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ABSTRACT
Segmentation is essential and necessary for organizations trying to survive in the global market. Therefore, organizations that sell a product or service have to know 
their various target markets. Then segment their product in
a way that suits each segment identified. This study aims to clarify the best methods and technique of medical consumer market segmentation in pharmaceutical industry taking Bioraj pharmaceutical company, Ilorin as a case study  and how this can be effectively utilized to improve the organization’s sales. The researchers working in the medical supplies sector and the organizations in this sector always face the problem of whom to target. This study focuses more on the definition, bases of segmentation and this segmentation effect on the organization sales. This research will provide information about the market segmentation which will help the researcher and the organizations to identify the gap between the concept of market segmentation and how it is applied in practice to achieve a sales growth..
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CHAPTER ONE
1.0 INTRODUCTION
1.1 BACKGROUND OF THE STUDY
 The division of a market into different homogenous groups of consumers is known as market segmentation. The marketing concept calls for understanding customers and satisfying their needs. But different customers have different needs, and it rarely is possible to satisfy all customers by treating them alike. One of the main reasons for engaging in market segmentation is to help the company understand the needs of the customer base. Often the task of segregating consumers by specific criteria will help the company identify other applications for their products that may or may not have been self evident before. Uncovering these other ideas for use of goods and services may help the company target a large audience in that same demographic classification and thus increase market share among a specific sub-market base.  While there may be theoretically ‘ideal’ market segments, in reality every organization engaged in a market will develop different ways of imagining market segments, and create product differentiation strategies to exploit these segments. The market segmentation and corresponding product differentiation strategy can give a firm a temporary commercial advantage, which is essential to its existence. The globalization increased the competition and it became difficult for the competitor to survive in the market. Continues improvement is very important especially in marketing strategies. The development of these strategies became mandatory. It helps the companies to achieve the marketing objectives which will lead to achieving the organization objective. This organization objective should aim to achieve a competitive advantage over the competitors. Every organization wishes to focus on all of the customers but before applying the marketing strategies or camping we have to divide the market into groups or segment with a smellier needs and wants and this strategy is known as the market segmentation. So, the main objective of segmentation is the concentration of marketing energy and force on subdividing to gain a competitive advantage within the segment. It is also the main tool to achieve the marketing objectives which one of them is the growth in sales to increase the market share as well.


1.2 STATEMENT  OF THE PROBLEM
. An understanding of the meaning of market segmentation on sales performance and it’s impact in serving the different market segments is one of the inherent problems in most organization today. Identifying sub markets either as a competitive strategy or as a measure to burden the market and promote a product to meet the needs of different customer group is a difficult task.The marketer is faced with controllable variables like product, price, promotion and distribution as well as uncontrollable variables like competition, economy, consumer demand, technology, sociocutural environment which summed involves huge financial burden.The Nigerian Breweries Plc, is an organization where the concept of market segmentation can successfully be applied. What management does is to identify and determine the segments existing in a market, to understand the make-up of segments and their needs.The strength of all these becomes imperative for marketing managers to focus more of their attention on how best to develop strategies for it’s products, most of these problems on segmentation includes;
1.         The need to know whether segmentation is a good marketing strategy on sales performance.
2.         Whether it allows firms to develop specific products that really match the market demand.
3.         Whether it allows for the development of specific promotional message for each segment of the
market.
1.3.	OBJECTIVE OF THE STUDY
The specific objectives of the research work are:
1. To examine the relationship between market segmentation and product development.
2. To examine the relationship between market segmentation and sales volume.
3. To ascertain the effect of market segmentation on organization’s profitability.


1.4.	RESEARCH QUESTIONS
The following research questions are designed to guide the study;
1. What is the nature of relationship between market segmentation and product development?
2. What is the nature of relationship between market segmentation and sales volume?
3. What is the effect of market segmentation on organization profitability?
   RESEARCH HYPOTHESES 
The following hypotheses are formuated for the study:
1. HO: Market segmentation has no significant relationship with product development.                    
                                                                       
2. HO: Market segmentation has no positive relationship with sales volume.
3. HO: Market segmentation has no significant effect on organization profitability.
1.5.	SIGNIFICANCE OF THE STUDY
The study will be of great benefit to consumers and individuals in their purchasing pattern. It will serve as a
base for further study in the same field or related field by students in tertiary institutions.
It will serve as a frontier of knowledge. It would be used to evauate good or bad principles.
1.6.	SCOPE OF THE STUDY
This study covers the impact of market segmentation on sales performance which is carried out on Bioraj pharmaceutical company, Ilorin, Kwara State. The study will cover a period from 2024 – 2025 within which the report is expected to be submitted to the department.

1.7.	LIMITATION OF THE STUDY
During the cause of this study, there are so many factors which really limit the researcher ability to cover a wide scope. Some of these factors;
1. Lack of cooperation from some officials of Bioraj pharmaceutical company  who refuses to divulge any information without express permission from the highest authority in the department.
2. Also, lack of enough fund to finance all the activities involved in the conduct of the research.
3. Time constraint also there is no adequate time to carry out the investigation proper on the subject matter.



1.8.	DEFINITION OF TERMS
 a.   Market: is a set of individuals or organization that  desire a product and willing and able to buy it.

b.     Target market: A selected market to focus on and develop marketing programs.

c.       Product: Anything offered to the market for acquisition, sales, attention use or consumption that satisfies a need or want.

d.       Marketing mix: they are element of marketing usually referred to as the 4ps i.e. product, price, place, promotion.

e.       Market segmentation: it is the dividing of a large market into smaller subsets of consumers or  organization that are similar in characteristic behavior, wants or needs.

f.       Consumer market: it is a set of individual buyers who purchase or use product or service for their own personal or household use.

g.       Heterogeneous market: A market consisting of consumers with diverse characteristics needs and wants.

h.       Homogeneous market: A market consisting of consumer or organization with similar needs, wants and behavioural tendencies.

i.        Industrial market: it is a market consisting of business, industrial or institutional organizations that buy goods or services to make other goods or other products.

j.        Marketing strategy: A marketing logic used by firms to achieve set objectives.


CHAPTER TWO
2.0.	LITERATURE REVIEW
2.1 INTRODUCTION
This chapter intends to review various works on segment marketing,marketsegmentationprocedures,segmentproces, effective segmentation,single segment concentration,steps of segmentation,bases of segmentation,how to evaluate and select market segment,selective specialization, product specialization ,market specialization ,full market specialization ,etc.all these concept will be looked into in details based on the works of others and academic scholars.
2.2. CONCEPTUAL FRAMEWORK
. (Kotler and Keller, (2005) a market segment is a subgroup of people or organizations sharing one or more characteristics that cause them to have similar product and/or service needs. A true market segment meets all of 
the following criteria: it is distinct from other segments (different segments have different needs), it is homogeneous within the segment (exhibits common needs); it responds similarly to a market stimulus, and it can be reached by a market intervention. The term is also used when consumers with identical product and/or service needs are divided up into groups so they can be charged different amounts. These can broadly be viewed as 'positive' and 'negative' applications of the same idea. Ayuba ( 2005) noted that Nigeria companies marketing effort lack the knowledge and skills of basic marketing ingredients - marketing research, marketing planning and effective distribution network. The outcome of this is poor quality products, unawareness of competitors, poor promotion, poor distribution, and poor pricing methods. In a developing country like ours with low income and high level of poverty, the need for effective marketing segmentation of product is very imperative if an 
organization hope to achieve any success.  
Market segmentation is the subdividing of a heterogeneous market into homogeneous subsets called segments, within which customers have the same or similar requirements satisfied by a distinct marketing mix (Armstrong and Kotler, 2005). Marketing mix refers to the 'tools' or means available to an organization to improve the match between benefits sought by customers and those offered by the organization. This is usually the appropriate mix of product features, price, place (service and availability) and promotion and is often referred to as the 4Ps. Marketsegmentation is one of the fundamental principles of marketing. The basic tenet of market segmentation is that a heterogeneous group of customers can be grouped into homogeneous groups or segments exhibiting similar wants, preferences, and buying behaviour(Dibb and Simkin, 1996). The process enables companies to target specific market segment(s), design more suitable marketing mix variables (price, product, promotion, and distribution), and develop more effective positioning strategy. 
Segment Marketing 
(Kotler, 2004) A market segment consists of a group of customers who share a similar set of wants. Thus we 
would distinguish between car buyers who are primarily seeking low-cost basic transportation and those seeking 
luxurious driving experience. We must not confuse a segment and a sector. A car company may say that it will 
target young, middle-income car buyers. The problem is that young middle-income car buyers will differ about 
what they want in a car. Some will want a low cost car and others will want an expensive car. Young, middle
income car buyers is a sector, not a segment. 
The Marketer does not create the segments, the marketer’s task is to identify the segment and decide which one(s) to target. Segment marketing offers several benefits over mass marketing, which includes;
•The company can create a more fine-tuned product or service offering and price it appropriately for the target segment. 
•The company can more easily select the best distribution and communication channels. 
•It will also have a clearer picture of its competitors, which are the companies going after the same segment. A flexible market offering consists of two parts; anaked solution containing the product and service elements that all segment members’ value, and discretionary options that some segment members’ value.
Market Segmentation Procedure 
(Kotler, 2004)Market Segments can be identified by classifying consumers demographically. A bank for example, may decide to group its customers by wealth, annual income, and age. Suppose it distinguishes five (5) 
wealth classes, seven (7) income classes and six (6) age classes. This alone would create 210 market segments 
(5 x 7 x 6). The real question however is whether the customer in any one segment really has the same needs, 
attitudes, and preferences. This has led market researchers to advocate a needs-based market segmentation 
approach. Roger Best proposed the seven step approach shown below; 
SEGMENT PROCCESS                           
1.Needs Based Segmentation       
 Group customers into segments based needs and   benefits sought by customers in solving a particular consumption problem. 
2.Segment Identification 
For each needs-based segment, determine which demographics, lifestyles, and usage behaviours make the segment distinct and identifiable (actionable). 
4. Segment Attractiveness 
5. Using predetermined segment attractiveness criteria (such as market growth, competitive intensity, and market access), determine the overall attractiveness of each segment. 
4.Segment Profitability 
Determine segment profitability. 
5.Segment Positioning 
For each segment, create a ‘value proposition’ and product-price positioning strategy based on that segment’s unique customer needs and characteristics. 
6. Segment ‘Acid Test’ 
7. Create ‘segment storyboards’ to test the attractiveness of each segments positioning strategy. 
8. Marketing-Mix 
Strategy Expand segment positioning strategy to include all aspects of the marketing mix: product, price, promotion, and place. 
Market segmentation must be done periodically because segments change. At one time the personal computer industry segmented its products purely on speed and power. Later, PC marketers recognized an emerging ‘Soho’ market, named for small office and home office. Mail-order companies such as Dell and Gateway appealed to this markets requirement for high performance coupled with low price and userfriendliness. Shortly thereafter, PC makers began to see Soho as comprised of smaller segments. ‘Small-office needs might be very different from homeoffice needs, says one ‘Dell’ Executive. One way to discover new segments is to investigate the hierarchy of attributes consumers examine in choosing a brand. This process is called market partitioning. Years ago, buyers first decided on the manufacturer and then on one of its car divisions (brand-dominant hierarchy). Today many buyers decide first on the nation from which they want to buy a car (nationdominant hierarchy). Companies must monitor potential shifts in the consumers’ hierarchy of attributes and adjust to changing priorities.The hierarchy of attributes can reveal customer segments. Buyers who first decide on price are price dominant; those who first decide on the type of car are (e.g., sports, passenger, station wagon) are type dominant; those who first decide on the car brand are brand dominant. One can identify those who are type/price/brand dominant as making up a segment; those who are quality/ service/ type dominant as making up another segment. Each segment may have distinct demographics,psychographics,andmediagraphics.Segmentation by Demographic Characteristics according to end use application. Instead of competing in markets dominated by large firms.
(Boon & Kurtz, 2004) says that ‘As with consumer markets, demographic characteristics define useful segmentation criteria for business markets’. This includes: 
1.Segmentation by Customer Type:
Another useful segmentation approach groups prospects according to type of customer. Marketer can apply this concept in several ways. They can group customers by broad categories; manufacturers, service provider,government agency, non-profit organization, wholesaler, or retailer, and industry. 
2.Segmentation by End-Use Application:
This focuses on the precise way in which a business purchaser will use a product. For example a printing equipment manufacturer may serve markets ranging from a local utility to a bicycle manufacturer to the Department of Defence. Each end user may dictate unique specifications for performance, design, and price. Many small and medium sized companies also segment markets concentrate on specific end use market segments. Segmentation by Purchasing Situation Yet another approach to dividing business markets centres on the purchasing situation. Organizations use a more complicated purchasing procedure than those of consumers. Firms also structure their purchasing functions in specific ways, and for some business marketers, this may be the best way to segment the market. Each of these structures results in different buying behaviour. 
Effective Segmentation 
(Kotler, 2004) For segmentation to be useful, it has to be: 
•Measurable: The size, purchasing power, and characteristics of the segments can be measured.
•Substantial: The segments should be large and profitable enough to serve. A segment should be the largest possible homogenous group worth going after with a tailored marketing program. 
•Accessible: The segments can be effectively reached and served.
•Differentiable: The segments are conceptually distinguishable and respond differently to different 
marketing-mix elements and programs.
•Actionable: Effective programs can be formulated for attracting and serving the segments 
Evaluating and Selecting the Market Segments 
(Kotler 2004) In evaluating the market segment, the firm must look at two factors: the segments overall attractiveness and the company’s objectives and resources. Does a potential segment have characteristics that make it generally attractive, such as size, growth, profitability, scale economies, and low risk? Does investing in the segment make sense given the firms objectives, competencies, and resources? Some attractive segments may not mesh with the company’s long run objectives, or the company may lack one or more necessary competencies 
to offer superior value. Having evaluated different segments, a company can consider five (5) patterns of target 
market selection, which includes; 
Single Segment Concentration: Volkswagen concentrates on the small-car market and Porsche on the sports car market. Through concentrated marketing, the firm gains a strong knowledge of the segments needs and achieves a strong market presence. Furthermore, the firm enjoys operating economies through specializing its production, distribution, and promotion. If it captures segment leadership, the firm can earn a high return on its investment. 
•Selective Specialization: the firm selects a number of segments, each objectively attractive and appropriate. There may be little or no synergy among the segments, but each promises to be a moneymaker. This multi-segment strategy has an advantage of diversifying the firm’s risk.
•Product Specialization: the firm makes a certain product that it sells to several segments. An example would be a microscope manufacturer who sells to university, government, and commercial laboratories. The firm makes different microscopes for the different customer groups and building a strong reputation in the specific product area. 
•Market Specialization: the firm concentrates on serving many needs of a particular customer group. An example would be a firm that sells an assortment of products only to university laboratories. The firm gains a strong reputation is serving this customer group and becomes a channel for additional products the customer group can use. 
Full Market Specialization: the firm attempts to serve all customer groups with all the products they might need. Only very large firms such as IBM (computer market), General Motors (vehicle market), and CocaCola (drink market) can undertake a full market coverage strategy. Large firms can cover a whole market in two broad ways: through undifferentiated marketing or differentiated marketing. In undifferentiated marketing, the firm ignores segment differences and goes after the whole market with one offer. It designs a product and a marketing program that will appeal to the broadest number of buyers. It relies on mass distribution and mass advertising. Undifferentiated marketing is the marketing counterpart to standardization and mass production in manufacturing’ the narrow product line keeps down costs of research and development, production, inventory, transportation, marketing research, advertising, and product management. Presumably the company can turn its lower costs into lower prices to win the pricesensitive segment of the market.In differentiated marketing, the firm operates in several market segments and designs different products for each segment. General Motors does this when it says that it produces a car for every ‘purse, purpose,and personality’. Differentiated marketing typically creates more total sales than undifferentiated marketing. However it increases cost of doing business. 




2.3.	THEORETICAL FRAMEWORK
This study adopts the Dynamic Capabilities Theory (DCT) to establish the interface between the variables in the study. Dynamic Capabilities Theory (DCT) is defined as the firm's ability to integrate, build and reconfigure internal and external competencies to address rapidly 
changing environments (Teece, Pisano & Shuen, 1997). Dynamic capabilities thus reflect an organisation's ability to achieve new and innovative forms of competitive advantage given path dependencies and market positions. The concept of dynamic capabilities as the ultimate source of competitive advantage is at the forefront of strategy research (Hou & Chien, 2010). 
Applying the Oliver (1977) Dynamic Capabilities Theory (DCT) to this research on the impacts of market segmentation on sales performances show that BIORAJ Pharceutical company introduced the market strategy of classifying the company’s customers into four broad segments on the basis of geography, demography, psychographic and behaviour respectively, so as to capture their specific needs in a fast changing market environment. This is widely believed to be done with the aim of improving targeted service delivery to meet specific demands with the ultimate goal of yielding maximum profit and capture the 
competitive market.
2.4      EMPIRICAL REVIEW
         Numerous studies have exists in the growing body of
literature to show the nexus between market segmentation and sales performance  in both the manufacturing and services industry. Suffice it to assert therefore that market segmentation is customer-oriented philosophy. It is a 
technique of recognizing effectively the differences among customers. It is well-tested system for guiding marketing strategy. The benchmarking of competitors should not be overlooked in order to retain existing customers and attract potential ones. Weinstein (2020) advocates that service providers attempt to know who the better customers are through the use of demographic, geographic, psychographic and behavioral research. In doing so a profile of the “typical user” is determined. Such information then becomes very useful in the subsequent 
marketing effort. To retain customers and to gain a larger share of their business, service providers need to develop better understanding of the customers’ purchasing pattern. A study by Bayer (2020) examined impacts of customer segmentation on the Pharmaceutical industry. The study employed four segmentation schemes, namely: 
customer value segmentation, customer behaviour segmentation, customer life cycle segmentation and customer migration segmentation. Findings of the study reveal that advanced use of segmentation strategy allows each customer to be part of a micro-segment which allows for precise targeting, with knowledge of what the retention and value drives are for each customer e end result was higher retention and growth, with the parallel benefit 
of enhanced business planning and retention targets may be assigned to each segment (Beyer 2020). In the same vein, a study conducted Aheleroff (2018) examined customer segmentation for a mobile telecommunications company based on service usage behaviour. The study discusses how to cluster mobile customers by billing systems and call details records, and analyse their customer behaviours. The study reveals that customer life cycle segmentation 
effectively captured the subscribers into four loyal groups (Aheleroff 2018). Similarly, a study by Daudi (2019) on the marketing strategy based on customer behaviour and marketing segmentation on telecoms in Tanzania examined marketing segmentation in pharmaceutical companies.











CHAPTER THREE
3.0 RESEARCH METHODOLOGY
3.1	INTRODUCTION
The research methodology as described by Osuola (1985) “as the process of arriving at dependable solution to problem through the planned and systematic collection, analysis and interpretation of data”. In other wards methodology is a techniques or method adopted in arriving at accurate and objective results from the respondents.
The chapter therefore is devoted to a discussion of methodology used in the collection of data used and the researcher concern is to find out the Impact of market segmentation on sales performance in pharmaceutical company (A case study of Bioraj pharmaceutical company) .



3.2 RESEARCH DESIGN
The research design is a definite plan on how to carry out the project, which is to be determined by carrying out my data collection. The researcher made use of review of literature, questionnaires journal, textbooks, newspapers and past research work.

3.3 SOURCE OF DATA COLLECTION
Principally, there are two (2) sources of data collection that can be used namely:
i. Primary source
ii. Secondary source
(i) Primary source of data is raw data collected directly from respondents. The primary data were collected through the use of questionnaires and observations.
The reason why the researcher used primary data as one of the sources of data collection in this study is to provide raw data from the distributors of Bioraj pharmaceutical company through the use of questionnaires, interview and observation.
(ii) Secondary source of data are those existing publication of other scholars or authors e.g. textbooks, newspaper, journal, annual publication, e.t.c.
The reason why the researcher used secondary data as sources of data collection in this study is to provide related literature containing vital information as it related to the topic of the study.

3.4 SAMPLE SIZE
Sample size on the other hand refers to as small part or fraction of population that is subjected to detailed and wide range of examination. Since this study is to investigate the impact of market segmentation on pharmaceutical industry , targeted population is the distributors of Bioraj pharmaceutical company  while the sample size is the twenty five (25) distributors that the questionnaires is administered to them in Nigeria .

3.5 POPULATION OF THE STUDY
Research population directly relates not just people but also events animals and objects who are members of the target study as defined by the aims and objectives of the researcher. The population of this study is made up of the distributors  of Bioraj pharmaceutical company  in which their total number is twenty five (25).

3.6 RESEARCH INSTRUMENT 
The instrument used for gathering data was questionnaires. Questionnaires are distributed and used as a tool for gathering data, because revenue department find it easier to give accurate and truthful information since their name and identify are not involved and also questionnaires is quicker and faster to get feedback.

3.7 METHOD OF DATA ANALYSIS
The method of data analysis is a statistical techniques percentage and numbers used to analyze the data collected. The researcher also used the simple tabular method of data analysis and presentation for simple and quick visual understanding and comprehensive of data. Tabulation was used to present the responses from the various respondents to the questionnaires for simple and quick analysis. The information is logically presented using necessary statistical techniques and tabular presentation of data for the purpose of quick or faster understanding of analysis.
Total number of responses	X	100
Total number of respondents		   1
CHAPTER FOUR
1.1. DATA PRESENTATION AND ANALYSIS
1.2. INTRODUCTION
This chapter contains analysis of responses recovered from the respondents. The researcher transfer the data collected into intelligible form so that the relationship between research finding and question tested.
Data presentation analysis and interpretation here involved simple tabulation and presentation of result using percentage on the response. For the purpose of this project, twenty five (25) questionnaires were administered to the distributors of Bioraj pharmaceutical company, Ilorin  and fifteen (15) of the questionnaires were returned.
In order to determined “IMPACT OF MARKET SEGMENTATION ON SALES PERFORMANCE OF PHARMACEUTICAL COMPANY”. (Case study of Bioraj pharmaceutical company ).

1.3. DATA PRESENTATION AND ANALYSIS
     This involves the analysis of personal data of respondents. The analysis is based on percentage as is following:
Table 1
Which customer segment do you focus on when trying to market your medical supplies?
	RESPONSES
	FREQUENCY
	PERCENTAGE

	Pharmacies 
	9
	60%

	Government 
	4
	27%

	Individuals 
	2
	13%

	Total
	15
	100%


Sources: Field Survey 2025
From the analysis made above it can be concluded that the distributors target customers from Pharmacies, which has the highest percentage of 60%. 
Table 2:  
Do you have a clear structure for the medical supplies market segment in Ilorin. 
	RESPONSES
	FREQUENCY
	PERCENTAGE

	Yes
	10
	70%

	No
	5
	30%

	Total
	15
	100%


Sources: Field Survey  2025
From the analysis made above it can be concluded that most of the distributors of medical supplies in Ilorin has  clear structure for the medical supplies segment. 
Table 3:
Do you think that focusing on marketing mix on a specific segment will increase your sales? 
	RESPONSES
	FREQUENCY
	PERCENTAGE

	Yes
	9
	60%

	No
	6
	40%

	Total
	15
	100%


Sources: Field Survey 2025
From the analysis made above it can be concluded that most of the distributors of medical supplies in Ilorin agrees on the importance of segmentation on sales. 
Table 4:
To what extent do you think market segmentation will contribute towards increasing your market share?
	RESPONSES
	FREQUENCY
	PERCENTAGE

	A lot 
	9
	60%

	Fairly 
	5
	30%

	Very Little 
	1
	10%

	Barely at all 
	0
	0

	Total
	15
	100%


Sources: Field Survey 2025
From the analysis made above it can be concluded that more than half of the medical distributors (60%) believe that marketing segmentation will contribute a lot in increasing their market share. 
Table 5:
What options listed below will you say determines why customers buy your drugs? 
	RESPONSES
	FREQUENCY
	PERCENTAGE

	Its Activeness  
	8
	50%

	Its affordability 
	5
	30%

	Its packaging 
	2
	20%

	Total
	15
	100%


Sources: Field Survey 2025
	The analysis made above shows that the main factor that motivates customers to buy the medical supplies is mainly ‘Activeness’(50%) and its affordability (30%), while packaging is (20%)
Table 6:
From the options below, which marketing strategy would be more effective in making sales in your distributorship?

	RESPONSES
	FREQUENCY
	PERCENTAGE

	Segmentation 
	11
	70%

	Mass marketing 
	4
	30%

	Total
	15
	100%


Sources: Field Survey 2025
The analysis shows that a great part of medical supplies distributors (73%) rely more on segmentation in 
selling their products to their customers, while 30% of the distributors rely more mass marketing.
Table 7:
Do you believe market segmentation is necessary for increasing sales or revenue in your organization?
	RESPONSES
	FREQUENCY
	PERCENTAGE

	Yes
	10
	70%

	No
	5
	30%

	Total
	15
	100%


Sources: Field Survey 2025
	Most of the distributors believe that market segmentation is necessary for increasing sales. This shows that they believe on the importance of segmentation.

1.4. SUMMARY OF FINDING
     From the data analyzed above, it has been concluded that marketing segmentation has great significance in 
affecting the level of sales of an organization. 
The study further shows that organizations need to move from mass marketing to marketing segmentation to achieve an increase in sales. Once an organization can identify the market segment it wants to focus on all relevant marketing tools and resources can be used towards trying to meet the needs of that customer segment.
                       CHAPTER FIVE
1.1. SUMMARY,CONCLUSION AND RECOMMENDATION
1.2. SUMMARY
Chapter one contain the idea of market segmentation on sales performance in pharmaceutical industry .
During the course of the project work the following are some of the problems the research tend to solve :whether market segmentation is a good marketing strategies to improve sales performance, whether it allows firm to develop products that match demands etc. 
More so, the objective of the study is primarily hope to ascertain the effect of market segmentation on organization’s profitability .
Furthermore, chapter two intends to review various work on market segmentation,its procedures,process of segmentation,methods of evaluating and selecting the segments etc. This entire concept is looked into in details base on the works of orders and scholars.
Nevertheless, the research methodology employed in this research is through the use of questionnaire. Research populations is 65 while the sample size is 25 and 15 questionnaire were returned. The sources of data collection used were primary source and secondary source of data.
Chapter four contains analysis of response from the respondents. The researcher transfer the data collected into intelligible form so that the relationship between research finding and question tested. From the responses gathered from the respondents, we are able to conclude that market segmentation has impacted sales performance and profitability of the organization positively .

1.3. CONCLUSION
In the course of this research work carried out on the impact of market segmentation in pharmaceutical industry (A case study of Bioraj pharmaceutical company,Ilorin Kwara State) it has been concluded that marketing segmentation has great significance in affecting the level of sales of an organization. 
The study further shows that organizations need to move from mass marketing to marketing segmentation to achieve an increase in sales. Once an organization can identify the market segment it wants to focus on all relevant marketing tools and resources can be used towards trying to meet the needs of that customer segment. However for segmentation to be effective and be utilised well certain elements like; being able to measure the segment; it should be substantial enough to serve and make enough profit; the segment should be easy access; the segments picked should be
distinguishable; and finally effective strategies should be
put in place that suits that segment. 
                   RECOMMENDATION
As identified with discussion of the reasons for impact of market segmentation on sales performance in pharmaceutical industry, the researcher is consistently necessary to give recommendations. The following recommendations have been made, that will assist organizations on how they can use effective marketing segmentation to increase the level of sales and market share: 
1. Organization needs to get professional marketers that can enlighten and train their organization as a whole on marketing segmentation and marketing strategies as a whole. 
2. Organizations need to determine who their target customers are and make sure that the organizations
resources are focused on the most viable and profitable of the target customers from that segment. 
3. Organizations need to understand that once these customer segments are consistently satisfied; then demand will increase, which intern means sales will increase, therefore, an increase in revenue of that organization 
Since the researcher is a marketer working in the field of medical supplies he decided to take a step forward and try to segment the medical supplies sector in Ilorin  to help the organization in generating more sales.
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