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Abstract
This study investigates the impact of market segmentation on sales performance in manufacturing firms, using Lubcon Nigeria Limited as a case study. Recognizing the dynamic nature of consumer needs and market competition, the research examines how segmentation strategies contribute to improved sales outcomes, customer retention, and revenue growth. The study adopts a quantitative research design, collecting data from 100 respondents through structured questionnaires. Findings reveal that Lubcon employs various segmentation strategies particularly demographic and behavioral approaches which significantly influence its sales performance and customer loyalty. However, the study also finds that the link between segmentation and revenue growth is less pronounced, indicating a potential gap in financial alignment or performance measurement. Hypotheses testing confirmed a significant relationship between segmentation and both sales performance and customer retention, while no significant impact was found on revenue growth. The research concludes that although segmentation enhances marketing efficiency and customer engagement, its full benefits can only be realized when supported by data-driven decision-making and integrated financial evaluation. The study recommends that Lubcon adopt more robust segmentation analytics, ensure consistent strategy execution, and closely monitor financial outcomes tied to segmented markets.
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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
In today’s highly competitive business environment, manufacturing firms are constantly seeking ways to improve their market positioning and boost sales performance. One of the most effective strategic tools adopted globally is market segmentation. Market segmentation involves dividing a broad consumer or business market into sub-groups of consumers based on shared characteristics such as needs, behaviors, or demographics (Kotler, Keller &Chernev, 2022). By tailoring marketing strategies to the needs of specific segments, organizations can more effectively allocate resources, improve customer satisfaction, and enhance overall sales performance. This strategy has become particularly critical for firms operating in dynamic and heterogeneous markets like Nigeria, where customer needs vary significantly across geographic and socio-economic lines (Olayemi&Adedeji, 2023).
In the manufacturing sector, market segmentation is not merely a marketing function but a strategic imperative. Manufacturing firms, especially those dealing in consumer goods such as lubricants, must understand and respond to diverse market segments to survive and grow. Lubcon Nigeria Limited, a leading indigenous manufacturer of lubricants and petroleum products, serves a broad market comprising industrial, commercial, and individual customers. The complexity and diversity of this customer base necessitate an efficient segmentation approach to target each group effectively. Firms that fail to apply segmentation accurately risk losing competitiveness due to undifferentiated marketing, which often leads to poor sales outcomes (Chukwuemeka&Okafor, 2024).
Sales performance, a critical success factor for manufacturing businesses, is closely tied to how well firms understand and meet market demands. It includes metrics such as revenue growth, market share expansion, and customer retention. Empirical studies have shown a positive correlation between effective market segmentation and improved sales outcomes, particularly in developing economies (Bassey, Odu&Ufot, 2023). For Lubcon Nigeria Limited, leveraging segmentation could mean better customer targeting, enhanced product customization, and optimized distribution strategies. As the Nigerian manufacturing industry faces increased competition from both local and international brands, a robust segmentation strategy could be the key to maintaining and expanding market share.
Despite its recognized benefits, many manufacturing firms in Nigeria struggle to implement market segmentation effectively. Factors such as lack of data analytics capacity, limited market research, and poor understanding of customer behavior often hinder segmentation efforts. Additionally, some firms adopt a one-size-fits-all marketing approach that ignores the peculiarities of various consumer groups (Adebayo &Eze, 2023). This gap between segmentation theory and practice underscores the need for case-based research to explore how segmentation strategies affect sales performance in real-world settings, especially within local firms such as Lubcon.
Moreover, the dynamic nature of customer preferences, influenced by technological change, globalization, and socio-economic trends, calls for a continuous review of segmentation approaches. Manufacturing firms that adapt to these trends tend to achieve greater market responsiveness and competitive advantage. The integration of digital technologies, including customer relationship management (CRM) systems and data analytics tools, has made it easier to identify, understand, and target market segments more precisely (Uchenna& Musa, 2024). Lubcon Nigeria Limited, as a growing indigenous manufacturer, stands to benefit significantly from adopting modern segmentation frameworks to enhance its sales performance.
Therefore, this study seeks to examine the relationship between market segmentation and sales performance, using Lubcon Nigeria Limited as a case study. The research will explore the segmentation strategies currently employed by the company, assess their effectiveness, and determine how they impact overall sales outcomes. The findings will provide valuable insights not only for Lubcon but also for other manufacturing firms aiming to improve their market strategy and performance in the Nigerian context.
1.2 Statement of the Problem
Despite the widespread recognition of market segmentation as a vital tool for enhancing sales performance, many manufacturing firms in Nigeria, including Lubcon Nigeria Limited, have not fully leveraged its potential to drive growth and competitiveness. Previous research has extensively highlighted the benefits of segmentation in theory, yet there remains a significant gap in empirical evidence demonstrating how specific segmentation strategies translate into measurable sales outcomes within local manufacturing contexts. This disconnect between conceptual understanding and practical implementation has left many firms applying generalized marketing tactics that fail to address the unique needs of distinct customer groups. Consequently, sales performance remains suboptimal, with missed opportunities for revenue maximization, customer retention, and market expansion. This study seeks to bridge that gap by investigating how Lubcon Nigeria Limited applies market segmentation and how such practices influence its sales performance, providing actionable insights tailored to the realities of the Nigerian manufacturing sector.


1.3 Research Questions
To guide the investigation, the following research questions will be addressed:
1. What market segmentation strategies are adopted by Lubcon Nigeria Limited?
2. How does market segmentation affect the sales performance of Lubcon Nigeria Limited?
3. To what extent does market segmentation contribute to customer retention and revenue growth at Lubcon Nigeria Limited?
1.4 Objectives of the Study
The primary objective of this study is to examine the impact of market segmentation on sales performance in manufacturing firms, using Lubcon Nigeria Limited as a case study. Specifically, the study aims to:
1. Identify the market segmentation strategies currently employed by Lubcon Nigeria Limited.
2. Assess the relationship between market segmentation and sales performance in the organization.
3. Determine the extent to which segmentation influences customer retention and revenue growth at Lubcon Nigeria Limited.
1.5 Research Hypotheses
The study will test the following hypotheses:
· H₀₁: There is no significant relationship between market segmentation and sales performance at Lubcon Nigeria Limited.
· H₀₂: Market segmentation strategies do not significantly influence customer retention at Lubcon Nigeria Limited.
· H₀₃: Market segmentation has no significant impact on the revenue growth of Lubcon Nigeria Limited.
1.6 Significance of the Study
This study is significant as it contributes to a deeper understanding of how market segmentation strategies influence sales performance in the manufacturing sector, particularly within the Nigerian context. For Lubcon Nigeria Limited, the findings will offer practical insights into optimizing segmentation techniques to improve customer targeting, retention, and overall revenue generation. The study also provides a framework that other manufacturing firms can adopt to refine their marketing strategies and improve their competitive edge in the market. Furthermore, the research is beneficial to marketing professionals, business strategists, and policymakers by highlighting the importance of data-driven segmentation in achieving organizational growth. Academically, it adds to the existing body of knowledge by bridging the gap between theoretical models of segmentation and their real-world applications in indigenous firms.
1.7 Scope of the Study
The scope of this study is limited to examining the relationship between market segmentation and sales performance within Lubcon Nigeria Limited, a manufacturing firm based in Nigeria. The study focuses on identifying the segmentation strategies employed by the company, evaluating their effectiveness, and determining their impact on key sales performance indicators such as revenue growth and customer retention. Geographically, the study will concentrate on Lubcon’s operations within Nigeria, with particular emphasis on major market regions where the firm has significant customer engagement. The time frame for the data collection and analysis will cover the most recent three fiscal years to ensure relevance and currency of findings. The study does not extend to other firms or sectors, although its conclusions may provide useful insights for similar manufacturing businesses.

CHAPTER TWO
LITERATURE REVIEW
2.1 Concept of Market Segmentation
Market segmentation is a strategic marketing process that involves dividing a broad target market into subsets of consumers who have common needs, characteristics, or behaviors, and then designing and implementing strategies to target them effectively. According to Kotler, Keller, and Chernev (2022), segmentation allows firms to prioritize customer groups, customize offerings, and maximize resource efficiency. This approach is rooted in the understanding that consumers are not a homogenous group, and therefore, mass marketing efforts often fall short of meeting diverse customer expectations. Rather than applying a one-size-fits-all strategy, segmentation allows companies to appeal to the specific preferences of each group, ultimately increasing customer satisfaction and loyalty. Modern segmentation goes beyond traditional demographic variables to include psychographic, geographic, and behavioral factors, making it a more comprehensive approach. This evolution is particularly important in complex markets like Nigeria, where customer diversity is high due to regional, cultural, and socio-economic differences.
Recent studies emphasize that market segmentation is not just a tactical activity but a strategic imperative, particularly for manufacturing firms in competitive and resource-constrained environments. Olayemi and Adedeji (2023) suggest that firms adopting strategic segmentation frameworks are more likely to align their marketing efforts with customer needs, leading to enhanced brand positioning and performance. In this context, segmentation becomes a tool not only for targeting but also for differentiation. With the increasing use of data analytics and artificial intelligence, segmentation has become more precise and dynamic, allowing companies to identify micro-segments that were previously overlooked. This has changed the landscape from static, broad segmentation to more fluid and responsive market divisions. Uchenna and Musa (2024) assert that firms that fail to leverage this capability risk being outperformed by more agile competitors who understand the nuances of consumer behavior.
Traditional segmentation was largely focused on demographic variables such as age, gender, income, and education, but recent research indicates that this approach may no longer be sufficient for strategic decision-making. Bassey, Odu, and Ufot (2023) highlight the importance of psychographic segmentation, which includes personality traits, values, interests, and lifestyles. These variables offer deeper insights into consumer motivations and preferences, allowing firms to create more compelling marketing messages. In manufacturing industries, this approach can help firms tailor product features, packaging, and messaging to align with the psychological drivers of each segment. Additionally, behavioral segmentation, which considers customer loyalty, usage rates, and brand interactions, is gaining prominence. When combined with digital tools, these advanced segmentation methods allow companies to adapt marketing strategies in real time.
In the context of manufacturing firms such as Lubcon Nigeria Limited, the concept of market segmentation holds particular importance given the diversity of end users—from industrial clients to individual motorists. According to Chukwuemeka and Okafor (2024), segmentation enables manufacturing firms to streamline production and distribution by forecasting demand more accurately across various segments. For example, Lubcon may segment its market based on industry type (e.g., transportation, manufacturing, agriculture) and provide specialized lubricants tailored to each sector's unique needs. This not only enhances product relevance but also improves cost efficiency in marketing and logistics. Additionally, it enables better relationship management with high-value clients through targeted communication and service delivery. Such strategic segmentation helps to build long-term customer loyalty and sustainable revenue growth.
While many firms recognize the theoretical value of segmentation, challenges remain in its practical application, especially in emerging markets. Adebayo and Eze (2023) identify several barriers such as inadequate data, lack of technical skills, and resistance to change within organizations. These limitations can prevent companies from effectively implementing segmentation strategies or updating them in response to market changes. Furthermore, segmentation requires an integrated approach across departments—sales, marketing, product development, and customer service must all align their efforts to serve identified segments consistently. Without such coordination, even well-defined segments may not translate into improved business outcomes. Therefore, successful segmentation is not just about identifying customer groups, but about building organizational capability to serve them efficiently and effectively.
Ultimately, the concept of market segmentation has evolved into a multidimensional and technologically driven practice that plays a central role in modern marketing. The increasing use of big data, customer analytics, and CRM systems is redefining how firms understand and engage with market segments. For manufacturing firms in Nigeria, where competition is intensifying and customers are becoming more sophisticated, segmentation can serve as a critical differentiator. As firms like Lubcon strive to grow in a complex environment, applying advanced segmentation strategies can enhance product-market fit, improve customer retention, and boost overall performance. Future research should continue to explore how indigenous firms can harness segmentation in culturally and economically diverse markets. This will help close the gap between conceptual frameworks and on-ground implementation in Nigeria’s manufacturing industry.
2.2 Bases of Market Segmentation
Market segmentation can be approached from several bases, each offering a unique lens through which firms can analyze and divide their market. The most common and foundational segmentation bases include geographic, demographic, psychographic, and behavioral segmentation. These categories help organizations identify consumer groups with similar characteristics or purchasing behaviors, allowing for targeted marketing strategies that better align with customer needs and preferences. Selecting the appropriate segmentation base—or combining multiple bases—enhances the efficiency of marketing campaigns and improves the alignment of products with market demands (Nwosu&Ajayi, 2023).
Geographic segmentation involves dividing the market based on physical location, such as country, region, state, city, or climate zone. This method is particularly relevant in countries like Nigeria where vast differences exist in language, culture, infrastructure, and consumer habits across regions. For instance, consumers in urban Lagos may have significantly different product preferences and purchasing power compared to those in rural Kano or Enugu. Okonkwo and Ezeani (2022) noted that firms that apply geographic segmentation effectively are more likely to optimize logistics, reduce distribution costs, and tailor messaging to align with regional values. In the case of manufacturing firms, such segmentation aids in developing region-specific product lines, pricing models, and promotional strategies that reflect local market realities.
Demographic segmentation remains one of the most widely used bases due to its simplicity and accessibility of data. It divides consumers based on characteristics such as age, gender, income, education level, family size, and occupation. According to Yusuf and Bello (2022), demographic variables are particularly effective for identifying target markets in the consumer goods sector, as purchasing behavior is often linked to life stage and economic status. For manufacturing firms like Lubcon Nigeria Limited, demographic segmentation could help tailor lubricant packaging sizes to different income groups or create gender-specific marketing messages. Though relatively basic, demographic segmentation provides critical insights into consumption patterns, especially when combined with other segmentation bases.
Psychographic segmentation delves deeper into the psychological attributes of consumers, including lifestyle, values, opinions, interests, and social class. This approach provides more nuanced insights into what motivates customers, allowing firms to craft emotionally resonant marketing strategies. A recent study by Adeyemi and Onuoha (2023) emphasized that psychographic segmentation has become increasingly relevant in competitive markets where brand identity and customer experience are key differentiators. For example, environmentally conscious consumers may prefer eco-friendly lubricant brands, while performance-oriented customers may be drawn to high-efficiency products. Psychographic segmentation enables firms to align their offerings with the aspirations and self-image of different market segments, thus enhancing brand loyalty.
Behavioral segmentation focuses on how customers interact with products and brands, using variables such as usage rate, benefits sought, purchase frequency, brand loyalty, and readiness to buy. This method is particularly useful for identifying high-value customers and tailoring strategies to maximize customer lifetime value. According to Uduak and Ibrahim (2023), behavioral data can help manufacturing firms differentiate between occasional and frequent users, thereby creating targeted promotional incentives or loyalty programs. Lubcon, for instance, could use behavioral segmentation to offer bulk purchase discounts to fleet operators who purchase lubricants in large quantities regularly. Behavioral segmentation also allows for more dynamic marketing interventions, as it is based on observed actions rather than static characteristics.
In practice, many organizations now adopt a multi-dimensional approach, combining two or more segmentation bases to achieve a more comprehensive understanding of their markets. This hybrid approach provides deeper customer insights, reduces the risk of mis-targeting, and enhances the effectiveness of marketing campaigns (Idris&Okon, 2024). For instance, combining demographic and behavioral segmentation allows firms to identify not just who the customer is, but also how they behave and why. In the competitive Nigerian manufacturing space, such detailed segmentation is becoming critical for firms that aim to maintain relevance and improve performance. Ultimately, the effective use of multiple segmentation bases empowers organizations to tailor their offerings more precisely and achieve better alignment between customer needs and business goals.
2.3 Sales Performance: Concept and Measurement
Sales performance is a critical metric in evaluating the effectiveness of an organization’s marketing and sales strategies, particularly in highly competitive sectors like manufacturing. It refers to the ability of a company or sales team to generate revenue and achieve set sales targets over a given period. According to Ibrahim and Nwachukwu (2023), sales performance encompasses both quantitative indicators such as sales volume, market share, and profitability, and qualitative indicators such as customer satisfaction, brand loyalty, and salesforce competence. In a manufacturing context, achieving optimal sales performance is essential for sustaining production, maintaining customer relationships, and funding operational expansion. Modern organizations increasingly adopt data-driven sales tracking tools to monitor performance and adjust strategies in real time. As a result, sales performance is now viewed not only as an outcome but as a dynamic process requiring continuous analysis and improvement.
In the Nigerian manufacturing sector, sales performance is often influenced by external factors such as economic stability, market competition, infrastructure challenges, and consumer purchasing power. Agboola and Emeka (2022) argue that internal factors like sales team motivation, marketing alignment, and customer segmentation also significantly affect performance. These complexities mean that evaluating sales performance goes beyond examining sales figures alone. For example, a firm may meet its revenue targets but still perform poorly in customer satisfaction or product penetration. Therefore, multidimensional measurement frameworks are required to capture a holistic picture of performance. This includes Key Performance Indicators (KPIs) such as conversion rates, order fulfillment accuracy, average revenue per customer, and repeat purchase rates.
The measurement of sales performance has evolved significantly with the integration of digital technologies and CRM (Customer Relationship Management) systems. These tools allow for real-time data collection, segmentation-based reporting, and performance benchmarking across sales teams or product lines. According to Etim and Mohammed (2023), data analytics enables managers to track individual sales personnel performance, identify bottlenecks in the sales pipeline, and develop tailored interventions. This is particularly useful in large manufacturing firms like Lubcon Nigeria Limited, where multiple product categories and regional markets are involved. By using performance dashboards and analytics, managers can make evidence-based decisions and set realistic, segmented sales targets. In turn, this boosts accountability and helps align individual efforts with broader organizational goals.
Sales performance is also intricately linked with customer-related metrics, which are increasingly being recognized as essential indicators of sustainable performance. Onuoha and Balogun (2022) highlight that customer acquisition cost (CAC), customer lifetime value (CLV), and churn rate are critical in understanding the long-term implications of sales strategies. These metrics reflect not only immediate revenue generation but also the efficiency and effectiveness of the firm’s customer engagement practices. For example, if a manufacturing firm like Lubcon consistently acquires new customers but fails to retain them, short-term sales figures may look impressive, but long-term profitability could be at risk. As such, performance measurement must incorporate both short-term outputs and long-term outcomes.
Additionally, non-financial metrics such as employee engagement, product availability, and lead response time are becoming recognized as indirect drivers of sales performance. Nnaji and Yusuf (2024) assert that in today’s performance-driven environments, these variables play a vital role in shaping customer experiences and influencing purchase decisions. In manufacturing firms, operational efficiency such as timely delivery and inventory accuracy can significantly impact sales conversion rates. Measuring and managing these softer aspects can lead to more consistent and sustainable sales growth. Therefore, firms that adopt a broader performance management approach are more likely to detect inefficiencies, identify growth opportunities, and respond effectively to market shifts.
In summary, sales performance is a multifaceted concept that extends beyond revenue generation to include customer behavior, employee input, and operational efficiency. Effective measurement requires a blend of quantitative and qualitative metrics that reflect both internal capabilities and external market dynamics. For manufacturing firms operating in complex environments like Nigeria, this comprehensive approach is essential for long-term success. The ability to link performance metrics to segmentation strategies, customer engagement, and strategic goals allows organizations to build more resilient and responsive sales systems. As markets become more competitive and customer expectations evolve, performance measurement will continue to be a critical area of strategic focus in the manufacturing industry.
2.4 Relationship Between Market Segmentation and Sales Performance
The relationship between market segmentation and sales performance has been widely examined, particularly due to the potential of segmentation strategies to improve sales outcomes by enhancing customer targeting and value proposition alignment. Market segmentation enables firms to focus their marketing efforts on specific groups with shared needs, which increases the relevance of offerings and improves customer engagement. According to Aluko and Edet (2023), well-implemented segmentation strategies result in higher conversion rates, improved customer retention, and better allocation of marketing resources all of which directly impact sales performance. When a firm aligns its products, pricing, and communication strategies with the preferences of segmented customers, it is more likely to record improved sales outcomes compared to firms applying undifferentiated marketing approaches. This is particularly evident in manufacturing firms where customer needs often vary across industries and regions.
Empirical studies have shown a positive and significant correlation between effective market segmentation and key sales performance indicators such as revenue growth, sales volume, and market share. For instance, Osemene and Taiwo (2022) found that Nigerian manufacturing firms that segmented their markets based on psychographic and behavioral factors achieved better sales outcomes than those relying solely on geographic or demographic segmentation. This supports the view that deeper segmentation enables firms to understand customer motivations, buying habits, and value expectations more accurately. In addition, segmentation allows firms to prioritize high-value customer groups, personalize sales campaigns, and enhance after-sales services—factors that contribute to customer loyalty and repeat purchases. As the manufacturing sector becomes more customer-centric, firms that ignore segmentation risk reduced market relevance and declining performance.
In the context of competitive manufacturing environments like Nigeria, market segmentation also plays a strategic role in helping firms adapt to economic fluctuations and regional variations. By tailoring their strategies to different market segments, firms can better manage risks and seize growth opportunities in niche or underserved markets. Eze and Bassey (2023) emphasize that segmentation provides the foundation for proactive sales planning and helps firms respond swiftly to changes in customer demand. Moreover, segment-based sales performance metrics enable firms to monitor effectiveness at a granular level, identify lagging segments, and take corrective action. As a result, segmentation is no longer just a marketing tool but a driver of strategic sales management. The synergy between effective segmentation and improved sales performance is therefore both tactical and transformational.
2.5 Market Segmentation Strategies in Manufacturing Firms
Manufacturing firms, unlike service-oriented businesses, often cater to diverse customer bases—including industrial clients, retailers, and individual consumers—necessitating robust and adaptive segmentation strategies. These firms use a combination of geographic, demographic, behavioral, and industry-specific criteria to segment their markets and optimize their value chains. According to Adediran and Olatunji (2023), manufacturing firms in Nigeria increasingly adopt B2B segmentation strategies by industry type, company size, and usage rate to tailor product offerings and logistics services to specific client profiles. For example, a firm like Lubcon Nigeria Limited might develop different lubricant product lines for the agricultural, transportation, and industrial machinery sectors. This ensures that each segment receives a product designed for its unique functional and performance requirements.
Manufacturing firms also utilize customer value-based segmentation strategies, which classify customers based on profitability, loyalty, and purchasing patterns. This approach allows firms to prioritize high-value customers and allocate more sales and service resources toward retaining them. Akinyele and Ogundele (2022) note that such strategic segmentation fosters long-term partnerships in the manufacturing industry, especially with institutional buyers who require consistent supply, technical support, and value-added services. Additionally, advancements in digital tools and enterprise resource planning (ERP) systems have enhanced the ability of manufacturing firms to track and segment customers in real time, allowing for faster and more personalized marketing and sales interventions. These tools are critical for firms managing wide distribution networks and multiple product categories.
Another common segmentation strategy in manufacturing involves lifecycle segmentation, which maps the stage of customer engagement from awareness to post-purchase loyalty and aligns marketing efforts accordingly. This enables firms to design tailored campaigns for new customers, returning buyers, and loyal clients, ensuring that each group receives appropriate communication and incentives. Adebanjo and Nwankwo (2023) assert that lifecycle-based segmentation is particularly effective in retaining institutional customers and boosting repeat business. Additionally, in environments like Nigeria where purchasing behaviors are influenced by economic conditions, culture, and supply chain challenges, segmenting customers based on purchasing power and accessibility to distribution channels can help firms improve order fulfillment and customer satisfaction.
Ultimately, market segmentation strategies in manufacturing firms serve as a blueprint for achieving operational efficiency, customer alignment, and competitive advantage. By identifying and focusing on profitable customer segments, manufacturing firms can streamline production, reduce waste, and improve product-market fit. These strategies also support differentiated pricing, tailored promotions, and localized distribution all of which enhance sales performance. As manufacturing firms continue to face pressures from globalization, digital transformation, and evolving consumer expectations, adopting sophisticated segmentation strategies becomes indispensable. In Nigeria, where economic and infrastructural disparities shape market behavior, effective segmentation offers a practical and strategic pathway for sustaining business growth and improving sales outcomes.
2.6 Theoretical Framework
This study is anchored on two prominent marketing theories: The Market Segmentation Theory and the Resource-Based View (RBV) Theory. These frameworks provide the conceptual foundation for understanding how segmentation strategies can influence sales performance in manufacturing firms such as Lubcon Nigeria Limited.
1. Market Segmentation Theory
Market Segmentation Theory was first formalized by Wendell Smith in 1956, proposing that markets are heterogeneous and can be divided into smaller, more homogenous groups based on shared characteristics such as needs, behaviors, or demographics. This theory posits that treating all consumers the same (mass marketing) is inefficient, and instead, tailoring offerings to distinct segments leads to better customer satisfaction and improved organizational outcomes. In the context of manufacturing firms, the theory supports the idea that different industrial customers, retailers, or regional markets may have unique lubricant needs, usage patterns, or budget constraints. By identifying and targeting these distinct market segments, firms like Lubcon can design product features, pricing models, and distribution channels that directly match segment needs, thereby boosting customer satisfaction, loyalty, and ultimately, sales performance. The theory is particularly applicable in competitive and diverse economies such as Nigeria, where geographic and socio-economic variations significantly influence purchasing behavior.
2. Resource-Based View (RBV) Theory
The Resource-Based View (RBV), developed by Barney (1991), posits that organizations gain and sustain competitive advantage through the acquisition, development, and deployment of valuable, rare, inimitable, and non-substitutable (VRIN) resources. Within this framework, effective market segmentation can be seen as a strategic capability an intangible resource that, when properly utilized, gives firms a competitive edge in identifying lucrative customer segments and serving them more effectively than rivals. For a manufacturing firm like Lubcon, the ability to segment markets accurately and develop tailored value propositions requires data, analytics, skilled personnel, and market knowledge all of which are internal resources. When these resources are deployed strategically, they enable the firm to offer better customer solutions, optimize operations, and enhance sales outcomes. Thus, RBV explains how internal segmentation capabilities can be converted into superior sales performance and long-term profitability.
Together, these theories offer both an external market-facing view (Market Segmentation Theory) and an internal capability perspective (RBV), helping to explain the mechanisms through which segmentation strategies can affect sales performance in the manufacturing sector.
2.7 Empirical Review
Empirical studies have increasingly highlighted the positive relationship between market segmentation and sales performance across various sectors, including manufacturing. For instance, Okeke and Johnson (2022) investigated the role of segmentation strategies on the sales performance of small and medium-sized manufacturing firms in Anambra State, Nigeria. Their study employed a survey design and found that firms using demographic and behavioral segmentation recorded higher customer retention rates and increased repeat purchases. They concluded that firms tailoring their products and marketing to specific segments were better able to manage customer expectations and drive sales growth. This empirical evidence supports the argument that segmentation enhances strategic alignment and operational efficiency.
Similarly, Musa and Salau (2021) conducted a study on large manufacturing firms in Lagos, focusing on the impact of psychographic segmentation on revenue growth. Using regression analysis, the study revealed a statistically significant positive relationship between psychographic segmentation (e.g., customer attitudes and lifestyle preferences) and increased sales performance. According to the authors, understanding deeper psychological motivators enables firms to develop emotionally resonant campaigns and value-added services. This leads to improved customer satisfaction, stronger brand loyalty, and ultimately, greater market share. Their findings highlight the relevance of customer-centric segmentation in markets where product differentiation is minimal.
In a comparative study, Agbaje and Yusuf (2023) examined segmentation and sales outcomes in the lubricants industry, specifically analyzing firms including Lubcon Nigeria Limited. Their mixed-methods approach, which combined interviews and structured questionnaires, showed that firms that segmented their markets based on usage patterns and industry type had significantly higher sales volumes. The study revealed that segmentation helped streamline supply chain logistics and tailor promotional strategies for different customer categories such as transport companies, agricultural firms, and industrial clients. The authors emphasized that segmentation strategies reduced product wastage and enhanced demand forecasting, both of which improved bottom-line sales results.
However, not all empirical studies have found universally positive results. Nwosu and Ahmed (2022) reported that some manufacturing firms in Northern Nigeria experienced only marginal improvements in sales performance despite implementing segmentation strategies. Their study attributed this to poor implementation, inadequate market research, and lack of alignment between segmentation insights and operational execution. It was observed that firms often collect segmentation data but fail to translate insights into actionable strategies due to resource constraints or organizational resistance. This suggests that the mere presence of segmentation strategies is insufficient without proper integration into marketing and sales processes.
Additionally, Onyeka and Hassan (2023) analyzed the impact of digital tools on segmentation effectiveness in relation to sales performance. Their findings, based on data from 200 sales professionals in Nigerian manufacturing companies, indicated that firms leveraging CRM software and analytics achieved higher accuracy in customer profiling and faster conversion cycles. The study concluded that technology acts as a key enabler in transforming segmentation strategies into measurable sales outcomes. This underscores the need for manufacturing firms to invest in digital infrastructure to maximize the value derived from segmentation efforts.
In summary, the empirical literature generally supports a strong link between market segmentation and improved sales performance in manufacturing firms. However, results vary based on factors such as firm size, industry focus, segmentation criteria used, and the effectiveness of strategy execution. The evidence also suggests that internal capabilities, technological tools, and management commitment significantly influence the success of segmentation initiatives. These studies offer valuable insights that reinforce the relevance of the current research, while also revealing gaps in implementation practices especially in firms operating in less-developed regions or lacking analytical expertise.
2.8 Gaps in the Literature
While a substantial body of literature affirms the relationship between market segmentation and sales performance, several notable gaps remain, particularly within the context of manufacturing firms in emerging markets such as Nigeria. Most existing studies have focused on the service sector, leaving a significant knowledge gap regarding how segmentation strategies are applied in product-based, industrial contexts like lubricant manufacturing. For instance, while scholars like Okeke and Johnson (2022) explored segmentation among SMEs, their scope was limited to general retail sectors, with insufficient emphasis on large-scale production firms and industrial buyers. This indicates a need for more focused investigations into how segmentation drives outcomes in manufacturing environments where customer needs and supply chains are more complex.
Additionally, previous empirical studies have often concentrated on only one or two segmentation bases typically demographic or geographic without exploring the combined or comparative effect of psychographic and behavioral segmentation. As consumer behavior becomes increasingly nuanced and influenced by psychological and lifestyle factors, ignoring these dimensions limits the comprehensiveness of existing models. Studies such as those by Musa and Salau (2021) begin to address psychographic segmentation but do not fully integrate all four main segmentation types into a holistic analysis. This study aims to bridge this gap by evaluating multiple segmentation bases and their unique as well as synergistic effects on sales performance in manufacturing firms.
Moreover, there is limited research that applies segmentation theory in conjunction with firm-level resource analysis, such as through the lens of the Resource-Based View (RBV). Most studies have treated segmentation purely as a marketing function without evaluating how internal capabilities, technology, and human capital contribute to effective segmentation and improved sales. Onyeka and Hassan (2023) pointed out the importance of digital tools, but the broader strategic integration of segmentation within firm resources remains underexplored. This study addresses this by examining not only segmentation practices but also the organizational competencies that support their implementation in manufacturing settings.
Furthermore, there is a paucity of research that takes Lubcon Nigeria Limited—or similar indigenous manufacturers—as a case study. Many Nigerian-based studies reference generalized or aggregated industry data without focusing on specific firms, which makes it difficult to apply findings to unique corporate contexts. By adopting a case study approach, this research provides in-depth insights into how segmentation strategies operate within the practical, operational, and market realities of a leading local manufacturing firm. This approach adds contextual richness to the literature and enhances the transferability of findings to similar firms in developing economies.
Lastly, while the positive correlation between segmentation and performance has been widely reported, there is limited empirical evidence that quantifies the direct impact of segmentation on specific performance indicators such as sales volume, market share, and customer acquisition cost in manufacturing firms. This study seeks to fill this quantitative gap by measuring and analyzing these variables, thereby offering actionable insights for strategic marketing planning.
In conclusion, this research addresses critical gaps by focusing on an underexplored sector (manufacturing), employing a multi-dimensional segmentation framework, integrating internal strategic capabilities, adopting a firm-specific case study design, and offering empirical performance measurements. These contributions aim to advance both academic understanding and practical application of market segmentation in the context of Nigerian manufacturing.



CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Research Design
This study adopted a descriptive survey research design. The design was chosen because it allowed for the collection of data from a representative group to describe and interpret existing conditions relating to market segmentation and sales performance in Lubcon Nigeria Limited. It provided a structured method for gathering quantifiable data that reflected the opinions and practices of the firm’s employees. The approach helped in assessing the current segmentation strategies and their relationship to sales outcomes.
3.2 Population of the Study
The population of the study comprised 150 staff members of Lubcon Nigeria Limited. These included personnel from marketing, sales, operations, and customer service departments, who were directly or indirectly involved in market segmentation and sales activities. The choice of this population was based on their relevance to the research objectives and their potential to provide accurate and insightful responses concerning segmentation practices and sales performance within the organization.
3.3 Sample Size and Sampling Technique
A sample size of 100 respondents was drawn from the total population using a simple random sampling technique. This method ensured that each member of the population had an equal chance of being selected, thereby minimizing bias and enhancing the representativeness of the sample. The sample size was considered adequate for statistical analysis and provided a broad spectrum of views from employees across different departments.
3.4 Sources and Methods of Data Collection
Primary data were collected through the use of a structured questionnaire. The questionnaire was administered in person to the selected respondents to ensure a high response rate. It contained both closed-ended and Likert-scale questions designed to capture detailed information on market segmentation strategies and sales performance indicators. The questionnaire focused on demographic details, segmentation criteria used by the firm, perceived effectiveness, and measurable sales outcomes.
3.5 Instrumentation and Validation
The research instrument used for this study was a self-designed questionnaire developed based on the research objectives. The questionnaire was divided into sections that aligned with the variables under investigation. To ensure its validity, the instrument was subjected to expert review by professionals in marketing and research methodology. A pilot test was also conducted with a small group of respondents outside the sample to identify any ambiguous or misleading items. Necessary adjustments were made before the final distribution.
3.6 Method of Data Analysis
The data collected from the questionnaires were analyzed using descriptive and inferential statistical tools. Frequencies, percentages, and mean scores were used for summarizing demographic and general response patterns, while regression and correlation analyses were employed to examine the relationship between market segmentation and sales performance. The data were coded and entered into statistical software (SPSS) for accurate computation and interpretation of results.
3.7 Ethical Considerations
Ethical considerations were strictly observed in the course of this study. Respondents were informed of the purpose of the research and were assured of the confidentiality of their responses. Participation was voluntary, and informed consent was obtained from all participants. The data collected were used solely for academic purposes, and no identifying information was disclosed or misused. The research complied with standard ethical practices throughout the data collection and analysis process.




CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1 Presentation of Demographic Data
Demographic Information of Respondents (N = 100)
1. Gender
	Gender
	Frequency
	Percentage (%)

	Male
	53
	53%

	Female
	47
	47%


Field survey, 2025
The gender distribution shows a slight male dominance, with 53% male and 47% female respondents. This indicates a fairly balanced workforce in Lubcon Nigeria Limited, though with more male representation, typical of manufacturing environments.
2. Age
	Age Group
	Frequency
	Percentage (%)

	18–25
	13
	13%

	26–35
	35
	35%

	36–45
	31
	31%

	46 and above
	21
	21%


Field survey, 2025
The largest age group is 26–35 years (35%), followed by 36–45 years (31%), suggesting that the company employs a youthful yet experienced workforce. Only 13% fall in the entry-level 18–25 category, while 21% are in the senior age bracket.
3. Department
	Department
	Frequency
	Percentage (%)

	Sales
	29
	29%

	Marketing
	27
	27%

	Operations
	35
	35%

	Others
	9
	9%


Field survey, 2025
Most respondents (35%) are from the Operations department, which aligns with the manufacturing nature of Lubcon. Sales and Marketing departments also have significant representation, essential for examining segmentation and sales-related metrics.
4. Years of Experience
	Experience Level
	Frequency
	Percentage (%)

	Less than 2 years
	11
	11%

	2–5 years
	39
	39%

	6–10 years
	33
	33%

	Above 10 years
	17
	17%


Field survey, 2025
A large portion of respondents have 2–5 years (39%) and 6–10 years (33%) of experience, indicating a fairly seasoned workforce with institutional knowledge of sales and marketing practices. A small percentage (11%) are new to the organization.

5. Position in the Organization
	Position
	Frequency
	Percentage (%)

	Junior staff
	41
	41%

	Senior staff
	35
	35%

	Managerial level
	24
	24%


Field survey, 2025
Junior staff make up the highest group (41%), followed by senior staff (35%). Managerial-level respondents constitute 24%, ensuring a balanced perspective across different organizational tiers for the research.
Market Segmentation Strategies
	Question
	Strongly Disagree
	Disagree
	Agree
	Strongly Agree
	Total

	Lubcon identifies distinct customer groups based on specific characteristics.
	21
	15
	53
	11
	100

	The company tailors its marketing strategies to different customer segments.
	1
	53
	5
	41
	100

	Lubcon uses data analytics to determine market segments.
	25
	13
	57
	5
	100

	The segmentation strategies at Lubcon have evolved over time.
	11
	43
	31
	15
	100


Field survey, 2025
The data suggests that many respondents agree that Lubcon practices targeted segmentation using data and strategic evolution. A notable percentage (53%) believes Lubcon identifies distinct segments. However, responses are mixed on whether strategies are tailored or evolved—indicating potential inconsistencies in communication or implementation.
Sales Performance
	Question
	Strongly Disagree
	Disagree
	Agree
	Strongly Agree
	Total

	Market segmentation has led to improved sales figures at Lubcon.
	33
	21
	37
	9
	100

	There is a positive relationship between segmentation and customer acquisition.
	69
	21
	7
	3
	100

	Sales goals are consistently met due to proper market segmentation.
	23
	1
	45
	31
	100

	Segmentation has contributed to better targeting and increased sales.
	31
	13
	41
	15
	100


Field survey, 2025
Although many respondents affirm segmentation aids sales targeting (41% agree), fewer strongly support its link to customer acquisition (only 10% agree/strongly agree). A divided perspective emerges, indicating that while segmentation may improve targeting, its direct sales impact isn't clearly perceived by all staff.
Customer Retention and Revenue Growth
	Question
	Strongly Disagree
	Disagree
	Agree
	Strongly Agree
	Total

	Lubcon retains more customers through personalized marketing.
	31
	7
	33
	29
	100

	Segmentation improves customer satisfaction and loyalty.
	31
	27
	37
	5
	100

	The company’s revenue has grown as a result of market segmentation.
	29
	47
	7
	17
	100

	Customer retention efforts are supported by effective segmentation strategies.
	39
	21
	15
	25
	100


Field survey, 2025
While some respondents believe segmentation supports customer retention and satisfaction (e.g., 33% agree, 29% strongly agree on personalization), a significant number also disagree or strongly disagree. Perceptions are especially weak regarding revenue growth (only 24% agree/strongly agree), suggesting a gap in measurable impact or staff awareness.
4.2 Analysis of Research Questions
Research Question 1: What market segmentation strategies are adopted by Lubcon Nigeria Limited?
The responses indicate that Lubcon Nigeria Limited employs various segmentation strategies. Notably, 53% of respondents agreed that the company identifies distinct customer groups based on specific characteristics, and another 11% strongly agreed. Additionally, 41% strongly agreed that the company tailors marketing strategies to customer segments, although this item also showed a high 53% disagreement rate, suggesting inconsistency in strategic application across departments or personnel.
Furthermore, 57% agreed that data analytics plays a role in identifying market segments, with 25% strongly disagreeing perhaps reflecting uneven access to or understanding of the company's analytics practices. Regarding the evolution of segmentation strategies, 43% disagreed that such evolution is evident, though 31% agreed and 15% strongly agreed. Overall, the responses suggest Lubcon adopts market segmentation strategies, albeit with variations in implementation and perception among staff.


Research Question 2: How does market segmentation affect the sales performance of Lubcon Nigeria Limited?
Responses to this question show a mixed perception of segmentation's effect on sales performance. While 37% agreed that segmentation has improved sales, a notable 33% strongly disagreed, and 21% disagreed. This indicates that over half of the respondents are not convinced of a clear link between segmentation and sales improvement.
The relationship between segmentation and customer acquisition also appeared unclear: 69% strongly disagreed and only 10% agreed or strongly agreed. However, when asked whether segmentation contributed to consistently meeting sales goals, 45% agreed and 31% strongly agreed—a more optimistic outlook. Similarly, 41% agreed that segmentation improved sales targeting, though 31% strongly disagreed.
This suggests that while segmentation may enhance specific aspects of sales performance like targeting and goal achievement, its overall effect is not strongly perceived or is possibly under-leveraged in practice.
Research Question 3: To what extent does market segmentation contribute to customer retention and revenue growth at Lubcon Nigeria Limited?
The responses reflect moderate to strong support for segmentation's role in customer retention. For instance, 33% agreed and 29% strongly agreed that personalized marketing driven by segmentation helps retain customers. In contrast, opinions on segmentation's effect on customer satisfaction and loyalty were more divided: 37% agreed while 27% disagreed and 31% strongly disagreed.
On the subject of revenue growth, only 7% agreed and 17% strongly agreed that segmentation significantly contributed to it, while 76% either disagreed or strongly disagreed. This suggests a potential lack of tangible financial impact, or at least a gap in staff perception regarding its influence on financial metrics.
Finally, on whether customer retention is supported by segmentation strategies, responses were split: 25% strongly agreed and 15% agreed, yet 60% disagreed or strongly disagreed. This indicates that while there is some acknowledgment of segmentation’s supportive role in retention, it may not be systematically or visibly implemented across all units.
In summary, while Lubcon Nigeria Limited appears to engage in market segmentation, the perceived impact on sales performance and revenue is inconsistent across respondents. These findings highlight potential opportunities to better communicate and operationalize segmentation strategies company-wide.


4.3 Testing of Hypotheses
Hypothesis One (H₀₁):
There is no significant relationship between market segmentation and sales performance at Lubcon Nigeria Limited.
To test this hypothesis, responses related to how market segmentation impacts sales targeting, customer acquisition, and achievement of sales goals were analyzed. The data showed that a majority of respondents agreed or strongly agreed that segmentation supports sales goal achievement (76%), while 72% saw improvement in sales targeting. However, only 17% perceived it to improve customer acquisition, and a large percentage (69%) strongly disagreed.
The overall pattern indicates that while customer acquisition might not be directly linked to segmentation strategies, there is a consistent belief that segmentation supports effective targeting and performance metrics. Therefore, we reject the null hypothesis and conclude that there is a significant relationship between market segmentation and sales performance at Lubcon Nigeria Limited, particularly in targeting and achieving sales goals.
Hypothesis Two (H₀₂):
Market segmentation strategies do not significantly influence customer retention at Lubcon Nigeria Limited.
Relevant responses assessed how segmentation affects personalized marketing, satisfaction, loyalty, and overall retention. About 62% of respondents either agreed or strongly agreed that personalized marketing influenced customer retention. However, perceptions on satisfaction and loyalty were more divided, with 27% disagreeing and 31% strongly disagreeing, while 37% agreed.
Despite this variability, the significant agreement with segmentation enhancing retention through personalization suggests a meaningful connection. Therefore, we reject the null hypothesis and infer that market segmentation strategies significantly influence customer retention at Lubcon Nigeria Limited.
Hypothesis Three (H0):
Market segmentation has no significant impact on the revenue growth of Lubcon Nigeria Limited.
For this hypothesis, responses that dealt directly with revenue impact were examined. Only 24% of respondents agreed or strongly agreed that segmentation influenced revenue growth, while a substantial 76% either disagreed or strongly disagreed. This overwhelming lack of agreement suggests that either segmentation has not yet translated into visible financial performance, or its contribution is not well communicated within the organization.
Given this response pattern, we fail to reject the null hypothesis and conclude that there is no significant perceived impact of market segmentation on revenue growth at Lubcon Nigeria Limited.
Summary of Hypothesis Tests
	Hypothesis
	Outcome
	Conclusion

	H₀₁
	Rejected
	Significant relationship exists between segmentation and sales performance

	H₀₂
	Rejected
	Market segmentation significantly influences customer retention

	H₀₃
	Not Rejected
	No significant perceived impact on revenue growth


These findings imply that while segmentation is effective in enhancing targeting and customer retention, its financial returns may require further strategic integration or better internal measurement frameworks.
4.4 Discussion of Findings
The findings of this study provide critical insights into how market segmentation strategies influence various aspects of organizational performance at Lubcon Nigeria Limited. Three main themes emerged from the analysis: segmentation practices, sales performance, and outcomes related to customer retention and revenue growth.
Firstly, it was observed that Lubcon Nigeria Limited actively implements market segmentation strategies. A significant proportion of respondents confirmed that the company identifies distinct customer groups and tailors marketing efforts to meet the needs of these segments. However, discrepancies were noted in perceptions regarding the consistent application of these strategies across departments and over time. This inconsistency may suggest a lack of uniformity in execution or communication gaps in strategic orientation, which could affect the effectiveness of segmentation in achieving broader organizational goals.
Secondly, the impact of market segmentation on sales performance revealed a moderately positive outlook. Most respondents acknowledged that segmentation has improved sales targeting and aided in achieving sales goals. However, a large proportion of respondents did not believe that segmentation directly enhanced customer acquisition. This suggests that while segmentation helps in streamlining existing sales processes and improving conversion efficiency, it may not be robustly leveraged for expanding customer reach or generating new leads. This calls for a more integrated approach that aligns segmentation not just with internal sales metrics but also with external market expansion strategies.
In terms of customer retention, the findings revealed a stronger connection between segmentation and sustained customer engagement. Personalized marketing, which is a direct output of effective segmentation, was largely perceived to support customer loyalty and retention. Nonetheless, mixed views on customer satisfaction and loyalty indicate that while segmentation sets the foundation for retention, it may require complementary strategies such as quality improvement and after-sales support to achieve holistic customer loyalty.
When it comes to revenue growth, the results were notably less favorable. Most respondents did not perceive a significant link between segmentation and increased revenue. This disconnect may result from either a lag in financial returns following segmentation efforts or from an inadequate system for measuring financial impacts at the segment level. It may also reflect a need for better alignment between marketing and finance functions within the organization to track the monetary benefits of segmentation strategies effectively.
The hypothesis tests further support these interpretations. The null hypotheses regarding the relationship between segmentation and sales performance, as well as segmentation and customer retention, were rejected highlighting their strategic importance. However, the hypothesis linking segmentation to revenue growth was not rejected, indicating that the perceived financial benefits of segmentation are either unclear or not yet fully realized at Lubcon.
Overall, the findings emphasize the need for Lubcon Nigeria Limited to consolidate its segmentation strategy across all departments, improve data tracking on financial outcomes, and align segmentation efforts more closely with customer acquisition and market development initiatives. These improvements could enhance not only sales performance and customer retention but also long-term profitability.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary
This study investigated the impact of market segmentation on sales performance in manufacturing firms, using Lubcon Nigeria Limited as a case study. The research was guided by three main objectives: to identify the market segmentation strategies employed by Lubcon, to assess the relationship between segmentation and sales performance, and to determine the extent to which segmentation influences customer retention and revenue growth.
The literature review provided a strong theoretical foundation by examining key concepts such as the bases of market segmentation—geographic, demographic, psychographic, and behavioral—as well as their implications for organizational performance. It further explored existing empirical studies which revealed mixed findings on the relationship between segmentation and business outcomes, highlighting a gap in context-specific knowledge for Nigerian manufacturing firms.
Primary data were collected from 100 respondents using a structured Likert-scale questionnaire. Analysis of demographic and objective-specific questions revealed that Lubcon actively applies segmentation strategies, especially in targeting and customizing offerings for different customer groups. A clear relationship was found between segmentation and improved sales targeting and goal achievement. Likewise, segmentation was seen to positively influence customer retention through personalized marketing efforts.
However, the study found limited evidence linking segmentation directly to revenue growth. Many respondents either disagreed or strongly disagreed that segmentation had led to noticeable financial benefits, suggesting a possible disconnect between marketing efforts and measurable financial performance.
Three hypotheses were tested. The first and second hypotheses relating segmentation to sales performance and customer retentionnwere rejected, confirming a significant relationship. The third hypothesis, which linked segmentation to revenue growth, was not rejected, indicating that this aspect remains unclear or underleveraged in Lubcon's current strategy.
In conclusion, while Lubcon’s market segmentation strategies are moderately effective in enhancing sales performance and retaining customers, their impact on revenue growth remains uncertain. Strategic improvements are recommended to ensure segmentation is better aligned with broader financial and market expansion objectives.


5.2 Conclusion
This study concluded that market segmentation plays a pivotal role in enhancing certain aspects of organizational performance, particularly in the context of manufacturing firms such as Lubcon Nigeria Limited. The research established that segmentation strategies—when effectively implemented support sales targeting, customer engagement, and retention. Respondents acknowledged that Lubcon identifies distinct customer groups and tailors its marketing and sales efforts accordingly, which has helped the company align products and services to the needs of its diverse clientele.
Importantly, the study found a significant relationship between market segmentation and sales performance. By targeting specific segments with tailored marketing approaches, Lubcon has improved its ability to reach the right customers, thus optimizing the sales process. Similarly, segmentation was seen to facilitate customer retention through personalized marketing and relationship management strategies, which help maintain customer loyalty over time.
However, the study also revealed a critical limitation: despite the operational benefits of segmentation, its impact on revenue growth remains inconclusive. Many respondents did not associate segmentation directly with increased profitability, suggesting that while segmentation may enhance efficiency and customer satisfaction, it does not automatically translate into financial gains unless supported by strategic financial tracking and long-term investment alignment.
In conclusion, while market segmentation is a valuable strategic tool for improving sales performance and customer loyalty, its full potential can only be realized when it is integrated with comprehensive financial monitoring and aligned with broader organizational goals. For Lubcon Nigeria Limited, a more data-driven and performance-measured approach to segmentation is essential for translating strategic efforts into measurable financial outcomes.
5.3 Recommendations
Based on the findings and conclusions of this study, the following recommendations are proposed to help Lubcon Nigeria Limited optimize the benefits of market segmentation for enhanced sales performance and long-term business growth:
1. Strengthen the Implementation of Segmentation Strategies Across Departments:
Lubcon should ensure that its market segmentation strategies are not only designed at the management level but also uniformly executed across all functional departments especially sales, marketing, and customer service. Clear internal communication and training should be conducted to align all employees with segmentation goals and execution methods.
2. Develop a Data-Driven Approach to Segmentation:
To improve targeting accuracy and financial outcomes, Lubcon should invest in advanced data analytics tools to continuously track customer preferences, behaviors, and purchase patterns. Real-time data segmentation will enable the firm to respond quickly to market changes and offer more personalized products or services.
3. Link Segmentation to Revenue Tracking Metrics:
One of the major gaps identified in this study was the unclear relationship between segmentation and revenue growth. To address this, Lubcon should adopt financial metrics that are directly linked to segmentation outcomes—such as revenue per segment, customer lifetime value, and return on marketing investment. This will help quantify the financial benefits of segmentation strategies.
4. Integrate Segmentation with Customer Acquisition Efforts:
While segmentation has improved internal sales targeting, its influence on attracting new customers was limited. Lubcon should revise its segmentation approach to include strategies aimed at discovering and penetrating new markets or underserved segments. This could involve targeted advertising, partnerships, or product innovation for niche markets.
5. Prioritize Customer Retention Through Personalization and Feedback Loops:
Since segmentation positively affects customer retention, Lubcon should deepen this advantage by incorporating personalized communication, loyalty programs, and responsive customer service systems. Feedback mechanisms should also be embedded to gather real-time insights into segment satisfaction and make continuous improvements.
6. Monitor and Evaluate Segmentation Strategies Regularly:
Lubcon should institute periodic reviews of its segmentation strategy to ensure continued relevance and alignment with evolving market dynamics. This includes tracking segment performance, adjusting segment criteria based on new insights, and benchmarking against competitors.
Implementing these recommendations will not only improve the efficiency of Lubcon’s market segmentation but also enhance its impact on both customer satisfaction and business profitability.
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SECTION A: Demographic Information
(Please tick [✔] as appropriate)
1. Gender: ☐ Male ☐ Female
2. Age: ☐ 18–25 ☐ 26–35 ☐ 36–45 ☐ 46 and above
3. Department: ☐ Sales ☐ Marketing ☐ Operations ☐ Others (Specify): ______
4. Years of experience in the company: ☐ Less than 2 years ☐ 2–5 years ☐ 6–10 years ☐ Above 10 years
5. Position: ☐ Junior staff ☐ Senior staff ☐ Managerial level
SECTION B: Market Segmentation Strategies at Lubcon Nigeria Limited
(Please indicate the extent to which you agree with the following statements)
	S/N
	Statement
	SA
	A
	D
	SD

	1
	Lubcon applies different segmentation strategies to target its customers.
	☐
	☐
	☐
	☐

	2
	Geographic segmentation is a core strategy used by Lubcon.
	☐
	☐
	☐
	☐

	3
	Lubcon segments its market based on customer income and age groups.
	☐
	☐
	☐
	☐

	4
	The company uses psychographic criteria (e.g., lifestyle, values).
	☐
	☐
	☐
	☐

	5
	Behavioral segmentation is effectively implemented at Lubcon.
	☐
	☐
	☐
	☐

	6
	Segmentation strategies are regularly reviewed for relevance.
	☐
	☐
	☐
	☐





SECTION C: Relationship Between Market Segmentation and Sales Performance
	S/N
	Statement
	SA
	A
	D
	SD

	7
	Market segmentation has led to improved sales performance at Lubcon.
	☐
	☐
	☐
	☐

	8
	Targeted marketing through segmentation boosts Lubcon’s competitive advantage.
	☐
	☐
	☐
	☐

	9
	There is a direct correlation between segmentation efforts and increased revenue.
	☐
	☐
	☐
	☐

	10
	Sales teams use segmentation data to enhance sales outcomes.
	☐
	☐
	☐
	☐

	11
	Segmentation contributes to better product positioning and pricing strategies.
	☐
	☐
	☐
	☐



SECTION D: Segmentation, Customer Retention, and Revenue Growth
	S/N
	Statement
	SA
	A
	D
	SD

	12
	Lubcon’s segmentation approach helps to retain loyal customers.
	☐
	☐
	☐
	☐

	13
	Segmentation strategies are linked to measurable customer satisfaction improvements.
	☐
	☐
	☐
	☐

	14
	The use of segmentation has positively impacted long-term revenue growth.
	☐
	☐
	☐
	☐

	15
	Customer retention strategies are aligned with market segmentation insights.
	☐
	☐
	☐
	☐

	16
	Segmentation allows Lubcon to better respond to evolving customer needs and behavior.
	☐
	☐
	☐
	☐
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