EVALUATING THE MARKETING RESEARCH’S EFFECT

ON ORGANIZATIONAL PERFORMANCE
(A STUDY OF UNITED BANK OF AFRICA PLC, ILORIN)
[image: image1.png]Marketing Research

/

L

|

I

Product
Research

Customer
Research

Pricing

Research

Sales and
Distribution
Research

Promotion
Research




BY
OGUNDIJI KEHINDE OLUWAGBEMILEKE
ND/23/BAM/PT/0820 
BEING A RESEARCH PROJECT SUBMITTED TO THE DEPARTMENT OF BUSINESS ADMINISTRATION, INSTITUTE OF   FINANCE AND MANAGEMENT STUDIES

IN PARTIAL FULFILLMENT OF THE REQUIREMENT FOR THE AWARD OF  NATIONAL DIPLOMA (ND) IN BUSINESS ADMINISTRATION, KWARA STATE POLYTECHNIC, ILORIN.









JUNE, 2025
CERTIFICATION

This is to certify that this project has been read and approved as meeting part of the requirements for the award of  National Diploma (ND) in Business Administration and Management in the Department of Business Administration and Management, Institute of Finance and Management Studies (IFMS), Kwara State Polytechnic, Ilorin.

--------------------------




--------------------------

MR. ADAM M.N 




             Date

(Project Supervisor)

--------------------------




--------------------------

MR. KUDABO, M.I





Date

(Project Coordinator)


--------------------------




--------------------------

MR. ALAKOSO, I.K




Date

Head of Department (HOD)

--------------------------




--------------------------

External Examiner





Date
                                           DEDICATION
 
This project is specially dedicated to Almighty God who crown all human efforts with success and who spare my life throughout this course I also dedicate this project to my parents MR. & MRS. 
                                          ACKNOWLEDGEMENT
First and foremost, my gratitude goes to God Almighty, who has been so merciful and generous in my life.

I am highly indebted to my parents who have vowed to leave no stone unturned in their quest to give me formal education.  May God bless them.

Last but not the least, when a tedious job has been done, one has to refer back and think who and who contributed towards the success of the job.  As a matter of fact, I must acknowledge my debt of gratitude to my project supervisor, MR. ADAM MOHAMMED without whose diligent guidance and advice this study would not have seen the light of the day.

I also wish to place on record the invaluable help and commitment rendered by my friends and well-wishers for the moral and financial support given to me throughout the course of my study.
My sincere thanks go to all those who have assisted me in one way or the other during the collection of materials and data necessary for the research work who in spite of their crowded responsibilities still had time to provide me with a good number of relevant materials for this work. 

Finally, my special thanks go to my parents MR. & MRS. OGUNDIJI also to my humble sisters and brothers for their understanding, love, caring and financial assistance in the time of difficulties throughout the period of my staying in the school.

My prayer is that God will reward those that contributed immensely for me towards this project directly or indirectly.


TABLE OF CONTENTS

Title page









i

Certification









ii

Dedication









iii

Acknowledgement








iv

Abstract









v

Table of Contents 








vi

Chapter One:- Introduction

1.1
Background to the study






1

1.2
Statement of the Problem 






2

1.3
Research Questions







3

1.4
Objectives of the Study






3

1.5
Research Hypotheses






3

1.6
Significance of the study






4

1.7
Scope of the study







4

1.8
Definition of Terms







4

Chapter Two:- Literature Review

2.0
Introduction








6

2.1
Conceptual Framework






6 

2.2
Theoretical Framework






25
2.3
Empirical Review







26
Chapter Three: Methodology

3.0
Introduction








28

3.1
Research Design 







28

3.2
Population of the study






28

3.3
Sample size and Sampling Techniques 




28

3.4
Methods of Data Collection





29

3.5
Instruments of Data Collection 





29

3.7
Methods of Data Analyses






29

3.8
Historical Background of the study




29

Chapter Four: Data Presentation, Analysis and Interpretation

4.0 
Introduction








30

4.1
Analysis of Findings






30

4.2
Testing of hypothesis






36

4.3
Discussion of Findings

Chapter Five: Summary, Conclusion and Recommendations 

‘5.1
Summary of findings






43

5.2
Conclusion








43

5.3
Recommendations







44

    References          



                                 

    46
CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
Business management refers to the planning, organizing, directing and controlling of human and economic resources to achieve specific objectives of organizations (Onah & Thomas, 2004; Thierauf, Klekamp & Geeding, 1977). Effective planning requires accurate information derived from marketing research. Marketing research is the systematic and objective identification, collection, analysis and dissemination of information for the purpose of assisting management in decision making (Malhotra, 2002). It applies scientific methods in data collection and analysis for the test of prior notions or hypotheses. It aims at providing accurate information that reflect the true state of affairs of organizations. There are two dimensions to marketing research, namely; problem identification research and problem-solving research (Abugu, 2014). 

Problem identification research is undertaken to identify problems which are not apparent on the surface and yet exist or likely to arise in future, e.g. market potential, market share, sales analysis, forecasting and business trends. Problem solving research refers to any research undertaken to solve specific marketing problems like product pricing, promotion and distribution. The findings of the problem-solving research are used to make decisions about designated marketing problems. Marketing research develops, interprets and communicates decision-oriented information to marketing practitioners (Abugu, 2014). Through the provision of relevant information, marketing research eliminates uncertainties and links the marketing variables with the environment and consumers.
Marketing research provides information on controllable and uncontrollable factors and enhances the effectiveness of decisions made by marketing managers (Twedt,1983). Marketing decisions depend on research information to succeed, withstand competitions and other external pressures. However, in a developing business environment like Nigeria, total reliance on marketing research to make decisions is rather risky because research results are not hundred percent correct (field survey). Being cautious on how marketing research findings are used, however, should not undermine their relevance and diminish the need to conduct marketing research. While making business decisions without research findings may work in the short-run, failure is inevitable in the long-term without continuous efforts at assembling accurate information. The extent to which marketing practitioners apply marketing research findings in decision making in their organizations defines its overall effects or impact and is what this study seeks to address, among others.
Today’s world is characterized by major changes in market and economic conditions, coupled with rapid advances in technologies. Companies invest in marketing research on Product Development (PD) to ensure future success in the market. However, most marketing research on new products development are often more likely to fail than to succeed, addressing changing tastes with new products is essential in maintaining customer loyalty, so that good PD becomes a key factor in competitiveness. New products development can succeed if company change the way they do marketing research. (Hollingsworth 1996, and Jeffery 1998) recommended that NPD strategies and process should change to follow changes in market and technology. It is widely recognized that effective new product development (NPD) processes are causally important in generating long-term firm success (Cooper, 1993; Ulrich & Eppinger, 1995; Wheelwright & Clark, 1995). 
They can lead to a core competence that either differentiates a firm from its competitors (Prahalad and Hamel, 1990) or provides a threshold competency that is necessary just to survive in fast-changing and innovative industry sectors. Given the importance and value of NPD to firm performance, researchers have developed descriptive frameworks based on linear, recursive, and chaotic system perspectives, which provide different insights and descriptive theories about NPD process structure and behavior. These are then often the basis for normative research, which seeks to predict and prescribe causality in NPD processes (Griffin, 1997).
Problems in conducting effective marketing research on NPD are magnified in many major industrial countries, where spending on research and development, and management of NPD may be even less favorable. However, while some research on NPD in the developing world has begun to appear, NPD success factors have received some research attention, usually higher technology industries provide the context. Developing countries are quite competitive in some industries, which do not require advanced technology, but they still need to do marketing research on NPD to keep up with market trends. 
Marketing research on NPD may not necessarily be applicable in the lower-tech industries where these industries hold competitive advantage, we examine the impact of marketing research in NPD in industries. Management is often confronted with the dilemma whether or not to invest in a particular stage of the new product development (NPD) program, given market and technology uncertainties surrounding such a decision in current markets, most of all technology-driven or high-tech markets (Moriarty & Kosnik, 1989). The changing economic conditions and technologies combined with increased domestic and global competition, changing customer needs, rapid product obsolescence and the emergence of new markets, require a fast resource allocation process in NPD; see (Bower & Hout 1988, Griffin 1993, Gupta & Wilemon 1990 & Rosenau 1988). At the same time, market and technology uncertainty demand for flexibility in the program; see (Sanchez 1995, Wind & Mahajan, 1995).
To remain competitive, we must focus more on value added products in the future, which will require increased investment in marketing research. Modern retailing and changing consumer preferences foster demand for products with better quality, longer shelf life, and better packaging. Foreign brands which were previously imported for a high-income minority are now manufactured locally and affordable to the average. 
NPD is probably the most important process for many companies as it improves and develops the company’s innovativeness. In essence, NPD is a source of attracting customers once the developed products have a high quality.
In business, new product development (NPD) is the complete process of bringing a new produc

 HYPERLINK "http://en.wikipedia.org/wiki/Product_(business)" t to market. A product is a set of benefits offered for exchange and can be tangible (that is, something physical you can touch) or intangible (like a service, experience, or belief). There are two parallel paths involved in the NPD process: one involves the idea generation, product design and detail engineering; the other involves market research and marketing analysis

 HYPERLINK "http://en.wikipedia.org/wiki/Marketing" . Companies typically see new product development as the first stage in generating and commercializing new product within the overall strategic process of product life cycle management used to maintain or grow their market share.
The process of NPD is crucial within an organization, but it is a complicated and time-consuming process in which several different activities are involved. NPD is commonly defined by a number of researchers as the transformation of a market opportunity into a product as a result of the integrative coupling of market assumptions with technological possibilities (Krishnan & Ulrich, 2001, Griffm & Hauser, 1992, 1996). The Product Development and Management Association (PDMA) in 2006 defined NPD as an overall process of strategy, organization, concept generation, product and marketing plan creation and evaluation, and commercialization of a new product. This means that NPD is a process that begins with opportunity identification and ends with a set of information that adds value to customers and brings returns to an enterprise.

1.2   Statement of the Problem

Marketing research is a crucial aspect in new product development it’s the very first step to which determines the success of any product. It acts as the foundation and cornerstone of any product. Unfortunately, the impact of marketing research is the aspect that receives the least attention; business need not only rely on promotional strategies, but have to fine tune their marketing research programme with view of improving the quality of their product. To obtain the desired and appropriate results from marketing research, an organization must be guided by certain plans to satisfy all or at least most of the company objectives for it to be worthwhile. Thus, marketing research  if well-defined and formulated has an impact on new product development of an organization and extent to which the firms put marketing research into practice or effect in solving their marketing problems is what this study intends to examine. Marketing research is now widely accepted as one of the most important assets possessed by organization.
The terms market research and marketing research are usually interchanged by marketing practitioners. While market research is concerned specifically with markets, marketing research is all about marketing process (McDonald, 2007). Some marketing scholars are of the opinion that the impact of marketing research on the practice of business management is not much. According to Poster and Mckibben (1988), if impact is measured in terms of whether managers are directly influenced in their day-to-day actions by the latest research findings or scholarly books, then one would have to conclude that such effects are virtually nil. The academic system has been blamed for the non-impact of research on practice. The system emphasizes research and publications regardless of their significance for managers (Anderson, 1992; Mason, 1990). 
Venkatesh (1985) described this situation as “Crisis of Relevance” and concluded that theories of researchers are not perceived as useful because marketing practitioners want their everyday problems solved and marketing academics cannot perform this function. The traditional marketing departments laid emphasis on empirical research, data analysis and quantitative modelling (Venkatesh, 1985). Most research findings do not reflect the marketing manager’s language or business realities. Managers want complex problems solved as simplified representations and with clarity.

Marketing research outputs may be logically correct but practically incorrect. Academic marketers are fond of judging theories by process and not the relevance of the content (Venkatesh, 1985). Some research findings focus on strategies and not tactics and do not offer practical guidance for their implementation. The marketing researchers focus on problem formulations whereas marketing practitioners(managers) are concerned with problem solving. Managers are confused with the research findings they find difficult to interpret. Marketing researches that provide management with relevant, accurate, reliable, valid and current information for decision making are what the marketing practitioners’ desire. Sound decisions are not based on management feeling, intuition or even pure judgment but on well-articulated research findings. Based on good research outputs, marketing managers make decisions about potential opportunities, target market selection, market segmentation plan and implement marketing program while assessing marketing performance. The extent to which marketing research has affected business decision making in Nigerian Manufacturing firms constitutes the core of this study.

1.3
Research Questions

i. What is the impact of marketing research on sales performance?

ii. What is the effect of marketing research on organizational profitability?

iii. What is the relationship between marketing research and organizational growth?

1.4
Research Objectives

The broad objective of this study is to examine the impact of marketing research on manufacturing industry. The specific objectives are to:

i. To examine the impact of marketing research on sales performance

ii. To examine the effect of marketing research on organizational profitability

iii. Examine the significant relationships between marketing research and organizational growth
1.5 Research Hypotheses

Ho1:
Marketing research does not have impact on sales performance

Ho2:
Marketing research does not have effect on organizational profitability

Ho3:
There are no significant relationships between marketing research and organizational growth
1.6
Significance of the Study

The important area focused by the study is the impact of marketing research on product development; it is intended to achieve two aims; to contribute to both theory and practice of marketing in Nigeria.
One of the greatest and surest ways of achieving customer satisfaction is the planning and implementation of proper marketing research programme in any business organization.
Moreover, the new marketing concept emphasizes on customer satisfaction and integration in the organization towards achieving the single purpose. Therefore, to make these possible, marketers must research properly so as to know the changing need of their customers and the activities of their competitors.
Also, the need to re-examined other tools which could be used to reduce the high rate of product failure instead of relying heavily on promotional activities with other tools in marketing to establish whether or not new product will be accepted in the market, it will also expose other areas that have inherent characteristics that make marketing research inevitable instrument for product development.
To contribute to the theory, there are several factors that affect new product development like promotion, prices, distribution and marketing research but most organization are not interested in research as it is said to be too expensive not only looks outwards to existing and potential markets, the customers (or market place), the competitive environment but also inwards at the ways in which the organization respond to the demands of the market place.
Survival is the key objective of most organization; today’s world is characterized by major changes in market and economic conditions, coupled with rapid advances in technologies.

1.7
Scope of the Study

This study is analytical in nature to Product Development performance of manufacturing firms found in production companies; the reason behind this delimitation is because the study intends to assess the impact of marketing research on Product Development performance of manufacturing firms as study of International Tobacco Company, Ilorin.
The scope of this study is limited in four respects: the unit of measure for this research, the classification of the firm, the type of technology of the firm and identification of firms for the study. First, consider the unit of measure for this research. From the literature it can be seen that the unit of measure common to new product development research is that of the „product‟. However, a different approach is taken for the purpose of this research in that the unit of measure is the „firms‟. The rationale for this approach is that unlike larger and established firms where an individual product development project is usually one amongst a number of projects, in the case of this, it is more common that there is no single product development project upon which the firms is based. Therefore, product development success or failure can be measured in terms of firms‟ success or failure. 

 1.8   Definition of Terms
The terms used in this study may carry slightly different meaning, we therefore consider it necessary to define item to suit the context to which they are used in this study.

Marketing Research: Marketing research is the function that links the consumer, customer, and public to the marketer through information– used to identify and define marketing opportunities and problems; generate, refine, and evaluate marketing actions; monitor marketing performance; and improve understanding of marketing as a process.

Marketing research specifies the information required to address these issues, designs the method for collecting information, manages and implements the data collection process, analyzes the results, and communicates the findings and their implications. (Approved October 2004)
It’s very necessary in an industry as it provides the entrepreneurs the necessary information before any serious decisions are made.

Product: is a very important element of the marketing mix. Product is a bundle of utilities consisting of various product features and accompanying services which are made up of set of tangible and intangible attributes. 

New Product: Is item really innovation, truly unique in which there is a real need but for which there is no existing substitute is generally considered satisfaction. Replacement for existing product involving a significant differentiation from articles. Initiative product which are new to your company but not new to the market.  

Want: are desires for specific satisfiers of need which are person culture and the way he is brought up.

Product Planning: is the ongoing process of identifying and articulating market requirements that define a product’s feature set. Product planning serves as the basis for decisions about price, distribution and promotion. Product planning includes developing a product concept and testing it.

Promotion: is any technique that persuasively communicates favorable information about a seller’s product to potential buyers either directly others who can influence purchase decisions. 

Marketing: is the performance of business activities which direct the flow of goods from the producer to the consumer or user in order to satisfy customers and accomplish the company’s objective.

Price: is the amount of money which is needed to acquire and exchange some combined assortment of product and its accompanied services.

Distribution: is concerned with the activities involved in transferring the goods from the producer to the final buyers and users. These activities could be classified as physical, legal, promotional, and financial, all performed in the course of transferring ownership.

Packaging: is the general group of activities in product planning which involves designing and producing container paper for a product?

CHAPTER TWO

LITERATURE REVIEW
2.0 Introduction

This chapter discuses various concepts related to the study such as marketing research, new product development, organizational performance and the likes, it examined the theories related to the study and ended with an empirical review of related studies.


2.1
Conceptual Framework
2.1.1
Concepts of Marketing Research

Marketing research is the device used in the marketing field by management to solve problems and make marketing decisions (Tarka, 2018). It is a means to sound decision and conclusion as the objective is to furnish an organization with necessary evidence and facts to base their decisions. Marketing Research provides managers with principles which can be carried over from one marketing condition to another and this can be of use in making predictions and judgments. It also provides analytical tools based on logic mathematics used in making decisions.
Research according to Leedy and Ormond (2010) is a systematic mission for undiscovered truth. It is a way in which we solve complicated problems in an attempt to push back the frontiers of human ignorance. He further sees research as a manner of thinking, a manner of looking at the accumulated fact so that a collection of data collected speaks to the mind of the researcher carrying out the study.
Research can be well thought-out as systematic ways and procedures through which we strive to arrive at reality, it can, therefore, be defined as systematic findings aimed at obtaining ample knowledge about the subject being observed (Arowomole, 2012). Osuala (2001) suggest that research is the practice of reaching a dependable clarification to problems through the deliberate and systematic collection, analysis and interpretation of data collected.

Marketing research is defined as the actions that link the consumers and the public in entirety to the marketer using information (American Marketing Association). Through this information, marketing opportunities and challenges are identified and defined to create, process, and appraise marketing plans; for examining marketing performance and to develop a better thought of the marketing process. Leedy and Ormond (2010) Marketing Research can also be referred to as the methodical discovery, gathering, analysis and distribution of information to foster management decision-making activities in terms of identifying and proffering solutions to the problems and opportunities in marketing. The main purpose of marketing research is to discover and examine how varying components of the marketing mix influence customers’ behavior (Geral & Scott, 2010).

Furthermore, broad research will allow the company to know about the product imperfections (if there are) and perfection (meeting customers’ needs). It also tries to offer correct information about the true state of affairs. Owing to the use of marketing research, a company can prepare feasible marketing plan and assess the success of its existing plan (Churchill & Lacobucci, 2013).

As a working definition of this study, marketing research is defined as a logical and objective gathering and analysis of data regarding a targeted marketing audience and marketing environment with the sole aim of broadening organizational knowledge of its target market. Marketing research provides varieties of data (related and non-related), which are necessary in many decision-making processes. Marketing research is a continuous activity; it is not a one-time activity.

2.1.2
Main Divisions of Marketing Research

Marketing research covers many aspects involving the marketing of goods and services with the ultimate goal of obtaining thorough and complete information about the factors that are probably influencing demand for products and services. 
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It is important to differentiate broad divisions of these responsibilities, though, these tend to be rather arbitrary and it will be unrealistic to expect a water-tight compartment (Chisnall, 2005).
Product Research: This is concerned about identifying products which can be manufactured employing the available technology, and retrieving information about the market demand for new and innovative products that can be offered by future technology.
Product research also encompasses new products design, development and testing, improving existing products and making a forecast of a possible change in market trends, product performance, material inputs and so on. Included in this assessment will be pricing studies, pack acceptability and product performance, visual appeal, comfort, etc.
Customer Research: Customer research investigates into buying-behavior, examining the socio-economic, cultural and psychological factors affecting buying decisions either at customer level, trade distribution level or at the industrial level. Customer research also attempts to explain customer preferences which are the expectations, likes, dislikes, motivations and inclinations that drive customer purchasing decisions and behaviours. They match customer needs in explaining customer behaviour. Appealing to the preferences of customers is a fundamental marketing technique that is important for branding, product development, distribution and customer experience. The following includes types of customer’s preferences; convenience, user interfaces, risk, values, sensory, time, customer experience and so on. The other social sciences-sociology, anthropology-can provide extra valuable knowledge of buying behaviour, so research should be all-inclusive and involve many facets. As already observed, it is likewise important to collect both qualitative and quantitative data.
Pricing Research: All businesses must make decisions concerning the pricing of their goods and services. Pricing is a critical factor which affects the business success and is a potent marketing mix tool among the four Ps (Product, Price, Place, Promotion). These inputs are necessarily interconnected and an effective blend is at the heart of successful marketing. Pricing should be approached both analytically and creatively. Costs form the basis on which price is built and these must be known. But equally important is knowledge about the nature of demand, competition level, a technological development that may result in substitute materials, etc. Pricing can be used to position a product relative to competitors’ offerings. This suggests that some reliable information should be collected about competitive products specifically related to market segments. Price is an indicator of quality and should, therefore, be evaluated for benefits which they offer buyers, and ideally, these should have been developed from objective knowledge of the expectations of certain types of buyers or users.
Sales Research: Used complementarily with distribution research, it involves a detailed analysis of the activities involved in selling a company’s product. Complementarily, distribution research assesses the company’s selling arrangement to identify several other distribution methods. The company’s market position should be evaluated in comparison to its competitors. When an organization is losing sales and sales trend is stable or improving, research should be aimed at discovering the reason for the company’s failure to maintain a trend and account for possible causes of extra sales recorded. How effective the distribution plans and sales force is should also be checked, causes of variation in consumption level should be identified, which could be due to economics and political situation as well as social advancement and government legislations.

It covers sales forecasting, quota selling, sales territory design and other sales-related activities. It analyses sales volume, salesman performance data, new product performance in test markets, opinion on customer-related product data etc.

The purpose of this research includes:

i. Analyzing salesmen’s training

ii. Testing new sales techniques

iii. Measuring the salesman’s effectiveness

iv. Studying sales compensation

v. Assessing market potential.

vi. Analyzing methods of setting sales quota and sales territories.

vii. Estimating the size of the market.

viii. Studying Market segmentation

ix. Estimating demand for product.

Promotion Research: This involves testing and evaluating the effectiveness of the various measures used in promoting a company’s products or services. These activities include exhibitions, public relation campaigns, merchandising aids such as show cards and point-of-sale stands, consumer and trade advertising, special promotional offers, etc. There are varieties of media available in most developed communities; televisions, press and magazines, cinema, radio, posters, exhibitions, etc. and the wide choice of media is difficult in practice. Promotion research also identifies the most favorable program elements to improve profit. There are several ways to promote products, but each may have different impacts on the organizational bottom line. The challenge here is to choose the blend of promotions that has the highest Return on Investment (ROI) and Return on Objectives (ROO). So many variables affect purchasing decisions that only in few cases can the real sales effectiveness of advertising be known with certainty.

The purpose of this research is to develop the most appropriate advertisement and promotion schemes and evaluate their effectiveness.

The broad areas include:

i. Advertising copy research

ii. Media research

iii. Assessing the effectiveness of advertising

iv. Assessing the efficacy of sales promotional measures.

2.1.3
Problems of Marketing Research

According to Carlos and Josmel (2017), classifying information sources and reliability of information obtained from these sources is a challenge for information managers who must create a match between Information Management (IM) and Marketing Management due to practically beneficial implications of the use of information in marketing. However, engaging in marketing research is a practice recommended to all firms which sometimes doesn’t turn out well in the process. Sometime, the motives for carrying out marketing research may not be reached due to some of the reasons identified by Ojo (2003) and these include:

1. Haste: In a bid to achieve several goals in just a short period of time, many companies end up adopting shortcuts and tend to use outdated data which always yields erroneous output.

2. Insufficient cash: Financial limitations may reduce the number of times research activities are conducted, resulting in misleading conclusions. Very often than not, research activities are dismissed prior to attainment of the objectives for which they are setup.

3. Unsuitable methodology: Research outputs may be inaccurate due to errors in research design, sampling or even inadequate understanding of subjects interviewed.

4. Inconsistencies in data analysis: At times, inexperienced managers tend to just concentrate on the information they are on a lookout for while neglecting the possibilities of obtaining other useful information.

5. Incorrect information: Sometimes, due to personal reasons, some subjects of research may give out wrong information while being interviewed which is a major cause of inappropriate results.

6. Seasonality: Research about products that are only consumed in certain seasons may not be effective in seasons when the products are not available.

7. Illiteracy: Many people are sufficiently educated and may not appreciate the value of any research undertaking.

2.1.4
Marketing Research Process

The marketing research processes simply refers to the systematic steps or process to be taken in the conduct of marketing research. It involves a range of inter-connected activities which intersect in no particular order. Research often requires thinking several steps ahead of the information obtained. The various steps involved in marketing research are inter-twinned and each step has some impact over the succeeding step:

Source: Churchill & Lacobucci (2013)[image: image3.png]



i. Problem formulation/identification: The first step in the conduct of research is to clearly define the problem an organization is currently facing. This should be done in a way that the problem will not be broadly or narrowly defined. To clearly define a problem, the objective and the situation surrounding a given request for information must be properly identified. This is because it is only when a problem is clearly and precisely defined that research can be conducted to provide the required information.

ii. Determining the research design: This is the stage to design the plan or strategy to be used in collecting and analyzing data. The source of data and research design to use depends on how much is known about the problem to be solved or investigated; explorative research design is required. Explorative research design involves reviewing published data, interviewing knowledgeable data, conducting focus groups etc. On the other hand, if the problem is clearly stated, descriptive or causal research is required.

iii. Design data collection methods and forms: This is the stage to design and specify the methods of data collection to be used in the conduct of the research. There are two methods to be used: primary sources and secondary sources. The primary sources are the information gathered by the researchers through a questionnaire, interviews, focus groups, observation and experimentation. While the secondary sources are not gathered for the current study but for other purposes.

iv. Design sample and collect data: At this stage, the researcher is expected to design and specify the research sampling frame, sampling method and sampling size. Sampling frame is the list of the population element from which the sample will be selected. Sampling method refers to the technique that will be used to select sample from the population element. It may be probability sampling techniques and non- probability sampling techniques. Sample size refers to the actual number of a population element that will be investigated. Once the sample designs are specified, the data collected is the next. Data collection is the process of collecting required data from the target sample through a specified method of data collection.

v. Analyze and interpret data: This stage involves the extraction of relevant findings from the data. Data analysis involves editing, coding, tabulating and running the required statistics. Editing refers to the process of ascertaining if the collected data is complete and consistent with the instruction provided while coding refers to the process of assigning numbers to each of the responses in order to analyze them. Tabulation refers to the process of presenting in tabular form. Statistics are analytical techniques such as chi-square, conjoint analysis, factor analysis, linear programming, t-test, etc. that can be used to analyze data.

vi. Prepare the research report: The research report is the document submitted to the management that summarizes the research results and conclusions. The report should generally begin with a brief statement of the problem and those major findings relevant to the main marketing problem facing the organization or management. This report should be written in a simple language and be straight forward. It should also mention any limitations in the cause of the investigation.

In today’s marketing research activities, it is important to note the relevance of social media technology in interacting with consumers and gathering data. This helps market researchers to become more efficient by combining data from various sources in order to reach a general decision that applies to a sphere of customers’ categories (Nyukorong, 2017).

2.2
Theoretical Framework

The following are the theories that were reviewed for the purpose of this study; Resource- Based Theory, Agency Theory, Conflict Theory, Experiential Learning Theory

2.2.1
Resource-Based Theory

A resource-based view argues that competitive advantage is retained through the firm’s possession of a unique bundle of resources (Conner & Prahalad, 1996). Resource-based view connotes how enterprise owners develop their enterprise out of resources which they possess from the onset or which they had access to (Dollinger, 1999). Resources as a concept was broadly perceived as ‘the key strength/weakness of an enterprise (Wernerfelt, 1984). Resource based theory is concerned with the fundamental questions of how greater performance is attained in competition against other organizations within the similar market and it is established that greater performance arises from acquisition and exploitation of unique resources available to a business.
Another point worthy of note in the resource-based approach is how critical a venture’s capabilities is in dictating firms’ performance. Resources are renowned as a critical precursor to improving firm’s performance (Wernerfelt, 1984). Resource-based theorists have reiterated that firms may retain competitive advantage using strategic marketing as a tool for winning competition (Michalisin, et at 1997).

2.2.2
Experiential Learning Theory

A manager must be capable of recognizing the needs of his business. To this end, needs analysis through the adaptive competence approach relies heavily on Experiential Learning Theory (ELT) (Dunning, Kogut and Blomstrom 1991) viewing the employee and the job commensurately. This approach is placed on the foundation that learning, adaptation, and problem-solving activities are very related and that these processes are required in all jobs. Therefore, describing both the employees’ adaptive skills and requirements of the job from the standpoint of learning, one can identify and define the adaptive or interactive processes occurring in every work setting.
This theory theorizes the process of learning in a manner that variations in learning approaches and conforming learning environments is easily identified. Adoption of the adaptive competence approach relies on the principle that the emblematic needs analysis at the employee level represents jobs in one set of terms (i.e. job specifications), and employees’ personal traits and characteristics are thought of on the other hand.
However, this study anchors on Resource-based theory, as it portrays that strategist choose from a wide range of strategies or competitive positions that best fits the exploitation of their firm’s capabilities and resources in relation to opportunities offered by the external environment. The resource-based approach presents strategists with the tool for evaluating factors that should be deployed in order to gain a competitive edge. In addition, resource-based theory directs management attention to the firm’s resources in a bit to identify the assets and competencies that can be combined to attain greater competitive advantages.

2.3
Empirical Framework

Yinusa (2020) examined the impact of marketing research on organizational productivity. The research design used in this study is the survey method by means of a questionnaire. A well-designed questionnaire (234) was distributed to respondents in Ilorin metropolis, Kwara State, Nigeria. Multiple regression analysis was used to analyze data obtained from the distributed questionnaire. Findings of the study revealed that sales research have a significant effect on market performance (B=0.312, p-value= 0.000 < 0.05); the relationship between Sales Information and market performance was significant (B=0.519, p-value= 0.000 < 0.05); promotion research have an impact on customers preference. It was established that, the relationship between advertising and customers’ preference was significant (B=0.168, p-value= 0 < 0.05); the relationship between packaging and branding and customers’ preference was significant (B=0.668, p-value= 0 < 0.05). The result implies that there was a statistically significant positive relationship between market analysis and organizational productivity. It was concluded that sales research, promotion research, and marketing research had a significant influence on organizational productivity. This study further recommended that certain aspects of marketing research are important in an effort to achieve the productivity objectives of the organization. The important factors identified in this study are product research and market analysis.
Dike (2015) conducted research on the impact of marketing research on business management. The study investigated the degree of the impact marketing research has on business management. The survey method was employed to obtain data from a sample size of 390 using stratified sampling, simple random, convenience and judgmental sampling technique from Academic Marketers, Marketing Practitioners and Marketing Students were from the National Institute of Marketing of Nigeria. Data was collected from primary and secondary sources by conducting in-depth interviews with selected members of the sample size. The questionnaire in a five-point Likert scale format was also designed for data collection. The hypothesis of the study was tested with one-way ANOVA and computations were done using Minitab software methods at 0.05 level of significance. The research work concluded that, every area of business decision requires support from a varieties levels of marketing research to reduce risks and improve making definitive statements about the markets. The research work later recommended that, because the reliability of the marketing research industry is at stake, reliability of the information gathered or data collected are crucial. To tackle the issues of unreliable research findings, jobs must be repetitive, costs notwithstanding. The attention should be on generating valuable research data which will improve strategic decision making for the marketing practitioners.
Asha (2017) research aimed at establishing the impact of marketing research practices on the performance of cement manufacturing firms in Kenya. The researcher adopted descriptive research design with the use of a well formulated questionnaire for collecting data from employees at the managerial cadre of six (6) cement manufacturing firms in kenya. Findings from the study revealed that cement manufacturers in Kenya use both financial and non-financial measures to assess their performance and frequent conduct of marketing research has enhanced both performance measures in these organizations.
Tarka (2018) argued that management decision-makers, despite solid affirmation and preference for potentially useful information in making decisions, often opt-in for solutions developed based on intuitive makeup and illogical reasoning. In his study, he adopted judgmental and snowball sampling techniques in collecting data from two hundred and thirteen (213) marketing information users based on information supplied by the Central Statistical Office in Poland. An online email survey was conducted with a response rate of 26% (a typically reasonable response rate for an online survey). He confirmed from analysis of data obtained that, when faced with challenges of processing information or lack of strong cognitive abilities, managers preferably shift towards the irrational approaches to decision making abandoning data obtained from the market, despite huge investment in collecting the data.
Dodody (2019) conducted research on the impact of promotional activities on customer purchasing behavior. The objective of the study was to examine the impact of promotional activities on the purchasing behavior of customers using Tesco Lotus as a case study. After initial exploratory research at Tesco Lotus to establish existing promotional activities adopted in the organization a survey method was used as a tool to analyse consumer demographic information, consumption behavior, attitudes concerning promotion and influence of promotional activities on consumers’ purchasing attitude. Sample data was then collected from consumers at Tesco Lotus Rama II and analyzed using SPSS. The findings of this study revealed that promotion strategies Tesco Lotus adopted are; membership program, price-off, brochures, demonstration, buy-one-get-one free, discount coupon, free samples, bundled free trial promotions and cash-back. It was also highlighted from the findings that there is a positive significant relationship between demographic attributes and consumers’ purchasing behavior.

Zeki (2020) conducted research on marketing research activities that affect marketing performance and the degree of these effects. On this account various statistical analysis were applied to data collected from companies in Denizli Organized Industrial Zone. The empirical results indicate that marketing information collection vehicles and marketing research information types have different effects on marketing performance. Furthermore, the research also clearly indicates that marketing research budget has a positive effect on marketing performance but it is not the strongest effect.
CHAPTER THREE

METHODOLOGY
3.0
Introduction


This chapter discusses the method and procedures that will be used in carrying out the research and it will also discuss the research design, population of study, sampling procedures, research instruments, validity and reliability of the instrument and method that will be employed for data analysis.

3.1
Research Design
The design that was considered for the research was survey. The case study approach that was adopted took place at ITC. The case study method was chosen because; case study is suitable for practical problems. It is often seen as being problem – centered, small scaled and manageable. Again, case study method has the uniqueness ability to use and apply differently a lot of different empirical evidence, Yin (1994). The aim of this research was to identify the extent to which ITC have been using planned and systematic Training to motivate and improve the performance of its employees and therefore the choice of case study.
3.2
Population of the study


The case study focused on senior staff of the Company. This was based on the assumption that, this group of employees within the administrative set up were the fulcrum around which all administrative activities in the Company revolves. They assume the roles of heads of department and supervisors in the absence of substantive heads of departments and supervisors in the administration of the ITC, implementing the policies of management and ensuring that work in the organization progresses smoothly. 


The total population of the study is 50. Therefore, the simple random sampling was used to select from the population those who do not matter in the research.
3.3 Sample Size and Sampling Technique
A sample was determined to obtain a broad view on the topic from the company under study. Based on this, the population of fifty (50) was targeted.  Thus, from the target population, the sample size was determined, using the formulae below:



n =      N


  
        1+n (e)2
Where n = sample size


  N = the target population (50)


  e = margin of error (5%)

( n =                     50

         

 1+50(0.05)2


       = 50 


       1+0.125

=
50 



1.125


=
44

This implies that a sample size of 44 will be required in this study to achieve a 95% precision from utilizing information and data collected from the sample.

3.4
Methods of Data Collection 
With the source of information been the sampled senior staff, the data collection procedure adapted was the self-administered questionnaire by the respondents (selected senior staff). The respondents to these questionnaires were free to answer the questions according to their own conscience without been compelled to satisfy the researcher. Information from these questionnaires constituted the primary data for the research. Additionally, interviews were conducted with the selected executive members and heads of departments. 

The interviews were conducted because; it is an important source of gathering data for case studies. The kind of interview used was what is called by Merriam (1998), semi-structured interview. Because of the presence of pitfalls in the use of interviews by way of response bias and reflexivity Yin (1994), though questions are predetermined, the questions for the interview were not asked in any specific order. The interview was designed to allow respondents bring up other issues they felt were of interest to the subject matter. This created the needed friendly and cordial atmosphere which enabled researcher to ask follow-up questions freely.

The questionnaires were pretested on a smaller size of the sampled respondents for the research. This was to ensure that the questionnaires designed solicited the appropriate responses from the respondents to answer the research question for the achievement of research stated objectives. The use of closed end as well as opened ended questions allowed the researcher to make easy categorization and analysis.

3.5
Instruments of Data Collection

Primary data will be obtained from the ITC staffs, customers and general public. Using questionnaire constituting of closed ended questionnaire targeted to ITC, staff customers and general public.

This will consist of structural items to elicit information from the respondents; this is adopted because it allows a systematic collection of information about the object of the study.

3.6
Methods of Data Analyses
This study shall employ descriptive method on the first part of data analysis. The descriptive analysis involves the use of frequency tables and percentage in presenting the data collected from the questionnaire administered to the respondent. The second part of the data analysis shall involve the use of correlation and regression analysis using SPSS version 23. The rational for using Regression Analysis was because it is a statistical tool that does not only explore the relationship between two or more variables but also assessing the contribution of individual predictors in a given model.
3.8
Historical Background of the Study
International tobacco company plc is located in industrial layout, off Offa Garage Road, Gaa-Imam, P.M.B. 13, 1363, Ilorin; Kwara, Nigeria Company is working in industrial services business activities.

Nigeria Tobacco Company was a cigarette manufacturing, distribution and marketing company that were owned by Nigerian government and British American Tobacco. The company operated factories in Ibadan, Zaria and Port Harcourt. The company’s key products were Benson and Hedges, state Express, three Rings Gold leaf and Sweet Menthol.

The firm was founded in 1951 as a partnership between British American Tobacco (BAT) and the Nigeria government to acquire the assets of British American Tobacco in Nigeria. BAT had been trading in Nigeria since 1911 until the operations become the Nigerian Tobacco Company. To liaise with distributors and monitor product sales and promotion by trading firms show where she importers and distributors of the products. BAT sent a trade representative to Nigeria.

A few years later, it established its own depots and began importing products into the country for onward delivery to expatiate firms for local distribution. In the early 1930s. BAT began its own investigations into developing a local industry that will be supplied by qualify Tobacco leaves this occurred offer an earlier collaboration with the department of agriculture on experimental cultivation of some varieties.

In 1933, the firm established a pilot factory in Oshogbo using imported tobacco leafs as raw material. To develop a local supply source, the firm distributed seedlings to farmers embraced tobacco farming and chose tobacco is their main crop instead of crop rotation.

To ensure supply of its raw materials NTC invested in the training of tobacco farmers and invested in research and development of new methods to cultivate tobacco. When demand grew production from the pilot factory was insufficient to meet demand and British American tobacco established a larger factory in Ibadan in 1937, production at the factory was expanded after world war11.

 In 1956, the firm opened a new factory in the Eastern region of the country at Port Harcourt and three years later, it opened another one in Zaria, Northern Region. Production of Cigarettes by NTC was estimated to the 700 million per month in 1970. Beginning in 1962, the firm shifted it distribution strategy from dealing with multi nationals and moved towards building relationships with independent Nigeria retailers.
CHAPTER FOUR

DATA PRESENTATION, ANALYSES AND INTERPRETATION
4.0
Introduction

This chapter deals with the data presentation, data analysis and interpretation where proper analysis and interpretation of data is done. The first section presents the general information about respondents, while the second section deals with the analysis of the questions.

4.1
Data Presentation and Analysis

Bio data of Respondents
	Table 1: Distribution of respondents by Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	21
	47.7
	47.7
	47.7

	
	Female
	23
	52.3
	52.3
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Field survey, 2025
Table 1 show that 21 respondents representing 47.7% of the population are males, while 23 respondents representing 52.3% of the population are females.
	Table 2: Distribution of respondents by Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	16-20 years
	12
	27.3
	27.3
	27.3

	
	21-30 years
	18
	40.9
	40.9
	68.2

	
	31-40 years
	6
	13.6
	13.6
	81.8

	
	41 years and above
	8
	18.2
	18.2
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 2 shows that 12 respondents representing 27.3% of the population are between the age of 16-20 years, 18 respondents representing 40.9% of the population are between the age of 21-30 years, 6 respondents representing 13.6% are between the age of 31-40 years, while 8 respondents representing 18.2% of the population are 41 years and above.

	Table 3: Distribution of respondents by Marital Status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Married
	15
	34.1
	34.1
	34.1

	
	Single
	29
	65.9
	65.9
	100.0

	
	
	
	
	
	

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 3 show that 15 respondents representing 34.1% of the population are singles, while 29 respondents representing 65.9% of the population are married.

	Table 4: Distribution of respondents by Educational Qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	GCE/SSCE
	13
	29.5
	29.5
	29.5

	
	OND/NCE
	19
	43.2
	43.2
	72.7

	
	HND/Bsc
	10
	22.7
	22.7
	95.5

	
	MSc/MA
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 4 shows that 13 respondents representing 29.5% of the population are GCE/SSCE Certificate holders, 19 respondents representing 43.2% of the population are OND/NCE Certificate holders, 10 respondents representing 22.7% of the population are HND/Bsc Certificate holders, while 2 respondents representing 4.5% of the population are with Msc/MA certificate.

	Table 5: Distribution of respondents by Occupation

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Civil Servant
	13
	29.5
	29.5
	29.5

	
	Self Employed
	18
	40.9
	40.9
	70.5

	
	Others
	13
	29.5
	29.5
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 5 shows that 13 respondents representing 29.5% of the population are Civil servants, 18 respondents representing 40.9% of the population are Self employed, while 13 respondents representing 29.5% of the population are others.
Questions Relating to the Study

	Table 6: Customs affect the buying habit of customers

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	11
	25.0
	25.0
	25.0

	
	Agree
	19
	43.2
	43.2
	68.2

	
	Strongly Disagree
	10
	22.7
	22.7
	90.9

	
	Disagree
	2
	4.5
	4.5
	95.5

	
	Undecided
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 6 shows that 11 respondents representing 25.0% of the population strongly agreed with the statement, 19 respondents representing 43.2% of the population agreed with the statement, 10 respondents representing 22.7% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement, while 2 (4.5%) of the respondents are undecided.
	Table 7: Price is important attribute of a new product

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	27.3
	27.3
	27.3

	
	Agree
	20
	45.5
	45.5
	72.7

	
	Strongly Disagree
	10
	22.7
	22.7
	95.5

	
	Undecided
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 7 shows that 12 respondents representing 27.3% of the population strongly agreed with the statement, 20 respondents representing 45.5% of the population agreed with the statement, 10 respondents representing 22.7% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement, while 2 (4.5%) of the respondents are undecided.

	Table 8: Quality is one of the factors affect/influence your buying habit of new product

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	27.3
	27.3
	27.3

	
	Agree
	19
	43.2
	43.2
	70.5

	
	Strongly Disagree
	10
	22.7
	22.7
	93.2

	
	Disagree
	2
	4.5
	4.5
	97.7

	
	Undecided
	1
	2.3
	2.3
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 8 shows that 12 respondents representing 27.3% of the population strongly agreed with the statement, 19 respondents representing 43.2% of the population agreed with the statement, 10 respondents representing 22.7% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement, while 1 (2.3%) of the respondents are undecided.
	Table 9: your company’s organizational structure has a marketing research department of its own

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	13
	29.5
	29.5
	29.5

	
	Agree
	15
	34.1
	34.1
	63.6

	
	Strongly Disagree
	8
	18.2
	18.2
	81.8

	
	Disagree
	1
	2.3
	2.3
	84.1

	
	Undecided
	7
	15.9
	15.9
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 9 shows that 13 respondents representing 29.5% of the population strongly agreed with the statement, 15 respondents representing 34.1% of the population agreed with the statement, 8 respondents representing 18.2% of the population strongly disagreed with the statement, 1 respondent representing 2.3% of the population disagreed with the statement, while 7 (15.9%) of the respondents are undecided.
	Table 10: Marketing decision of the management depend on the outcome of the market research activities

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	7
	15.9
	15.9
	15.9

	
	Agree
	21
	47.7
	47.7
	63.6

	
	Strongly Disagree
	9
	20.5
	20.5
	84.1

	
	Disagree
	2
	4.5
	4.5
	88.6

	
	Undecided
	5
	11.4
	11.4
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 10 shows that 7 respondents representing 15.9% of the population strongly agreed with the statement, 21 respondents representing 47.7% of the population agreed with the statement, 9 respondents representing 20.5% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement, while 2 (4.5%) of the respondents are undecided.

	Table 11: Company undertakes marketing research frequently

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	10
	22.7
	22.7
	22.7

	
	Agree
	16
	36.4
	36.4
	59.1

	
	Strongly Disagree
	7
	15.9
	15.9
	75.0

	
	Undecided
	11
	25.0
	25.0
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 11 shows that 10 respondents representing 22.7% of the population strongly agreed with the statement, 16 respondents representing 36.4% of the population agreed with the statement, 7 respondents representing 15.9% of the population strongly disagreed with the statement, 11 respondents representing 25.0% of the respondents are undecided.
	Table 12: The performance of research activities in your company is good

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	27.3
	27.3
	27.3

	
	Agree
	18
	40.9
	40.9
	68.2

	
	Strongly Disagree
	12
	27.3
	27.3
	95.5

	
	Disagree
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 12 shows that 12 respondents representing 27.3% of the population strongly agreed with the statement, 18 respondents representing 40.9% of the population agreed with the statement, 12 respondents representing 27.3% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement.
	Table 13: Personnel responsible for carry out marketing research for the company is doing wonderfully well

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	27.3
	27.3
	27.3

	
	Agree
	22
	50.0
	50.0
	77.3

	
	Strongly Disagree
	8
	18.2
	18.2
	95.5

	
	Disagree
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 13 shows that 12 respondents representing 27.3% of the population strongly agreed with the statement, 22 respondents representing 50.0% of the population agreed with the statement, 8 respondents representing 18.2% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement.

	Table 14: Your company invest in marketing research heavily 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	27.3
	27.3
	27.3

	
	Agree
	22
	50.0
	50.0
	77.3

	
	Strongly Disagree
	8
	18.2
	18.2
	95.5

	
	Disagree
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 14 shows that 12 respondents representing 27.3% of the population strongly agreed with the statement, 22 respondents representing 50.0% of the population agreed with the statement, 8 respondents representing 18.2% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement.
	Table 15: Marketing research on New product development is possible 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	27.3
	27.3
	27.3

	
	Agree
	21
	47.7
	47.7
	75.0

	
	Strongly Disagree
	9
	20.5
	20.5
	95.5

	
	Disagree
	2
	4.5
	4.5
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 15 shows that 12 respondents representing 27.3% of the population strongly agreed with the statement, 21 respondents representing 47.7% of the population agreed with the statement, 9 respondents representing 20.5% of the population strongly disagreed with the statement, 2 respondents representing 4.5% of the population disagreed with the statement. 
	Table 16:  Marketing research has no impact on manufacturing company

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	21
	47.7
	47.7
	47.7

	
	Agree
	10
	22.7
	22.7
	70.5

	
	Strongly Disagree
	6
	13.6
	13.6
	84.1

	
	Disagree
	7
	15.9
	15.9
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 16 shows that 21 respondents representing 47.7% of the population strongly agreed with the statement, 10 respondents representing 22.7% of the population agreed with the statement, 6 respondents representing 13.6% of the population strongly disagreed with the statement, 7 respondents representing 15.9% of the population disagreed with the statement.

	Table 17: Marketing research findings usually help in proper utilization of our company resources.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	9
	20.5
	20.5
	20.5

	
	Agree
	23
	52.3
	52.3
	72.7

	
	Strongly Disagree
	9
	20.5
	20.5
	93.2

	
	Disagree
	3
	6.8
	6.8
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 17 shows that 9 respondents representing 20.5% of the population strongly agreed with the statement, 23 respondents representing 52.3% of the population agreed with the statement, 9 respondents representing 20.5% of the population strongly disagreed with the statement, 3 respondents representing 6.8% of the population disagreed with the statement.
	Table 18: Budgetary allocation to marketing research is inadequate

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	18
	40.9
	40.9
	40.9

	
	Agree
	14
	31.8
	31.8
	72.7

	
	Strongly Disagree
	6
	13.6
	13.6
	86.4

	
	Disagree
	6
	13.6
	13.6
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 18 shows that 18 respondents representing 40.9% of the population strongly agreed with the statement, 14 respondents representing 31.8% of the population agreed with the statement, 6 respondents representing 13.6% of the population strongly disagreed with the statement, 6 respondents representing 13.6% of the population disagreed with the statement.
	Table 19: Research findings have not yielded any solution to marketing problems of the company most of the time.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	11
	25.0
	25.0
	25.0

	
	Agree
	21
	47.7
	47.7
	72.7

	
	Strongly Disagree
	7
	15.9
	15.9
	88.6

	
	Disagree
	5
	11.4
	11.4
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 19 shows that 11 respondents representing 25.0% of the population strongly agreed with the statement, 21 respondents representing 47.7% of the population agreed with the statement, 7 respondents representing 15.9% of the population strongly disagreed with the statement, 5 respondents representing 11.4% of the population disagreed with the statement.

	Table 20: Marketing research is an effective tool for exploiting marketing opportunities.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	20
	45.5
	45.5
	45.5

	
	Agree
	14
	31.8
	31.8
	77.3

	
	Strongly Disagree
	6
	13.6
	13.6
	90.9

	
	Disagree
	4
	9.1
	9.1
	100.0

	
	Total
	44
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025

Table 20 shows that 20 respondents representing 45.5% of the population strongly agreed with the statement, 14 respondents representing 31.8% of the population agreed with the statement, 6 respondents representing 13.6% of the population strongly disagreed with the statement, 4 respondents representing 9.1% of the population disagreed with the statement.
4.3
Testing of Hypotheses

Ho1:
Marketing research does not have impact on sales performance

Table 4.3.1: Model Summary

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

	1
	0.759a
	0.575
	0.572
	0.777

	a. Predictors: (Constant), marketing research


Source: Researcher’s Field Survey, 2025
Table 4.3.2: ANOVAa
	Model
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	188.980
	2
	94.490
	156.507
	0.000b

	
	Residual
	139.465
	231
	0.604
	
	

	
	Total
	328.444
	233
	
	
	

	a. Dependent Variable: sales performance

	b. Predictors: (Constant), marketing research


Source: Researcher’s Field Survey, 2024
Table 4.3.3: Coefficientsa
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	0.343
	0.118
	
	2.900
	0.004

	
	Marketing research
	0.350
	0.063
	0.312
	5.553
	0.000

	
	
	0.552
	0.060
	0.519
	9.246
	0.000

	a. Dependent Variable: sales performance


Source: Researcher’s Field Survey, 2025
The Analysis of Variance (ANOVA) table reveals a p-value of 0.000 which is less than the level of significance set at 0.05. Also, a calculated F-value of 156.507 which is higher than the tabulated F-value of 3.09, this indicates that the result is testable.

The Model Summary obtained from the regression analysis conducted on the research hypothesis one (1) is shown in Table 1, the R2 value of 0.575 was obtained which implies that 57.5% of the variation in the market performance of ITC is explained by the regular conduct of market research. The remaining 42.5% of variation is due to other variables that are not present in the model.

Based on Table 3 (coefficient table), the relationship between Selling Method and market performance was significant (0.312, P value = 0.000 < 0.05); the relationship between marketing research and sales performance was significant (0.519, P value = 0.000 < 0.05). The overall analysis suggests that sales research has a significant influence on market performance of ITC. The study therefore accepts the hypothesis that said that marketing research has impact on sales performance.
Hypothesis Two

Ho2:
Marketing research does not have effect on organizational profitability

Table 3.3.4: Model Summary

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

	1
	0.761a
	0.579
	0.575
	0.797

	a. Predictors: (Constant), Advertising, Packaging and Branding


Table 4.3.5: ANOVAa
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.
	

	1
	Regression
	201.699
	2
	100.849
	158.933
	.000b

	
	Residual
	146.579
	231
	0.635
	
	

	
	Total
	348.278
	233
	
	
	

	a. Dependent Variable: organizational profitability

	b. Predictors: (Constant), Marketing research


Table 4.3.6: Coefficientsa
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)

Marketing research
	0.142
	0.133
	
	1.066
	0.287

	
	
	0.188
	0.054
	0.168
	3.464
	0.001

	
	
	0.698
	0.051
	0.668
	13.806
	0.000

	a. Dependent Variable: organizational profitability


Source: Researcher’s Field Survey, 2024
The Analysis of Variance (ANOVA) table reveals a p-value of 0.000 which is less than the level of significance set at 0.05. Also, a calculated F-value of 158.933 which is higher than the tabulated F-value of 3.09 indicates that the result is testable.

The Model Summary obtained from the regression analysis conducted on the research hypothesis two (2) is shown in Table 4, R2 value of 0.579 was obtained which implies that 57.9% of the variation in customers’ preference is explained by the regular conduct of promotion research. The remaining 42.1% of variation is due to other variables that are not present in the model.

Based on Table 6 (coefficient table), the relationship between advertising and customers’ preference was significant (B = 0.168, P value = 0 < 0.05); the relationship between packaging and branding and customers’ preference was significant (B = 0.668, P value = 0 < 0.05). The overall analysis suggests that promotion research has significant influence on customers’ preference. The study therefore accepted the hypothesis that said that marketing research has effect on organizational profitability
Hypothesis Three

Ho3:
There are no significant relationships between marketing research and organizational growth
	Table 4.3.7 Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.587a
	.237
	-.017
	.07727
	2.859

	a. Predictors: (Constant), CS

	b. Dependent Variable: CR



	Table 4.3.8 ANOVAb

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	.006
	1
	.006
	19.933
	.000a

	
	Residual
	.018
	3
	.006
	
	

	
	Total
	.023
	4
	
	
	

	a. Predictors: (Constant), CS

	b. Dependent Variable: CR


Table 4.3.9 Coefficient
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.664
	.147
	
	11.349
	.001

	
	CS
	.932
	.044
	.487
	.966
	.000

	a. Dependent Variable: CR

	

	Table 4.3.10 Residuals Statisticsa

	
	Minimum
	Maximum
	Mean
	Std. Deviation
	N

	Predicted Value
	1.7392
	1.8284
	1.8020
	.03731
	5

	Residual
	-.09603
	.08663
	.00000
	.06692
	5

	Std. Predicted Value
	-1.682
	.708
	.000
	1.000
	5

	Std. Residual
	-1.243
	1.121
	.000
	.866
	5

	a. Dependent Variable: CR


Source: Researcher’s Field Survey, 2024
The tables above give an R square value of 0.587, Durbin Watson (DW) 2.859, F value of 19.933 with degree of freedom of 1 and 2, and p-value of 0.000. The analysis leaves us with the conclusion that the relationship among the variables is very significant even at 1% level of significance.  More so, the equation has a good fit as R-square (R2) accounts for 59% of the total variation in the model, while Prob (F-statistic) reveals that the variables of the model are highly significant at both 5% and 1% significance levels, since the p-value (0.000) is less than 0.01 and 0.05. Durbin Watson (DW) statistic of 2.859 also suggests the presence of negative auto correlation problem. Hence, I therefore accept the alternative hypothesis and conclude that there is a significant relationship between marketing research and organizational growth.
4.4 Discussion Of Findings
In an attempt to evaluate the use of marketing research on the impact of new development in some companies, the following findings have been revealed. That most organizational structure does not provide for marketing research department of its own. That marketing decision of most companies is significantly based on the marketing research findings. That budgetary allocation to marketing research is inadequate. There is not enough qualified and trainees marketing research profession personnel in some company. There are most enough marketing efforts in the sales/ marketing activities of the company.
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1
Summary of Findings

The research hypothesis one (1) was tested using multiple linear regression analysis to find the effect of the measures of sales research on the dependent variable (market performance). Analysis of this hypothesis revealed that research into the selling method adopted as well as the use of sales information gathered by the marketing department have a significant influence on the marketing performance of the organization. Furthermore, it was found that 57.5% of the variations in the market performance of the organization are predicted by the frequency of conducting market research in the organization.
For the research hypothesis two (2), a multiple linear regression analysis was also conducted to find the effect of the measures of promotion research on customers’ preference of ITC. Findings from the analysis revealed that 57.9% of variations in the organization’s customers’ preferences are explained by the regularity in the conduct of promotion research. Also, the two (2) identified measures of promotion research (i.e. advertising and branding and packaging) have a significant influence on customers’ preference.
The findings from this research on the benefits of sales research to organizational performance are in tandem with Luciano and Marcos (2007) while Bakator, Dordevic and Cockalo (2018) and Yang (2009) have emphasized the relevance of promotion research to organization performance in areas of customer patronage and customer satisfaction. Ayuba and Kazeem (2015); Asha (2017); Tarka (2018) have all advocated that market research plays an outstanding role in the performance of a business organization.
5.2
Conclusion

From the findings discussed above, the study concludes that sales research and promotion research have a significant influence on the productivity of manufacturing firms in Nigeria. Research into the selling method adopted as well as the use of sales information gathered by the marketing department had significant influence on the marketing performance of the organization.

Also, promotion research activities significantly affect the customer’s preference of Nigerian manufacturing firms, with much emphasis on adoption of advertising media and packaging & branding that align with the image the consumers require.
Lastly, this study concludes that implementation of sales research and promotion research activities are important to improve the productivity of the organization, as these activities improve branding, help in identifying opportunities, measures market effectiveness as well as assists in getting insight into the product features.
5.3
Recommendations

From the foregoing findings and conclusions, it is recommended that: 
i. Organizations, especially ITC should pay more attention to gathering of reliable information and implementation of effective marketing research in a bid to raise its level of productivity.
ii. Effective advertising media should be given more consideration when dealing with customers’ preference. 
iii. Also, packaging and branding are factors that can assist ITC in improving their productivity. 
iv. Finally, it has been found in this study that certain aspects of marketing research are important in an effort to achieve the productivity objectives of the organization.
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APPENDIX

QUESTIONNAIRE

SECTION A:

BIO DATA OF RESPONDENTS

1. Gender:
Male (    ) Female (    )

2. Marital Status: Single (    ) Married (    )

3. Age:18 – 29 years (    ) 30 – 39 years (    ) 40 – 49 years (    )  50 and above (    )

4. Academic Qualification: WAEC (  ) NCE/OND (  ) HND/BSC (    ) Postgraduate (    )  

Other (    )

SECTION B
5. Customs affect the buying habit of customers: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
6. Price is important attribute of a new product: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
7. Quality is one of the factors affect/influence your buying habit of new product: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
8. Your company’s organizational structure have a marketing research department of its own: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
9. Marketing decision of the management depend on the outcome of the market research activities: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
10. Company undertakes marketing research frequently: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
11. The performance of research activities in your company is good: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
12. Personnel responsible for carry out marketing research for the company is doing wonderfully well: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
13. Your company invest in marketing research heavily: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
14. Marketing research on New product development is possible: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
15. Marketing research has no impact on manufacturing company: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
16. Marketing research findings usually help in proper utilization of our company resources: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
17. Budgetary allocation to marketing research is inadequate: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
18. Research findings have not yielded any solution to marketing problems of the company most of the time: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree (     )
19. Marketing research is an effective tool for exploiting marketing opportunities: Agree (     ) Strongly Agree (     ) Neutral (     ) Disagree (     ) Strongly Disagree ()
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