAMPLE TECHNIQUE
	The study adopted random sampling technique. All members of the population were represented equally.
3.4	SAMPLE SIZE DETERMINATION
	The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formula adopted is:
N
Where N= sample size
Z= the research population
O= standard donation
D- Tolerance limit or allowable error
3.5	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorized into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structures Interview and self-administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 15 questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.
3.6	THE RESEARCH INSTRUMENT
	The survey instrument was adopted for this study. A well-structured questionnaire and interview were used to measures of dependent & independent variables.
3.7	VALIDITY OF RESEARCH INSTRIMENT
	Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contribution as well as the approval of the supervisor. In addition, the research variables were validated using factor analysis.
3.8	METHOD OF DATA PRESENTATION AND ANALYSIS
	Method of analysis involved description and inferential statistics. The description statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using simple regression statistical tools.
	These tools were selected because it has functionalities that accommodate the variable of interest. 





















CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION OF FINDINGS
4.0	PREAMBLE
This chapter will deal with analysis of data back from respondent. The researcher will tabulate the view of the management and customers’ respectively which were expressed in the questionnaire given to them.
4.1	DATA ANALYSIS
TABLE 1: SHOWING QUESTIONNAIRE ADMINISTERED TO BOTH MANAGEMENT AND CUSTOMERS.
	Respondents
	No. administered
	No. returned

	Management
	30
	30

	Customers
	50
	50

	TOTAL
	80
	80


Source: field work 2025
The table above indicate that, all the questionnaires administer to both management and customers (i.e. the respondents) were returned.
	However, the following set of tables emanate from the questionnaire administered to management and staff of Kwara state water corporation, Ilorin Public enterprises 
TABLE 2: SHOWING WHETHER THE COMPANY (PUBLIC ENTERPRISES) PROMOTES ITS PRODUCTS 
	Respondent
	No. administered
	No. returned

	Management
	30
	30

	Customers
	50
	50

	TOTAL
	80
	80


Source: field work 2025
The above table indicate that, all the questionnaire administered to both management and customers (i.e. the respond) were returned
However, the following set of tables enumerate from the questionnaires, administered to management and staff of Kwara state water corporation, Ilorin Public enterprises.
TABLE 2: SHOWING WHETHER THE COMPANY (PUBLIC ENTERPRISES) PROMOTE ITS PRODUCTS.
	ANSWER
	NO. OF ADMINISTERED

	Yes
	30 (1005)

	No
	0 (0%) 


Source: field work 2025
TABLE 2: above showed that 100% of the respondents and the management of Kwara state water corporation, Ilorin Public enterprises promote its products. The products used to indicate the highest percentage calculated it ia also used in the subsequent table; therefore, it should be taken note of.
TABLE 3: SHOWING THE OBJECTIVE OF THEIR PROMOTION.
	Objective
	No. of administered

	To withstand
	4 (13.33%)

	To stimulate sales
	18(60% )

	To maintain market share
	8(26.67%)

	Total
	30(100%)


Source: field work 2025
The above table shows that 60% of the respondents says that the objectives of promotion their products is to simulate sales while above 26.67% says it is to maintain market share.
However, 13.33% of them said that objective is to withstand competition.
TABLE 4: SHOWING WHETHER THE ORGANIZATION HAS PUBLIC RELATION DEPARTMENT.
	Answer 
	No. of administered
	Percentage

	Yes
	30
	(100%)

	No
	O
	(0%)

	Total
	30
	(100%)


Source: field work 2025
The above table shows that 100% of the proponent said that Kwara state water corporation, Ilorin Public enterprises have public relation departments.
Table 5: showing the bonus percentage available for the staff.
	BONUS
	No. of administered
	Percentage

	Straight Commission
	18
	(26.67%)

	Salary plus& of sales
	16
	(53.33%)

	Straight salary
	5
	(17.77%)

	Other
	1
	(3.3%)

	Total
	30
	(100%)


Source: field work 2025
In the questionnaire returned (53.33%) the respondents says that bonus salary plus percentage of sales is the bonus they reeve. From the organization while 26.67% respondent says that bonus salary plus percentage of sales is the bonus they straight commission and 17.77% says straight salary also 3.3% says others. The following sets of tabulated question concerns these administered. The areas folios.
Table 6: SHOWING WHETHER THE CUSTOMERS USE THE PRODUCTS RENDERED BY KWARA STATE WATER CORPORATION, ILORIN PUBLIC ENTERPRISES.
	Answer
	No. of administered
	Percentage

	Yes
	50
	100%

	No
	0
	0%

	Total
	50
	100%


Source: field work 2025
100 percentage of the respondents have indicated that they use the products rendered by Kwara state water corporation, Ilorin Public enterprises.
Table 7: SHOWING HAVE OFTEN CUSTOMER PATRONIZE THEIR PRODUCTS
	Patronage
	No. of administered
	Percentage

	Daily
	3
	6%

	Weekly
	15
	3%

	Occasionally
	32
	64%

	Total
	50
	1005


Source: field work 2025
Table 7: showing the frequency at which customers patronize their products 64% of the respondents forming through outing indicated that they use the products of the public enterprises occasionally while 30% of the respondent said they use the products of the public enterprises working and 65 of them said they use the products daily 
Table 8: SHOWING WHETHER THE CUSTOMERS HAVE SEEN OR HEARD OF ANY PROMOTIONAL ACTIVITIES BY THE ORGANIZATION 
	Answer
	No. of administered
	Percentage

	Yes
	32
	64%

	No
	18
	36%

	Total
	50
	100%


Source: field work 2025
64 of the respondent agreed that they have seen or heard one form of promotion or the other, while 36% said that they have not heard or seen any.
Table: SHOWING THE FORM OF PROMOTIONAL ACTIVITIES THEY HAVE SEEN
	Answer
	 No. of administered
	Percentage

	Sales Promotion
	30
	60%

	Advertisement
	0
	0

	Personal selling
	8
	12%

	public relation
	12
	24%

	Total 
	50
	100%


Source: field work 2025
The above table shows that 60 of the respondents indicated that the main reason of the public enterprises is carry they out promotional activities is to stimulate sales 24 of the respondent said that it is to withered competition and 12% said is to maintain market share.
Table 10: SHOWING WHETHER CUSTOMERS ARE PATRONIZING THAT SERVICE BECAUSE OF THEIR PROMOTION.
	Answer
	No. of administered
	Percentage

	Yes
	10
	20%

	No
	40
	0%

	Total
	50
	1005


Source: field work 2025
In table 10 the customers of the public enterprises have shown that 50% of them use the products of the organization not because of their promotional activities 20% said they are using their products because of their promotional activities 
4.3	TESTING OF HYPOTHESIS
Also, the following three null hypotheses will be strategically tested and analyzed and the finding discussed they are:
1. The promotional strategies adopted by Kwara state water corporation, Ilorin Public enterprises do not stimulate sales.
2. The public relation carried out by the total does not contribute to the increases in sales.
3. The sales promotion carried out by the organization has no bearing on the customer demand.
The chi-square (x2) test will be used to test the above hypothesis to measure the discrepancies between observes and expected frequencies the chi-square is given by:
		X2 = (fo-fe)2 and the statistics will be computed from special statistical table at an agreed level of significance (alpha level), say 5% or 7% based on the degrees of freedom which will be calculate from the contingency table, and decision will be made on the full and alternative hypothesis.
(a) null hypothesis (HI)
The promotional strategy embarked upon by Kwara state water corporation, Ilorin Public enterprises stimulate sales.
(b) Alternative hypothesis (HI)
The promotional strategy embarked upon by the management of Kwara state water corporation, Ilorin Public enterprises does not stimulate sales
1. (A) Null hypothesis (HO);
The public relations carried out by the staff of the organization does not contribute to the increase in sales.
(B) Alternative hypothesis (HI):
The sales promotion carried out by the public enterprises has hearing on the customer demand.
In view of the above hypothesis, I will goateed to analyzed the various question asked in the questionnaire by the used of table. Here percentage (90) are used to show the tread of response in the question collected back from respondents












CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.0	INTRODUCTION
This chapter will summaries the various chapter covered. Already and will also discuss the limitation of the study. It will deal with the marketing implication of the major finding lastly make recommendation based on the finding.
5.1	SUMMARY 
Since the main objective of this study was to examine the impact of promotional strategy in the public enterprises s industry, public enterprises s in terms of product offering, pricing and promotion, the study found that the promotional strategies of Kwara state water corporation, Ilorin public enterprises s are not significantly related to the aforementioned business–related factors in terms of type of ownership, capital, and the number of employees and years of existence. Furthermore, the finding reveals that the level of customers' satisfaction is not significantly related to the level of the application of promotional strategies in terms of product offering, pricing and promotion. Among the more prominent findings of the study is the fact that Kwara state water corporation, Ilorin public enterprises are largely sole proprietorship in nature. 
Almost all managers are university or Polytechnic graduates, and the majority of them are female. A great majority offered more than thirty rooms that are mostly double size in nature, and the most common forms of service used are room service attendant and receptionist. The public enterprises s considers foremost the sanitation and cleanliness of their surroundings. In terms of pricing, they considered maintaining consumer's loyalty by providing discounts, having additional assistance, greeting customers, being friendly, and providing customers with clean and ventilated rooms. While the most common promotional practices of the Kwara state water corporation, Ilorin public enterprises s is the print media which the use for public relations activities to help build image and credibility for the public enterprises s, other forms such as local radio, brochures distribution and bill-boards are the most common ways of advertising.
Several factors were considered in the process of discussing the promotional strategy in the Nigeria Public enterprises industry. This topic is quite bread but the researcher has tried to critically touch on the aspect of promotion, which is the basic of any business organization in its efforts to make its products known to the public. A good relationship with customers would be said to be the public enterprises ’s most precious assets. This is because by promotion the public enterprises could maintain constructive intentions with the users.
5.2	CONCLUSION
Customer satisfaction in public enterprises business is very much prejudiced by the way in which the service is delivered. It is a very important fraction of public enterprises s management and can be done successfully with effective promotional decisions, if one keeps in mind the important of the application of promotional strategies in the business. The evaluation of the marketing efforts could help in shaping which strategies are the most important to use in satisfying the public enterprises guests more effectively and efficiently. This in a great way will contribute towards improving the efficiency of the strategies that are being used by recognizing the present dissimilarities between real outcomes and anticipated performance. All this in turn will surely help determine the most probable and expected causes for success or failure of any public enterprises business. The implication of this to the study is that public enterprises s that apply the right promotional strategies are likely going to perform better than those without effective promotional strategies as those with good application of promotional strategies will gain competitive advantage in the environment while those without effective mix strategies will fail in competition. Since the study covers only 3 elements of the promotional (product, price and promotion), other future researchers are enjoined to investigate the impact of the application on the other elements such as place, people, process and physical evidence.
5.2 	RECOMMENDATIONS
Based on the findings and conclusion of the study, the following recommendations are made to help improve public enterprises business:
1. Public enterprises Managers should always give primary consideration to the promotional strategy when starting a new public enterprises business as it is important to always determine the needs and wants of customers by satisfying them effectively.
2. Managers should base their price adaptation strategies on the cost of the public enterprises business to recover the operational expenses; to ensure that the price is fair and reasonably affordable for the customers.
3. Promotional campaigns such as Advertising, Personal Selling, Sales promotion and Publicity should be conducted from time-to-time to help create awareness and boost company image and credibility.
4. Provision of more and improved recreational facilities, such as sporting events, disco theatre, swimming pool etc. should be provided for the relaxation of public enterprises guests at all the time.
5. Public enterprises managers should ensure improvement of customer satisfaction levels by providing variety of products or products of good quality combined with courteous and prompt products at reasonable prices.
6. Capacities of public enterprises managers should be enhanced through adequate training programmes such as seminars and workshops to help acquire those innovative mechanisms of public enterprises operation they will result in gaining competitive advantage. 
7. Federal Government should attract more investors to venture into public enterprises business by giving incentives like tax holidays in order to encourage the development of public enterprises business in Nigeria which helps in the creation of job opportunities and economic development.
In conclusion, the promotional strategy comprises of advertising personal selling, sales promotion and publicly. Before any or a combination of their element is chosen. It has to be accessed and formed to be effective, in the target market in doing this the firm is expected to embark in marketing research. It provides valuable information of the planning for the promotion strategy; also market research should be embark upon. Market research measure finding out the customer is and finding out what he or she willing to buy .it is the infestation into the market, the size, the geographical situation, income and other variable market research provide a business with its basic information. 
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