CHAPTER ONE
1.0	INTRODUCTION 
The aim of this study is to ascertain the effect of making research in the function and performance of pharmaceutical industry using (Tuyil Pharmaceutical Industry) as case study.
1.1 	BACKGROUND OF THE STUDY 
	Marketing as an activity within the business organization is a dynamic one that is not static in nature, it changes as the world and people in its are changing, therefore, any marketer who wants to meats up with needs and wants of the consumer must engage in knowing the actual want and needs of target market where it operates.
	Marketing involves the Anticipating, identifying and satisfying consumer needs profitably (Kottler 2009) this require that the product or services has to be produced, priced, promoted and distributed (Elacca) to the consumer at a profit to the organization.
	Marketing decisions are specially difficult to make and their effect are easily felt through the manufacturing organization. This has made it essentially that some organized marketing research be conducted to identify marketing opportunities by the management. 
	Marketing research can be defined as the process or means which provide basic information for manufacturing industries. This information includes market itself. What it constitute and market behaviour. The marketing research information is required by management of manufacturing industries to make a whole variety of marketing and operational decision. 
	Marketing research is an important instrument or tool in the manufacturing organization because of nature of the production of producer involved in business activities. 
	However, marketing research is undertaken sometimes by pharmaceutical industries, like (Tuyil Pharmaceutical Industry Ltd) to discover the product that is not in existence before to improve the standard of some of its product to meet requirement of monitoring agents like NAFDAC, NDLEA e.t.c, it could also be carryout in some cases to know the condition of the markets for its products. 
	This research work is tend to discover whether Nigeria with specific references to Pharmaceutical industry needs marketing research as a significance element to carry out its business operation in Nigeria marker environments. 
1.2 	STATEMENT OF THE PROBLEMS
	This research study tends to proffer solution to the following questions.
i. What is the impact of marketing research in the present day Pharmaceutical industry? With reference to Tuyil Pharmaceutical industry limited.
ii. To what extent does cost affect marketing research decision in the manufacturing organization?
iii. Are there any constraints facing effective marketing research used in Pharmaceutical Industry.
1.3 	OBJECTIVE OF THE STUDY
	Objective or aims of this study differs from one place to the other depending on the nature of the purpose why the research is being carryout the objectives are as follow:
(A) To identify or ascertain the importance of marketing research in the pharmaceutical industry Ltd Ilorin.
(B) To identify what actually constitutes marketing challenges facing pharmaceutical industries and to find out if this industry is aware of these challenges.
(C) To measure the extent of good decision making through the use of marketing research. 
(D) To recommend solutions that will help in tackling the problem.


1.4 	RESEARCH QUESTIONS 
	This research work is to determine to what extent as marketing research affected business decision and performance of products in pharmaceutical industry.
1.5 	RESEARCH HYPOTHESIS
Hi=Marketing research has no significant effect in pharmaceutical industry.
Ho=Marketing research has significance effect on business decision in the pharmaceutical industry.
1.6 	SCOPE OF THE STUDY 
	The scope of the study means the area of coverage. Basically this study will be limited to the significance or effect of marketing research to the pharmaceutical industry with reference to Tuyil Pharmaceutical Industry Limited Ilorin as the case study. The time scope is between November  2017  to June 2025. The geographical scope of this study is Ilorin metropolis. 
	However, effort will be made to highlight the needs and importance of market research in Pharmaceutical industry activities in satisfying the needs, wants, desires and motivates on their customers in the market environment. 

1.7 	SIGNIFICANCE OF THE STUDY 
	Ishola (2008) opines that market research is aimed at gathering information to solve a specific marketing problem. It helps to identify consumer need in a dynamic market and how to meet those needs. He further stressed out the fact that due to globalization, technological development improved the business activities, a thorough marketing research is needed to tackle these challenges.
	Marketing research plays a vital roles in Pharmaceutical Industry such as tuyil pharmaceutical industry limited, one of the most important role it plays in the company is that it gear up the company to embark on development of new product. It also helps the company in providing goods (drugs) that are useful for consumers health thereby satisfying their needs. Marketing research also afford the company the opportunity to know the strategies which the company can adopt to boost it sales, volume, for example the company can pastes its company’s sticker to the hospitals chemist doors with a view to create knowledge and likeness for its products.
	Another benefit is that marketing research provide to the pharmaceutical industry to familiarize the company with the requirement of its target markets. 


1.8 LIMITATION AND CONSTRAINTS TO THE STUDY 
	These are some constraints limitating the scope of this study work, among the constraints are as follows:
(I)FINANCIAL CONSTRAINTS:This pose limitation to this study because of high cost of materials used for the work as well as high cost of transportation fare from the school to the point of case study for information collected.
(II) RESPONDENT ATTITUDE: It is not easy to extract responses or information from the case study of the work as some of the staffs are reluctant in giving out information needed. 
	Apart from the limitations mentioned above, marketing research policy is management decision and therefore it limits the researcher to few officials of the company who have knowledge about the topic.
1.9 DEFINITION OF TERMS 
There are certain terms which cannot be neglected in the writing of this project among which are:
(I)RESEARCH:It can be defined as the scientific method of investigation with the aim of discovering truth or fact about an issue so that human knowledge may increase and theories, principles laws and generalizations may be developed. 
(II)MARKETING: This is the process of identifying, anticipating and satisfying consumer needs at a profit to the organization or manufacturer.
(III)MARKET: A set of actual and potential buyer of a product. 
(IV) MARKETING RESEARCH: The process of investigating the marketing activities of the company. 
(V) PHARMACEUTICAL: This is entail producing or making and selling of drugs and medicines. 
(VI) CONSUMER/TARGET AUDIENCE: These are individual household, firmse.t.c that enjoy the benefit attached to a product.



CHAPTER TWO
2.0	LITERATURE REVIEW
	This chapter is on literature and it entails the conceptual review, theorical review and empirical review of the research study. 
In the last few years, marketing has become the backbone of all industries even in the medicinal and pharmaceutical industries. Although the pharmaceutical industry produces life-saving drugs, marketing is also a crucial aspect to look into (Anamul, 2011). In addition, the pharmaceutical industry has become an example of business to consumer marketing and has attracted the attention of marketing academics (Joseph et al., 2004). In the practical side, the basic R&D together with the sales and marketing activities are two of the most important operative and even more strategic priorities of the world pharmaceutical industry (Kesic, 2009). The practice also shows that the main goal for pharmaceutical firms is to achieve customer satisfaction (Anita, 2009; Charles et al., 2012; Prashant et al., 2012). Furthermore, every matured and highly competitive "pharmaceutical industry" requires the satisfaction of customers as a sign of customers' satisfaction is one of the most important factor that effect on their loyalty towards the firm (Hani et al., 2012) that leads towards the an increase in market share (Morgan et al. 2005) also leads to increase in word of mouth (Guo et al. 2009). Therefore, satisfaction is an issue that cannot be overlooked in marketing strategy, since it provides foundation for a pharmaceutical firm to build their marketing strategy and value creation program (Yang and Peterson, 2004).
Nowadays, physicians are the imdividual that make a decision of the drug to be prescribed to their consumers and recommend the drug to be chosen for their consumers (Hani et al., 2012; Prashant et al., 2012). Thus, physicians are seen as powerful controlling the access to the final consumers. In a competitive situation, pharmaceutical manufacturers should focus all marketing strategy to meet the needs of their customers and to achieve maximum satisfaction (Anita Mishra, 2009; Charles et al., 2012). In addition, empirical studies showed that if the aim of the marketing mix strategies is to satisfy the physicians, the marketing mix strategy need to pay more attention to the satisfaction of physicians (Prashant et al., 2012). Therefore, understanding the relationship between marketing mix and achieving a high level of physician satisfaction is the most important issues for many pharmaceutical manufacturers. Addressing these issues represents the primary focus of this study.
The pharmaceutical industry in Tuyil is considered one of the most important strategic industries in the manufacturing sector and it plays an important role in economy and labor market. It can be regarded as one of the most important industries in the manufacturing sector. The number of local pharmaceutical manufacturers increase from one to nine (increase = 800%). Local pharmaceutical companies cover a small percentage of the total market need (6.85% in 2006, 10.8% in 2010), whereas imported medicines via private sector agents cover most of the needs of the country (around 85%) (Adnan et al., 2012).
Recently, there are many problems faced by the pharmaceutical industry in Tuyil that need to be addressed within local drugs companies to meet customers' expectations. The competition is the one major problem faced by the national pharmaceutical manufacturers (Mahmud et al., 2012). The report of the Ministry of health (2011) showed that the Tuyili market is become more open to foreign pharmaceutical companies, where many global pharmaceutical companies have entered to market with strong brands and focused on building the relationship with physicians. The customer satisfaction is crucial in such business. That is an additional problem to develop a model of satisfaction. Thus, this is an opportunity to develop a study in a competitive market as the Tuyili market.
In addition, there are the belief inherited in Tuyil on appreciation and admiration of foreign made products and a negative view toward locally made products including drugs (Khalid, 2010). These issues may lead to the failure of local pharmaceutical manufacturers, in playing an important role in economy and labor market (Hani et al., 2012).
In the pharmaceutical industry, empirical research showed that the aim of marketing mix strategy related to (4P's) is to satisfy the consumers needs, the marketing mix strategy need to pay more attention of pharmaceutical companies to achieve physician's satisfaction (Prashant et al., 2012). The framework of marketing mix (4P's) (product, price, promotion and place) has become acceptable marketing model in the all industries including pharmaceutical industry, because of the extraordinary effect on marketing practices (Gronroos, 1997: Kotler, 2005). In this research, the strategies of market mix include product, price, promotion and place. The selection of these strategies was based on the previous studies. However, to our knowledge; there are no previous studies on the effect of MM strategies on physician satisfaction in the pharmaceutical companies.
This study intends to contribute to the development of a conceptual framework that integrates marketing mix strategies, product, price, promotion and place and satisfaction in pharmaceutical industry. Specifically, the study investigates the relation between differences in marketing mix strategy perceptions offered by pharmaceutical companies and physician satisfaction. It reviews the literature on these two constructs and outlines the expected relationships. Appropriate measures are identified and research is carried out among drug consumers. Implications for theory development and marketing are discussed, limitations of the research are noted and possible areas for further research are indicated.
is the focus rather than customer acquisition (Kotler, 2005). Kotler (1994) importantly stated that "the key to customer retention is customer satisfaction".
According to (Kotler & Armstrong, 2006) the marketing mix is defined as 4P's namely the product, price, place and promotion. They are designed to influence physician decision-making and lead to profitable exchanges. In the pharmaceutical industry, empirical research showed that the aim of marketing mix strategy related to (4P's) product, price, promotion and place are to satisfy the consumers needs, the marketing mix strategy need to pay more attention to pharmaceutical companies in achieving physician's satisfaction (Prashant et al., 2012). Therefore, given the importance and complexity of the relationship between customers (physicians) and pharmaceutical manufacturers/suppliers, marketing mix strategy can be considered powerful tools in this context especially to develop and improve the physician's satisfaction.
2.1 CONCEPTUAL REVIEW
	This comprises combination and relationship of the independent and dependent variables of the research study and the paradigm of the study is plot as follows:
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This paradigm of the pharmaceutical product study.
This is the conceptual framework of the study and it shows the variables to determine how it correlate with customer satisfaction. 
2.1.1 MARKETING CONCEPT
	The marketing concept is the philosophy that form should analyze the need of their customers and then make decision to satisfy those needs better than the competition. Today most firms have adopted marketing concept but this has not always been the case. In 1770 the wealth of nations, Adam Smith wrote that the need of producers should be considered only with regard to meeting the needs of the customer. After the World War II the variety of product increased and hard selling no longer could be relied upon to generate sales. With increased discretionary income, customer could only afford to be selective and buy those product that precisely meet their changing needs and these needs are immediately obvious. The key questions became:
i. What do customer want?
ii. Can we develop it while they still want it?
iii. How can we keep our customer satisfied?
In response to this discerning customers firms began to adopt the marketing concept which involves:
i. Focusing on customers need before developing product. 
ii. Aligning all functions of the company to focus on those needs 
iii. Realizing a profit by successfully satisfying customer needs over long-term. 
These marketing concept relies upon marketing research to define markets segment, size and their needs. To satisfy those needs the marketing team makes decisions about the controllable parameters of the marketing mix.
2.1.2 MARKETING RESEARCH
	Marketing research is any organized effort to gather information about target markets or customers. Marketing research provides important information to identify and analyze the market need, market size and competition. Marketing research techniques encompass both quantitative techniques such as focus groups, in- depth interviews and ethnography, as well as quantitative techniques such as customer survey and analysis of secondary data. Research has cut across many discipline around the world, the purpose of research is to find solution to existing problems which affect the researcher or general public. There is no field which does not make use of marketing research as part of its activities to solve problems related to the discipline or the discovery of new things that are not in existence before. 
2.1.3 PHARMACEUTICAL INDUSTRY 
	Pharmaceutical industry is the commercial industry that discovers, develops, produces and market drugs or pharmaceutical drugs for use as different types of medicine and medications. Pharmaceutical industry may deal in generic or brand medications and medical device. They are subject to a variety of law and regulation that govern the parenting, testing, safety, efficacy and marketing of drugs. 
	Pharmaceutical industry is rather complex and controversial in todays world. According to Levy (1994) it is R/D and information service market. On the other hand the main aim of this industry is to increase the quality of people’s life and supply pharmaceutical that many people required in both developed and developing parts of the world. On the other hand the industry aims to earn profits and therefore has to address some ethical issues in their drug promotions.
	This industry contains several unique characteristics that differentiate it from other industries those are discuss below in greater depth.
	The pharmaceutical industry is one of the most regulated and controlled industries. According to Castagnoli (2008) the pharmaceutical industry character. Its products, messages, promo channels and even it audiences have been determined by governmental regulation and trade contentious.
2.2 THEORITICAL REVIEW
	Literature discusses various marketing research strategies for drug production (e.g Pharmaceutical sales representative visists, conference organize by pharmaceutical companies, website dedicated to health care professionalse.t.c.) 
	There is an ongoing debate in the literature regarding the role and prominence of marketing research in the pharmaceutical industry. One group of researches consider marketing research to be important, with positive effect in formulating strategies and decision making, most researchers believe marketing research serve as a necessary source of gathering information about the market. 
	Typically, marketing research is considered to be useful presenting newest information about marked, competition and predicting future trend in the pharmaceutical industry. Pharmaceutical industry derived information about several types of drugs, provide additional scientific information about new drugs e.t.c.
2.3 EMPIRICAL REVIEW
	Marketing research is a complex time consuming and costy process which must be used effectively. Researchers serve as key ingredients in making marketing decisions the interchanging role of marketing researchers and managers have place premium on marketing research. 
2.3.1 MARKETING RESEARCH AND PHARMACEUTICAL INDUSTRY 
	Marketing research is a management tool aimed at gathering information to solve marketing problem. It helps to identify consumers need in a dynamic market and how to meet those needs.
	Pharmaceutical industry is the commercial industry that engage in transferring raw material. Like raw herbs, chemical, high concentrated drugs e.t.c, into consumable drugs for consumers who may want to satisfy their needs through their production, hence the need for marketing research is essential in pharmaceutical industry such as Tuyil pharmaceutical industry limited as it gear up the company to embark on development of new products, it also afford the company the opportunity to know the strategies which the company can adopt to boast it sales volumes, marketing research provide the company with the opportunity to know the right place to charge for its product, as it enable the company to formulate its pricing policy, marketing research is also employed to enable the company to know the type of channel to use in getting it produce to the consumer in the market. 


2.3.2 CLASSIFICATION OF MARKETING RESEARCH 
	The types of marketing research product manager utilize in our quest is to find answers that will help business derive value. Marketing research is classified into the following:
(1) PROBLEM IDENTIFICATION RESEARCH 
Research that is undertaken to help identify problem that are, perhaps, not apparent on the surface and yet exist or are likely to arise in future. Example of provable identification research include-market potential, market share, brand or company image market characteristics, sales analysis, short range for casting, long range forecasting and business trend research.
(2)PROBLEM SOLVING RESEARCH 
	Once a problem or opportunity has been identified, problem solving research is undertaken to arrive at a solution, the finding of problem solving research are used in making decision that will solve specific marketing problems. Most companies conduct problem solving research. Issues addressed to problem solving research include-segmentation, product pricing and promotion and distribution research. 


2.3.3 OBJECTIVE OF MARKETING RESEARCH 
	Every company needs marketing research both profit and non-profit organization. Therefore they must have objective while conducting research.
	The objective will be geared towards the following.
(i) Identifying target customers
(ii) To alter the public on the service rendered by the company. 
(iii) To win competitors, remain on top  and gain more prospect for patronages 
(iv) To sale off company’s product and service extend variables such as general state of the economy, government policies, and broadsolio-cultural trends.
2.3.4 IMPORTANCE OF MARKETING RESEARCH
	Firms are increasingly recognizing the importance of marketing research because the environment of most firms is changing task and becoming highly competitive. The buyer or customers are becoming more sophisticated and discriminating. These conditions are making it difficult for organizations to survive and are compelling them to b more discerning in the facts data on which they base their decision that affect their customer patronage. There is a challenge not to only satisfy their customer needs and wants, but also to satisfy them more than other competitors. Any business hoping to achieve this, most improve on the quality of data that inform decision, hence, it will help to reduce uncertain surrounding marketing decisions. 
2.3.5	 LIMITATION OF MARKETING RESEARCH 	
	Firstly, very many time, marketing research tends to be fragmentary in its approach as a result of which it becomes difficult to have over all perspective in which a marketing problem is to be views and studies. 
	Secondly, marketing research is critized on the ground that it becomes too superficial and faculty in industry. In industry, marketing research is very often used by those who have had no formal training in the subject.
	Thirdly, there is an absence of meaningful dialogue between the marketing management and the marketing research team.
	Fourthly, marketing research is not exact science. There are several imponderables which come in the way of getting accurate results.
2.3.6 MARKETING RESEARCH PROCESS
	The following shows the stages of market research process:
(1) DEFINE THE RESEARCH OBJECTIVE/PROBLEM DEFINITION
	The first step on the research process is to define the research object. At this stage the management define the problem that he/she is attempting to solve. Here, the word problem does not have a negative meaning. It can mean a new opportunity. Exploratory research is one of the most common types of research used at the early stage of the investigative process. It is used to obtain a clear understanding of the situation or environment.
(1) SELECTION OF BASIC RESEARCH METHOD
	After defining the problem and formulating the objectives, the product manager shall design the research. This determines the way that we collect the data-survey questionnaires, interviews and observation even recording data studies are methods that can be used to gathered that data. 
(A)  SAMPLING
	A sampling is a subject from larger population “finding information about the characteristics of a population is an important objective for most types marketing research, information about the populations could be achieved by taking a sample. Proper and good samplings has the same characteristics of the population as whole.
(B) DATA GATHERING 
	During this stage, the researcher collect data. It may be obtained by human observation or a survey questionnaire, it can be over the phone or by face to face interviews.
(C) DATA PROCESSING AND ANALYSIS
	After gathering the data, the information must be converted into language that is understandable for the audience. At this stage the researcher edit and code, cheeks the data, coding means recording, categorising and interpretating the data. The second step to analyze the data. 
(D) DRAWING CONCLUSION AND REPORTING 
	The final stage in the marketing research process is reporting and drawing conclusion. It consists of a description and interpretation of the research results. A conclusion and also an approved recommendation 
2.3.7 ROLE OF MARKETING RESEARCH AND PHARMACEUTICAL PRODUCT.
	The nature and role of marketing research can be better understood in the light of the basic marketing paradigm. 
	The emphasis in marketing is on the identification and satisfaction of customer needs. Marketing research is the only way for business to obtain in-depth analytical information about the industry, the existing and likely future competitors and also providing information to investors pertaining to the extent of your product or service can help in solving the prevailing problem in the market, marketing research not only plays a vital role in enabling an organization to enter the market, it also plays a prime role in justifying undertaken by a business, in short marketing research acts a light house in guiding a company in not going ahead with a particular decision which would have resulted in a big loss of revenue for the organization or even affected the brand image of the company. Marketing research thus is indispensable for marketing department of a company. 



CHAPTER THREE
3.0 INTRODUCTION
	This data contains the step by step procedure that is used to conduct the research work.
3.1 RESEARCH DESIGN
	A research design is the step by step guide of the research procedure. The design adopted for the study is explanatory survey design. The explanatory survey design permits the use of a well-structured research instrument for obtaining primary data that was used for the study.
3.2	RESEARCH POPULATION 
	Population can be define as any group of people or object which are similar in one or more ways and which form the subject of the study. Research population implies the total number of people or things or organization in a specified geographical area. 
	The population for this research work consist all pharmaceutical companies in Ilorin metropolis. 
3.3	SAMPLE TECHNIQUE 
	The study adopted from November 2017 to July 2025 sampling techniques. 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 selected to form part of the study. The statistical formula adopted is 
N=Z2O2
      12
Where N= Sample size
Z = The research population
D = Standard Deviation 
D = Tolerance limit or allowable error 
Z = 30 total enumerator or cencus method
3.5	METHOD OF DATA COLLECTION 
	There are various sources of date which could be lakegovized into two main sources namely: The primary data and secondary data. The methods of data collection used for this study are both primary and secondary data. The primary data sources of data were structured interview and self administrated structured questionnaire which avoid manipulation and increase the quality of the research. A total number of questions were developed for the interview reviewed. 

3.6	RESEARCH INSTRUMENT 
	The survey instrument was adopted for this study. A well structured questionnaire and interview were used to measure the dependent and independent variables. 
3.7	VALIDITY OF RESEARCH INSTRUMENT 
	Both the content and the validity were put to use in this study. T validity of the research instrument was ascertained the rough except opinions and contributions as well as the approval of their supervisor in addition the research variables were validated using factors analysis. 
3.8	METHOD OF DATA PRESENTATION AND ANALYSIS 
	Method of analysis involved descriptive and inferential statics. The descriptive statistics described the property 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 these tools were selected because it has functionalities that accommodate the variable of internet.





CHAPTER FOUR
4.0	INTRODUCTION 
	This date is made of presentation and analysis about the discussed research.
4.1	DATA PRESENTATION 
	Data collected in the course of this research work will be presented in table and analysis is made on each table, responses from the management staff of selected companies are presented. 
4.2	TEST OF HYPPOTHES AND ANALYSIS 
	Analysis of data obtained from the respondent are as follows: 
TABLE 1: SEX DISTRIBUTION OF THE RESPONDENTS 
	SEX
	RESPONSE
	PERCENTAGE

	Male
	 42
	83%

	Female
	8
	17%

	TOTAL
	50
	100%


Source: Field Survey, 2025.
Analysis from the table above shows that 83% of the respondents are male while 17% are female. Male respondent are more than the female counterpart.
TABLE 2: AGE DISTRIBUTION OF THE RESPONDENTS
	AGE
	RESPONSE
	PERCENTAGE

	25-34 years
	33
	66%

	35-44 years
	8
	17%

	45 above
	8
	17%

	TOTAL
	50
	100%


Source: Field Survey, 2025.
	From the above analysis 66% of the respondent the age group of 25-34 years, 17% are 35-44 years which the remaining 17% falls with in 45 years and above the height range to respond to the questionnaire is between the age of 25 to 34 years i.e 66% of the respondent.
TABLE 3: MARITAL STATUS DISTRIBUTION OF THE RESPONDENTS
	STATUS
	RESPONSE
	PERCENTAGE

	Single
	8
	17%

	Married
	42
	83%

	TOTAL
	50
	100%


Source: Field Survey, 2025.
Analysis: Married respondent has the highest percentage more than single respondent from the data obtained.



TABLE 4:EDUCATION QUALIFICATION
	QUALIFICATION
	RESPONSE
	PERCENTAGE

	OND/NCE
	-
	-

	HND/BSC
	34
	67%

	MBA/M.SC
	16
	33%

	TOTAL
	50
	100%


Source: Field Survey, 2025.
From the data collected above 67% of the respondents have HND/B.SC qualification while 33% of respondents are MBA/M.SC qualification holder. Analysis: Those respondents with HND/B.SC are more than those with MBA/M.SC respondents.
TABLE 5: INCOME DISTRIBUTION OF THE RESPONDENT
	INCOME
	RESPONSE
	PERCENTAGE

	20,000-30,000
	-
	-

	30,000-40,000
	8
	17%

	40,000-50,000
	33
	66%

	50,000 and above
	8
	17%

	TOTAL
	50
	100%


Source: Field Survey, 2025.
Analysis: The respondents that earn within 40,000-50,000 are more than those who earn 50,000 and above those who earn 30,000 -40,000
QUESTION 1: Does your company engage in any formal marketing research?
TABLE 6
	OPTION
	RESPONSE
	PERCENTAGE

	Yes
	50
	100%

	No 
	-
	-

	TOTAL
	50
	100%


Source: Field Survey, 2025.
Analysis: It could be interpret that the company engage in formal marketing research as all the respondent agreed by saying yes to the question i.e all the respondent affirmed.
QUESTION 2: How often does your company carryout marketing research
TABLE 7
	OPTION
	RESPONSE
	PERCENTAGE

	Very often
	25
	50%

	Often 
	25
	50%

	Not often
	-
	-

	TOTAL
	50
	100%


Source: Field Survey, 2025.
Analysis: From the data obtained above it shows that 50% of the respondent said it is very often while other 50% said it is often no respondent go for not often in the questionnaire.
QUESTION 3: Did your company carryout any research work in the past five years.
TABLE 8
	OPTION
	RESPONSE
	PERCENTAGE

	Yes
	50
	100%

	No 
	-
	-

	TOTAL
	50
	100%


	Source: Field Survey, 2025.
Analysis: The data shows that their company carryout some marketing research in the past five years as all the respondents affirmed this by saying yes.
QUESTION 4: Was the conducted research objective (5) achieved.
TABLE 9
	OPTION
	RESPONSE
	PERCENTAGE

	Yes
	50
	100%

	No 
	-
	-

	Don’t know
	-
	-

	TOTAL
	50
	100%


Source: Field Survey, 2025.
Analysis: Most of the conducted research objectives where achieved as all the respondent (100%) testify in the questionnaire administered.
QUESTION 5: How would you rate the usefulness of marketing research to the pharmaceutical industry?
TABLE 10
	OPTION
	RESPONSE
	PERCENTAGE

	Very useful
	42
	83% 

	Useful
	8
	17%

	Not useful
	-
	-

	TOTAL
	50
	100%


Source: Field Survey, 2025.
Analysis: The largest percentage of the respondents agreed that marketing research is very useful to the pharmaceutical industry which 17% said it is useful. 
Question 6: Which of the following problems do you encounter most during your research study.
TABLE 11
	OPTION
	RESPONSE
	PERCENTAGE

	Non-disclosure of vital information
	33
	66%

	Low rate response
	8
	17%

	Inadequate
	8
	17%

	TOTAL
	50
	100%


Source: Field Survey, 2025.
Analysis: Non-disclosure of vital information is the major problem encounter during research study as it is agreed upon by the highest percentage of respondent.
Question 7: How many people are employed for your research department?
TABLE 12
	COMPANY CATEGORIES
	NUMBER OF STAFF

	Company A
	10

	Company B
	15

	TOTAL
	6


Source: Field Survey, 2025.
Analysis: From the data obtained from the two selected companies it is gather that Company A have selected ten (10) people in their research department while CompanyB confirmed that fifteen (15) people are there for research purpose in the company.
Question 8: What are their qualifications?
TABLE 13: Company A
	QUALIFICATION
	FREQUENCY

	Master/Phd
	1

	B.Sc/HND
	4

	OND/NCE
	3

	SSCE
	2

	Total no of staff
	15


Source: Field Survey, 2025.
Analysis: From the above data obtained in Company A it shows that the company has one (1) master holder, 4 B.SC/HND staffs, 3 OND/NCE qualification and 2 O’level certification holder in its research unit while it is made up ten (10) staffs.
TABLE 14: Company B
	QUALIFICATION
	FREQUENCY

	Master/Phd
	1

	B.Sc/HND
	5

	OND/NCE
	6

	SSCE
	3

	Total no of staff
	50


SOURCE: Field survey 2025
Analysis: The data above form company B reveal that the company B employed one (1) master staff, five (5) B.sc/HND holder, six (6) OND/NCE holder and there are three (3) SSCE staff for it research department all of these made the staff to be fifteen (15) in the research unit.
4.3 DISCUSS OF FINDINGS
	This part of research study is to interpret the result obtained from the data analysed it should be noted however, that the fact that some data accepted does not totally mean they are true i.e (they are true of vice versa) only mean that as far as the available evidence (data) is concerned, they appear to be the conclusion, since acceptance or rejected of any hypotheisis is based on the final result of he sample taken form the total population. It therefore appears that marketing research is of great use to the pharmaceutical industry. As it affords the companies to formulate strategies, decision makings, satisfying consumer, developing new product e.t.c
	It is reverse from the data collected that there are other impediments against research findings such as low rate response, inadequate funds as they all constitutes to the problematic factors of research funding.
	Also, it is discovered that finding based on data obtained in the case study (Tuyilphameceutical and other pharmaceutical companies, that they all operate separate research unit in their companies for the purpose of marketing research, having research department has really help their respective companies to have deep knowledge about the market needs and afford them (companies) to meet those needs of the market.)



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.0 INTRODUCTION
	This chapter is on the summary, conclusion and recommendation of the research study, as to what effect the study has on the case study pharmaceutical industry to general.
5.1	SUMMARY OF FINDINGS
	The main objectives of the research study is on the effect of marketing research in the decision making of pharmaceutical industry. Also to identify what actually constitute marketing research challenges facing pharmaceutical industry. It is discover however form the findings of this research study that most of the pharmaceutical industry engage in all form of marketing research as it helps them to have deep understanding about the marketing problem and provide best internal solution to the problem of he market. Based on the finding it also appears that marketing research is very important to the pharmaceutical industry as it serve as instrument used in formulating strategies, take proper and effective decision, develop new product modify existing product and study the need of the market. Tuyil pharmaceutical industry ltd. Attached importance and appreciate marketing research as they have spate department and equipment staff for marketing research as they have separate department and equipment staff for marketing research activities of the company. This put them a little more better in term of research compare to other pharmaceutical industry within the area where they are located. With all the significance of marketing research to the pharmaceutical industry.
	It is however discovered from the findings that some of the problem still affect its effectiveness in the company among which is non-disclose sure of vital information, inadequate fund, low rate of response and lack of research equipment etc. 
5.2	CONCLUSION 
	Based on the analysis of the data obtained, the research is able to make a conclusive statement about the significance of marketing research to the pharmaceutical industry as follow i.eTuyil pharmaceutical industry and many other pharmaceutical companies that carryout marketing research fairy regularly with view of formulating strategies and to have full understanding about requirement of marketing. Marketing research is highly appreciated by most of the pharmaceutical industry has it helps them to competitive edge or advantages in the marketing environment marketing research as tremendously help Tuyil pharmaceutical industry ltd to know and meet the requirement of the market statistically, also it contribute to the survived of the company. 


5.3	RECOMMENDATIONS 
The following recommendation are made based on the findings from the research study. 
The pharmaceutical industry should adequate finance and equip marketing research activities in its company finance and better research findings to solve company goals and for effective decision making.
They (pharmaceutical industry) should also try as much as possible to indicate in the mind of the worker that research exercise will be beneficial to them in the long run. Tuyil pharmaceutical industry ltd. Should strengthen it research department through adequate or sufficient finance to recruit more research staff and provide facilities to research department in order to meet up with changes and challenges in the market environment. Tuyil pharmaceutical industry lts, should use modern equipment in carrying out research activities in the company so as to enhance better result. Pharmaceutical industry should place good information gathering and treatment as one of this provinces such it is obvious that without marketing information system, management is bind to the constant effect of marketing forces. 	
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