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CHAPTER ONE
1.0 INTRODUCTION
1.1 BACKGROUND TO THE STUDY
Marketing activities which have helped to play a very vital role in the society and its satisfaction of needs and wants.
Marketing is also the aspect of management which deals with identifying, analysing, choosing, disposing and exploiting goods and services in order to fulfill the company’s mission and objectives. More especially, it consists of collecting and classifying good and services. It involved in creating marketing opportunities segmenting and selecting target markets, development and competitive marketing mix strategy and designing, supporting marketing management systems planning and control of information are also needed in marketing.
The marketing process begin with the company’s effort to find attractive opportunities, marketers in most cases, bear the major responsibilities of generating, evaluating and selecting attractive opportunities.
A successful company must be able to bring to the environment every meaningful opportunity and any business strength is the result of effective marketing development besides marketing development, every company must identify a target market as well defined asset of customers whose needs the company plan to satisfy. This action involves market segmentation and target market selection.
The market mix is a set of controllable variable that the firm uses to influence the buyers response. And this can be defined in another way, that is the combination of techniques tactics and resources designed to achieve the objective of the marketing plans, it covers the four variable over which the marketing, manager, have some degree of control.
The elements of marketing include price, product, physical distribution and promotion which are individual unique and to some extent are highly inseparable.
Therefore, the skills of the marketing department and its manager depend upon their understanding of these variables, their interaction with each other, and their ability to spread the forms of marketing effort in the most effective way so that the designed goals are achieved.
All of these marketing variables, price seems to be the most important and has always been considerable attention by management. It is the closely link with the firms revenue, because price determine revenue and high price may generate more funds for the other variables so as to keep them on the more. On the other hand depress volume of sides and reduces total revenue, therefore a few prices may cause reduction of money available for the other variables.
Marketing is also a process and performance of business activities that direct the flow of goods and services from the producers to consumers.
1.2 STATEMENT OF THE PROBLEMS
The research of the study analyzed “The role of Marketing Mix in the realization of company objectives”
Every organization set-up today its ultimate aim is to maximize profit and minimize cost in order for an organization to realize a company Objectives. There are some certain things that the organization have to embrace and put into consideration which is known to be the marketing mix, these are the statement of action that is being set aside for an organization to achieve the effective use for market. P’s which are interactive marketing methods, innovation identification of a target market and in formal information gathering effective used of this marketing tools will enhance a company growth and objective efficiency.
1.3 RESEARCH QUESTIONS
In order to vividly example the research topic, the following research question was form:
i. To what extent does marketing mix enhance the realization of business organization?
ii. What are the relationship between marketing mix and business survival?
iii. What are determinants of marketing mix in company objectives?
1.4 OBJECTIVES OF THE STUDY
This research study that centered on the role of marketing mix in the realization of company’s objective in a manufacturing company will cover such area as:
- storage
- procurement
- Transportation
- Materials
- Handing
- Production planning and control value engineering etc.
The research is intended to cover a specified period of time. And information shall be drawn within the domain of 7up Bottling Company Plc.
1.5 RESEARCH HYPOTHESIS
Ho: Marketing mix does not contribute to the realization of a company objectives.
Hi: Marketing mix contributes to the realization of a company objectives.
Ho: Marketing mix in the manufacturing plants does not lead to an organization objectives.
Hi: Marketing mix in the manufacturing plants lead to an organization objectives.
1.6 SIGNIFICANCE OF THE STUDY
Generally, the society believes that significance of a study means important of the study. This aspect is trying to measure the gain/benefit to be derived from the study especially as it concern consumer satisfaction. Here, attention should be given to research question and hypothesis.
This research must be able to provide answer to research question. In these cases the significance of the study (project) can be seen as the important role of marketing mix in every organization.
This state that before any organization can survive marketing mix, the activities of their firm will be effective and produce a very good quality in whatever they are doing in their organization. This seems as the significance of the study.





1.7 SCOPE OF THE STUDY
The scope of sample, in research study defined in term of sample variable, times, subject matter, variable matching location, the scope is not the same as limitation.
The scope of the study deal with tools that is variable, product, price, place and promotion which shows the way the 7up Bottling Company deal with the area in which the study cover
1.8 DEFINITIONS OF TERMS
The following are the terms that had been mentioned or used in the course of
1. study.
2. Target Market: This could be defined as a way of customer who needs the company plans to satisfy
3. Marketing Mix: Is the term used to describe the combination of the four input (components) pricing system, the product, the production activities and the distribution system.
4. Retailing: This is any business enterprise where sales volume primarily comes firm the manufacture.
5. Sales Promotion: These are marketing activities that stimulate consumer purchasing and clearer effectiveness such as setting up store displays, holding trade shows and various can current selling efforts not in the ordinary routine.
6. Personal Selling: This is the oral presentation in conversation with one or more buyers for the purpose of making sales. It involves direct (face to face) communication between seller and potential customers.
7. Sales: The rate of turnover
8. Promotion: It involves promoting immediate sales
9. Strategy: This is statement of action that is being taken to attain a given object.
10. Objective: This is a plan that is set aside to accomplish a desired goal.
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CHAPTER TWO
2.0 [bookmark: _TOC_250002]LITERATURE REVIEW
2.1 [bookmark: _TOC_250001]INTRODUCTION
Marketing mix as illustrated by Neil Borden as the central part of organization marketing actions once is the marketing situation (customer, competition, supplier, and middlemen etc.) has been identified as an evaluated use to produce the textile. The company employs more than 25,000 Nigeria people in all field of operation, and once the decision has been made to penetrate a particular market. Then the role of marketing mix is crucial. Before moving on the considered different variables, the question of timing should not be over looked. The element time is a vital factor in assessing the particular situation which can be change rapidly over a short periods of time, This can be the case when major competitors is suddenly declared bankrupt by using the marketing plan. It is possible to adopt speedily by and profitably to change in the marketing environment.
Thus, the development of the mix to met condition at a particular point in time is essentially a contingency approach to marketing management. In the use of this marketing mix management has to take into consideration the work letter or number that may be pronounced.
2.2 [bookmark: _TOC_250000]CONCEPTUAL FRAMEWORK
The marketing concept is the business philosophy which holds the key to achieve organization goals consist in determining the need and want of a target market and delivery the desired satisfaction to competitors.
A market conduct is business for the ultimate purpose of meeting the needs of his customer and achieving his own objectives such as profit, it would seem to make sense of the market or proceeded as follows.
· Ask the customer about their needs.
· Develop or acquire the product to fill those need.
· Plan and organize a marketing programmed to bring the products to the customer in such that a number as lead the achievement and state the goal.
· Carryout post sale activities that would ensure that the products are satisfactory in use and to learn of customer relation that guide improvement.
2.2.1 DEFINITIONS OF MARKETING
Marketing is a crucial human invention. It embraces the activities we engage in to satisfy needs and wants. Early in man’s history it became clear that no house could be economically self sufficient for long, specialization of production and exchange of item need were introduced.
Marketing can also be define as human activity directed at satisfying needs and wants through exchange process, it consists of finding out what products and services people already need and want and then proceeding to design, promote and distribute them.
Marketing, it began when man begin to produce and distribute more than he could consume. Marketing deals with the three m’s-men, money and materials.
2.2.2 MARKETING MIX
The marketing mix is defined as the combination of decisions on the controllable variables product, price, distribution and promotion..
Price: This involves decision and policies concerning price level, price policy,
discount allowances, payment periods, credit terms etc.
Product- This involve decision and policies concerning quality, design, size, technical features,brand name, packaging warranties and returns.
Distribution: Selecting and managing the middlemen through whom the product will reach the market at the right time, establishing a logistic system for sorting, handling and transporting the product.
Promotion: This deal with decisions and policies on advertising (the message to
be communicated and the media to be used). Personal selling (the method of personal selling to the used). The role salesman are to perform and the number of salesman to maintain. Sales promotion (the kind of promotional tools to be used) the conclusions to be used to fulfilled the promotional (budget etc)
2.2.3 MARKETING RESEARCH
Marketing research is the systematic and objective research for and analysis of information to guide managers in marketing, planning and problem solving.
Marketing research is all about adequate information which is the life blood of decision-making and improves marketing performance.
According to Baker, market research is concerned with measurement and analysis of market where as marketing research is with all these factors which impinge upon marketing of goods and service and also includes the study of advertising effectiveness, distribution channels, competitive products and marketing policies and the whole field of consumer behavior.
2.2.4 BENEFIT OF MARKETING
Marketing provides job opportunity, That is, marketing have help to provide job which have led to specialization in order to avoid redundancy. Marketing provide the consumer choice in this aspects, that is, marketing have provide consumer choice by knowing what the consumer want and how to get reach to them.
It help to lower the price of goods and services to the rate demand, that is, law of demand which stated that, the lower the price the higher the quantity will be demanded.
2.2.5 PRODUCT CONCEPT
A product can be defined as anything that is offered and accepted in exchange for satisfaction.
A product can be distinguished into three levels, which are as follows ; core product, tangible product and the augmented product.
Core Product: This is what prompts you for buying the product for year satisfactory purpose.
Tangible Product: These are the visible part of a product that can be seen and touch e.g package, wrapper and quality.
Augmented Product: This is the third level of product that provide after sales services, services maintenance and installation for their customer.




2.3 THEORETICAL FRAMEWORK
Expectation-confirmation theory will be considered under customer loyalty. This theory posits that expectation, coupled with perceived performance, lead to post purchase satisfaction. This effect is mediated through positive or negative disconfirmation between expectation and performance. “Post purchase satisfaction will result if a product or service falls short of expectation (negative disconfirmation) the customer is likely to be dissatisfied (Oliver, 1980; Sprengetal. 1996)”. The (4) main constructs in the model are: expectation, perceived performance, Disconfirmation and satisfaction. They are predictive indicating expected product attributes at some point in the future (Spreng et al. 1996). ‘The expectation serves as the comparison standard in what consumers use to evaluate performance and form a disconfirmation judgment (Halstead. 1999)’. The term relationship marketing (RM) was originally proposed by Berry in 1983: “attracting, maintaining and in multi-service organizations, enhancing customer relationships” [Little and Marandi, 2003; Grönroos, 2004; Harker and Egan,
2006]. Relationship marketing involves the development of long-term relationships between the customers and the suppliers, in order to create advantages for all those involved and to allow the co-creation of value rather than its unilateral distribution.
	DISCONFIRMATION
	
	SATISFACTION

	
	
	


The Diagram Below Is Used To Illustrate The Expectation-Confirmation TheoryPERCIEVED PERFORMANCE
EXPECTATION


CHAPTER THREE
3.0 METHODOLOGY
3.1 INTRODUCTION
This chapter makes an attempt to present the general procedure needed to carry out this study. It include a brief disruption of some key points of this research such as the brief history of the company seven up bottling company plc, Ilorin plant population sample, method of data collection and sample techniques.
3.2 RESEARCH DESIGN
The research methodology focuses on the methods adopted in collecting and analyzing data in the course of the study. This chapter presents the research population and sample, instrument of data collection, administration and method of data analysis.
3.3 POPULATION OF THE STUDY
The target population specially covers those that directly involved in the material handling in the seven up bottling company plc. It is difficult and impeached to research into the entire population so therefore examine a small part of the group called sample, the population sample include the staff and employees of the producing term and the staff of 7up Bottling Company were about 100 staff in Ilorin branch.
The staffs choose a key people in the organization that are directly involved in material management. This include staff in the production department this is of course was believe to be the only way through which the researcher could get relevant information needed from the organization that is used for the study.
3.4 SAMPLE SIZE AND SAMPLING TECHNIQUE
This issue of how large a sample should be is very important, small sample are often selected because of cost and time. Large sample is selected to ensure representative. The decision to use small or large sample will depend on:
a. The experience of the researcher.
b. Sample size use in the previous study.
c. The main objectives of the study.
A sample is anything less than full survey of population, it is usually of a small part of the population taker to give an idea of the quality of the whole.
There are 2 sampling technique namely:
· Probability sampling
· Non-probability sampling method can be used
However, non-probability was used in this study in selecting number of the sample size, because it is faster and allow the investigation freedom to collect data without much cost and sample is been administered.
3.5 METHODS OF DATA COLLECTION
Most of the data in chapter four is to be obtained from the questionnaire completed by the target (i.e.) staff, the most suitable option available for collection of primary data obviously is the use of questionnaire, Administrated therefore become highly essential than an oral interview be held.
Source: Personal and administration department of seven up bottling company plc.
PRIMARY DATA
By definition this refers to data collected by the researcher for specific purpose. It could also be data used for the purpose for which its first collected.
QUESTIONNAIRE
This is the main instrument used for collecting data for this study. A population for the representative of the group of respondent in the universe functioning head was given questionnaire to be held.
This serve as a back-up to some of the supplied information in the questionnaire.
SECONDARY DATA
This refers to the data obtained from records and already prepared materials. Relevant data is extruded from the record available been refined, classified and analyzed, the literature reviled contained in chapter two of the study was based on data obtained through this method. Also a lot of data which are from part of the analysis in this chapter was obtained from some of the organization journal which is secondary source of data collection.
3.6 INSTRUMENTS OF DATA COLLECTION
Information or data for research study falls into two major categories namely primary and secondary data.
Primary data: Refers to the information obtain from a particular study for investigation. They are usually obtained by personal interview, questionnaire, observation, discussion etc.
Secondary data: These are information which others have already recorded on the subject in various documents including books, magazines, journals, periodicals, reports, bulletins, articles, pamphlets, newspapers, government documents etc.
ADMINSTRATION OF INSTRUMENTS
Supervisory administration of assessment instruments is protected via http-authentication therefore, any person who has a supervisory password for an instrument administration is presumed to be a legitimate administrator of the assessment instrument. According to TCET disclaim an instrument users and administers agree to hold TCET harmless for any and all liability for any.
3.7 METHODS OF DATA ANALYSIS
To meet the objectives of this study, the data collected will be analyzed using descriptive method of statistical analysis such as percentage is also highly essential in the validity of the response structures of the question contained in the questionnaire. The use of influential statistical methods such as chi-square therefore become obviously important.
3.8 HISTORICAL BACKGROUND OF THE CASE STUDY
Seven up bottling plc (SBC) was founded by a Lebanese in 1959, and October 1st 1960, production of carbonated soft drinks began at the first plant located at Ijora Lagos. On the first day of production the company sold total of 24 crates of its product. In other word a total of 576 bottles were sold. Although, that number did not put the company in the guiness book of world record it certainly was a significant accomplishment for the company.
In order to create a favorable climate for her smooth operation the company had to become involved with the commodity, SBC plc was the first to introduce wrestling in Nigeria by sponsoring the great and the late Mike Bamidele, SBC plc was involved in the first miss Nigeria beauty competition which has continued to grow in size and important over the year till date, the company sponsors many sporting and special activities, among which are the Pepsi football, actually Pepsi professional football leagues, seven up premier basketball, Mirinda school programme etc.
The company was quoted in the Nigeria Stock Exchange (NSE) and went public in 1984. the greatest period of growth for SBC plc began in early 80’s with the Ibadan plant 1980, Ikeja plant in 1981, the Kano plant in 1985, the Aba plant 1989, the acquisition of John Ho softdrink with Kaduna Plant in 1989, Benin Plants in 1992 and Enugu plant in 2002.

Making the total number of depots now to be 37 several depots and dealers in all parts of the country the present include seven-up (7up) Pepsi, Cola Mirinda, Orange, Mrinda Soda, Mirinda Tonics Team, Lemonade, Ginger ale, and the latest of its orange product is Mirinda fruits which was launched in the year 2002.
SOURCE
Personal and administrative department of seven-up bottling company plc.
Corporate Organization Structure.H.H.R.M
N.F.M.M
C.O.O
E.S.M
F.C
N.M.M
MANAGING DIRECTOR

KEY
N.M.M. =National Marketing Manager

F.C = Financial Controller

E.S.M = Engineering Service Manager

C.O.O = Chief Operating Officer

H.F.M.M = National Fleet Maintenance Manager

H.H.R.M = Head Human Resources Management

Regional Organization Structure
T.M
I.M
P.M
M.M
A.M
F.M
MANAGING DIRECTOR

KEY
F.M = Factory Manager
A.M = Account Manager
M.M = Marketing Manager
P.M = Personnel Manager
I.M = Inventory Manager
T.M = Transport Manager
Source: Personal and administrative department of seven up bottling company plc.

CHAPTER FOUR
4.0 DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1 INTRODUCTION
This chapter is concerned with the presentation and analysis of data collected through questionnaire from staff of 7up bottling company, plc, Ilorin plant. Not all the question presented in the questionnaire were analyzed, rather, only questions that are highly relevant to this research work were analyzed.
It should be noted at this junction that out of the forty(40) questionnaires distributed thirty-six (36) were duly returned. After the analysis of some selected questions from the questionnaire, the result of the interviews conducted are hereby presented.
4.2 DATA PRESENTATION, ANALYSIS AND INTERPRETATION 
TABLE 1: SEX OF RESPONDENTS
	RESPONDENTS
	FREQUENCY
	PERCENTAGE

	Male
	30
	83

	Female
	6
	17

	Total
	36
	100


Source: Researcher’s Field Survey 2025.
This represents the number of the respondent on the basics sex from the data, it can be seen that majority of the respondents consists of male 30% or 83% while female constitute the minority 6 or 17%.







TABLE 2: RESPONDENTS WORKING EXPERIENCE
	RESPONDENTS
	FREQUENCY
	PERCENTAGE

	1-5
	16
	44

	6-10
	10
	28

	11-15
	6
	16

	16-20
	4
	12

	Total
	36
	100


Source: Researcher’s Field Survey 2025.
The above table indicate that 16 or 44% of the respondent have working experience between 1-5 years. 10 or 28% have 6-10 years working experience. 6 or 16% of respondents have 11-15 years working experience. And 4 or 12% have between 16 or 20 years working experience. This result indicates that the company have experienced workers.
TABLE 3: COMPANY PURCHASING POLICY
	RESPONDENTS
	FREQUENCY
	PERCENTAGE

	Imported	raw
	10
	28

	materials
	
	

	Locally	made	raw

material
	4
	11

	Both	locally	and

imported
	22
	61

	Total
	36
	100


Source: Researcher’s Field Survey 2025.
The table above indicate that 10 or 28% of the respondent believed that raw material are imported from abroad, which make cost of transportation, custom and excise duties etc expensive. 4 or 11% believed that the raw material are made locally while majority of the respondents 22 or 61% believed that their raw materials are made both locally and imported.
TABLE 4: MARKETING MIX LEADS TO REALIZATION OF COMPANY OBJECTIVES
	RESPONDENTS
	MALE
	PERCENTAGE

(%)
	FEMALE
	(%)

	Yes
	30
	100
	4
	67

	No
	-
	-
	2
	33

	Total
	30
	100
	6
	100


Source: Researcher’s Field Survey 2025.
From the table above it can observed that marketing mix leads to realization of company growth objectives 30 or 100% of the male picked yes while only 2% or 33% of female picked No.
TABLE	5:	THE	COMPANY	STOCKING	AND	STOCK	CHECKING FREQUENCY
	RESPONDENTS
	FREQUENCY
	PERCENTAGE

	Continuously
	6
	16

	Weekly
	2
	6

	Monthly
	28
	78

	Quarterly
	-
	

	Total
	36
	100


Source: Researcher’s Field Survey 2025.

TABLE 6: EFFECTIVE MARKETING MIX AND CONTROL ENSURING THE REALIZATION OF COMPANY GROWTH OBJECTIVES
	RESPONDENTS
	MALE
	PERCENTAGE

(%)
	FEMALE
	(%)

	Above average
	18
	60
	4
	69

	Average
	12
	40
	-
	-

	Below average
	-
	-
	2
	3

	Total
	30
	100
	6
	100


Source: Researcher’s Field Survey 2025.
From the above, 18 or 60% of the male and 4 or 69% of the female say that effective operation is ensuring through effective marketing mix and control company growth objectives, respondents were undecided while 6% says that the company’s capacity is low.
TABLE 7: JOB STATUS OF RESPONDENT
	JOB STATUS
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Junior staff
	8
	20

	Senior staff
	23
	70

	Management staff
	5
	10

	Total
	36
	100


Source: Researcher’s Field Survey 2025.

Table 7 reveals that 8 (20%) of the respondents are junior workers while 23 (70%) of them are senior staffs and 5(10%) of the respondent are management staff, this

indicated that majority of the employees of the organization are senior staffs, this may be due to the nature of the business of the firm.
TABLE 8: DEPARTMENT OF RESPONDENT
	DEPARTMENT
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Production
	10
	30

	Sales
	20
	50

	Marketing
	6
	20

	Total
	3s6
	100


Source: Researcher’s Field Survey 2025.
From the above table 8 it can be seen that 10 (30%) of the respondents are in production department 20 (50%) of the respondents are in sales department while 6(20%) of the respondent are in marketing department.
TABLE 9: AGE OF RESPONDENTS
	AGE
	NO OF RESPONDENTS
	PERCENTAGE (%)

	21-30
	20
	50

	21-50
	10
	36

	51 and above
	6
	14

	Total
	36
	100


Source: Researcher’s Field Survey 2025.

The above table 9 shows that 20(50%) of the respondents have their ages between 20-30 years, 10 (36%) of them fall within 31-50 years, while 6 (14%) of the respondents are between 51 years and above.

TABLE 10:	EDUCATIONAL BACKGROUND OF RESPONDENTS
	QUALIFICATION
	NO OF RESPONDENTS
	PERCENTAGE (%)

	WAEC/GCE
	3
	16

	NCE/ND
	11
	36

	HND/BSC
	18
	42

	MBA/MSC
	4
	6

	Total
	36
	100


Source: Researcher’s Field Survey 2025.
The above table 10 connotes that 3 (16%) of the respondents are the WAEC/GCE holders, 11 (36%) of the respondent are NCE/ND holders, 18 (42%) are the HND/BSC holders, while 4 (6%) of them are MBA/MSC holders, based on those qualification of the workers, one can boldly say that the organization was well organized.
4.2	TEST OF HYPOTHESIS
Chi-square is used for testing the validity answers to the research hypothesis.
HYPOTHESIS ONE
Ho: marketing mix does not contribute to the realization of company’s objectives. Hi: marketing mix contributes to the realization of company’s objectives.
HYPOTHESIS ONE
	RESPONDENTS
	FREQUENCY
	PERCENTAGE
	TOTAL

	Yes
	30
	4
	34

	No
	-
	2
	2

	Total
	30
	6
	36


Source: Researcher’s Field Survey 2025. 
Chi-square formula to test the hypothesis (i-e) X2= E(0-e)2
X2

First we determine the expected frequency by using formula. R x C
N
Where R =Summation of row
C = Summation of column N = Total of respondents
HYPOTHESIS TWO
Ho: Marketing mix in the manufacturing plant does not lead to organization objectives. Hi: Marketing mix in the manufacturing plant lead to organization objectives.
WILL BE USED IN TESTING THE ABOVE HYPOTHESIS
	RESPONDENTS
	MALE
	FEMALE
	TOTAL

	Above average
	18
	4
	22



4.3 DISCUSSION OF FINDINGS
Based on the available data we have answered research questions and tested the hypothesis from the analysis, the entire null hypothesis was rejected and the entire alternative hypothesis accepted. It was found that marketing mix contribute to the realization of a company objectives.
Furthermore, the indispensability of a marketing mix also statistically confirmed all respondents agree completely that it is very important and strategic in every organization especially profit oriented.
For an organization to be effective in terms of marketing mix, the organization has to define the marketing mix properly by stating out the right place, promotion, price, production in order to enhance the company’s growth objectives.
However, this study has been able to establish that effective marketing mix contributes to the success of 7up bottling company plc, Ilorin plant the case study.

CHAPTER FIVE
5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY OF FINDINGS
Marketing mix has been defined as the achievement of function activities and routines which concerns of external materials and services into the organization and the administration of the same unit they consume or used In the process of production operation of sales.
This research work was carried out within an environment that has not been two conductive in terms of time factor and incorporative actions of the other respondents helped to cover up for this sabotaging act.
After the analysis and interpretation of data in chapter four(4) evidence has shown that marketing mix leads to the realization of company growth objectives.
The research has come up with the following summations:-
i. The cost of production of company’s product become high because the company depends mostly an importation of raw materials from abroad. And this includes cost of transportation, custom and excise duties.
ii. The company has to establish an efficient communication system in the organization to ensure that the information required are communicated at the right time and to ensure that division bisect on stock control are correct.
iii. Forecast for marketing mix will help the organization to have smooth operation in order for marketing mix to be planned effectively and accurately for the future.
And this will help the organization to have effective and efficient performance.

iv. For an organization to be effective in terms of marketing mix, the organization has to define the marketing mix properly by stating out the right place, promotion, price, product in order to enhance the company’s growth objectives.
However, this study has been able to establish that effective marketing mix contributes to the success of 7up bottling company plc, Ilorin plant the case study.
5.2 CONCLUSION
The creation of marketing mix within the procedure of purchase and sales activities is nothing but to see that the sales department section achieves its goods.
Based on the findings from the investigation carried out for the purpose of this research work the following conclusion have been included.
i. Due to the company’s goods that is clearly stated the sale department have to work effectively for the company vision to come into reality.
ii. The manner with which marketing means are handled can have serious effect on the company that is if marketing mix of complex nature or high values are mis- handled, this could lead to adverse effect of the organization which will lead to greater loss to the organization. In order to make it to be suitable, marketing mix should be handled with best manual.
iii. The stock taking and stock checking are essential for effective marketing mix.
iv. The result of the hypothesis indicated that effective marketing mix to contribute to the success of the organization.
v. It indicated that the effective marketing mix and control lead to effective operation.
5.3 RECOMMENDATIONS
From the foregoing investigations and finding the following recommendations are offered with the hope that will help in improving the efficiency of the company and also increase their profitability.
i. The purchasing manager must ensure that necessary materials are supplied to all users department at the right time, the right quantity and quantity in order to enhance efficient operation.
ii. The store officer must ensure regular inspection of all stores especially areas in which materials are stored and handled.
iii. The sales officer must ensure that fraud that are being prevented.

REFERENCES
Andy, C.E (2001): Essential Economics Lagos Tonad Publishers Limited.
Falohun, A.B et al (1997): Round up Economics 1st Edition Lagos Longman Nigeria Plc.
Kolter, P (1992): Marketing management Analysis, planning implementation and control
New Jettrey Eagle work Diffs, Prentice Hall.
Noneylely N.G (2000): Modern Marketing 2nd Edition, African FED publisher Ltd.
Oyedijo A Fundamentals of marketing 1st Edition,  Ibadan Paramount Book Limited.

BIBLIOGRAPHY
Andy, C.A: Essential Economic 2001. Lagos TONAD Publisher limited.
Felohun, ABETD: Round up Economics 1st Edition Lagos 1997 Longman Nigeria Plc.
Kocler, P: Marketing management Analysis planning and Implementation and control 7th	Edition 1992.
Poneylely Nwokoye G (2000): Modern marketing 2nd Edition, Onitsha African FEP
publishers LTD
Offiong Don (1991): Marketing Elements 1st Edition, Approaches and Dynamics
Oyedejo Ade: Fundamentals of marketing 1st Edition, Ibadan Paramount book limited.

QUESTIONNAIRE
Instruction: please kindly fill in or make appropriate base to the questions bellow.
SECTION A
Sex: Male (	) female (	)
Age: 20 -30 (	) 31-50 (		) 51and above (	) Marital Status: Single (	) Married (	)
Educational Background: WASC/GCE ( ) NCE/ND (	) HND/BSC (	) MBA/MSC (	)
SECTION B
1. How long have you been working with the company 1-5 years (  ) 6-10 years (  ) 11-15 years ( ) 16-20 years (  )
2. Does company obtained raw material through (a) Imported raw material ( ) (b) Locally made raw materials (  ) (c) Both locally made and imported raw material
3. Does marketing mix leads to realization of company growth objectives? Yes ( ) No (  )
4. How does the company do their stock taking (a) continuously (  ) (b) weekly (  )
(c) monthly (  ) (d) quarterly(  )
5. How would you rate the company products in term of marketing mix? Above average (  ) average (  ) below average (  )
6. Job status? Junior (  )  senior (  ) management staff (  )
7. Department of respondent? Production (  )  sales (  ) marketing (  )
image2.png
v




image3.png
»




image4.png




image5.png
| 4




image6.png




image7.png




image1.png




