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ABSTRACT
The study examines the impact of purchasing on the industrial buying process and organization performance. Organizational buying behavior, with special reference to International Tobacco Company. Industrial buying process involves a lot of stages. These include: identifying, evaluating and choosing among available process Therefore, International Tobacco Company Plc, Ilorin always attempt to manage production processes efficiently and effectively to meet buyer’s requirements in order to accomplish the objectives of the study, a quantitative study will be conducted at the International Tobacco Company Plc. Ilorin by means of self-administered questionnaires. A sample of respondents will be asked questions pertaining to the study. The respondents will be selected through non-probability sampling within which convenience sampling was applied. Conclusions and recommendations were thereafter drawn from the literature and the findings of the study. For easy understanding, the research study will be in five chapters. Chapter one will be the introduction; chapter two considers the review of past literature; chapter three consists of research methodology; chapter four contains data presentation and analysis; while chapter deals with summary, conclusion and recommendations, with references.
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CHAPTER ONE
INTRODUCTION
1.0	BACKGROUND OF THE STUDY 
Industrial buying behavior or process can be defined as the decision-making process by which formal organizations establish the need for purchase products and services and identify; evaluate; and choose among alternative brands and querents. Industrial buying behavior: This is the process and factors that play into the organizations and businesses purchasing decisions rather than those based on individual consumers. 
The industrial buying process is defined as a procedure of purchasing business products and services that require addressing some key stages systematically. This process is more complex than consumer buying and includes multiple steps to ensure thorough evaluation and decision-making. All this will allow suppliers to match their offerings with the requirements of their business clients and; as such; traverse the purchasing journey.
Industrial buying is far cry from consumer buying behaviour as they demand complex processes of decision making; different stakeholders and hefty amounts. They are what businesses want; the things that help their business work better; be more efficient or meet its strategic aim. Suppliers are able to tailor their offerings and sales strategies by understanding how businesses buy what act as customers of these suppliers. This is an essential part of creating successful B2B relationships and succeeding in sales in the long-run.

International Tobacco Company is known for tobacco (cigarette) production. The company has to source for its raw materials to keep up with its production. Therefore, the process of involves some many stages; identifying, evaluating and choosing among available raw materials. Therefore, International Tobacco Company always attempt to manage production processes efficiently and effectively to meet buyer’s requirements; since the quality and reliability of delivery depend mainly on the performance of their suppliers whom would be capable of sending required materials on time at expected quality levels, and in accurate amounts. 
1.1	STATEMENT OF THE PROBLEM
Many organizations and industries are faced with certain problems in the buying process. International Tobacco Company, in particular are faced with determining variables that affect the buying process in the company; assessing the different types of purchases or buying situations in the company and result could not meet up with identifying differences between consumer buying behavior and industrial buying behaviour in the company; which lead to not discovering the impact of purchasing on the industrial buying process on organizational performance. Therefore, the overall performance of the company will be greatly affected negatively if the above issues are not addressed. These are many more are the issues this research study intends to look into and through the findings will proffer solutions to. 
1.2	OBJECTIVES OF THE STUDY
The general objective of this study is: 
i. To investigate variables that affect the buying process in the company. 
ii. To assess different types of purchases or buying situations on the company’s performance.
iii. To examine the differences between consumer buying behavior and industrial buying behaviour in the company.
1.3	SIGNIFICANCE OF THE STUDY
The study is of immense value or benefit to the following:-
- To the manufacturer/producer: The study is of significance to the manufacturers (International Tobacco Company Plc. Ilorin). It enables them to choose an appropriate and effective buying process.
- To target market: it is of significance to the buyer or target market, as it creates awareness, educates and appeal to the consumer on a particular product when the store is properly designed. 
- To researcher: It benefits the researcher as it improves or ensures building on existing knowledge. It also serves as one of the pre-requisite in the partial fulfillment of the requirements for the award of National Diploma in Procurement and Supply Chain Management.  
- To society: This is of significance to the society as it serves as a reference to the people who is in need of more information about purchasing and industrial buying process.
1.4	SCOPE AND LIMITATION OF THE STUDY
This project work focuses on the impact of purchasing on the industrial buying process and organization performance. The scope covers the various activities being carried out by International Tobacco Company, Ilorin, Kwara State. It covers theoretical (which purchasing and industrial buying process); industrial (which is Tobacco industry), geographical (which is the location: Ilorin, Kwara State) regarding the research study.
In carrying out a research of this sensitive nature, one cannot afford to escapes some unexpected constraints which tend to hundred the gathering of accurate and up to date data. The major limitations are 
· Finance:	Since the research involved reading of several text books, journal files magazines, newspaper, articles and other publication most of these are capital requirement which is not readily available. It required a lot of human and material effort which are money consuming.
· Administrative Bottlenecks: The organization stance of the release of vital data can make the work a hell of an ordeal the marketing manager is not willing to let go of some information which it fears can get into the hands of competitors the sharing of the information is adjudged as handling organization security with levity.
· Time: As a result of the short academic programme, the research had to countered with little fine available for data collection as the researcher will have to attend lectures from Mondays to Thursday and only have Fridays for research purposes and it takes him the whole of Saturday to write out the manuscripts. 
Inspite all these limitations and constraints, the reliability of the research study is not affected as the researcher find out means to overcome them; such as getting money from parents and atimes having sleepless nights. 
1.5	RESEARCH QUESTIONS
	The following questions are what this research study intends to answer:
i. Are there variables that affect the buying process in the company?
ii. What are the different types of purchases or buying situations in the company’s performance?  
iii. What the differences between consumer buying behavior and industrial buying behaviour in the company? 
1.6	RESEARCH HYPOTHESES 
For proper explanation, the following hypotheses will be formulated in the study:
Hypothesis I:
Ho I: There is no variable that affect the buying process in the company.
Hi I: There are variables that affect the buying process in the company.
Hypothesis II:
Ho II: There is no significant relationship between are the different types of purchases or buying situations in the company’s performance.
Hi II: There are significant relationship between the different types of purchases or buying situations in the company’s performance.
Hypothesis III:
Ho III: There is no difference between consumer buying behavior and industrial buying behaviour in the company
Hi III: There are differences between consumer buying behavior and industrial buying behaviour in the company.
1.7	HISTORICAL BACKGROUND OF INTERNATIONAL TOBACCO COMPANY, ILORIN
International Tobacco Company Plc is located in Industrial Layout, Off Offa Garage Road, Gaa-Imam, P.M.B. 1363, Ilorin, Kwara, Nigeria. Company is working in manufacture, branding, distribution, marketing and selling cigarette and tobacco products. 
Philip Morris Limited (PML), a subsidiary of Philip Morris International (PMI) in Nigeria, has partnered with International Tobacco Company Limited (ITC) to manufacture one of PMI’s leading brands in Nigeria. 
An event was held recently at ITC’s factory at Ilorin, Kwara State. The managing director, (PML) Coskun Kagan Dicle, noted that PML will be investing in technology and capacity building at ITC’s factory, creating additional employment opportunities and contributing to the local as well as national economy of Nigeria.
ITC strongly believe that investing in local manufacturing is the right thing for the future as it contributes to the Nigerian Government’s efforts to strengthen the economy and reduce the dependency on oil. It will also benefit all parties, which includes, our consumers will have their preferred brand readily available at the highest quality standards, our partners will enjoy improved capacity utilization of their facilities, and the local community will benefit from the micro-economy boost and new employment opportunities. They are to provide a choice to those consumers who choose to continue to smoke, and they are to make a positive contribution to the Nigerian economy for the long term. 
1.8	DEFINITION OF TERMS 
Some of the terms to be used are defined to give it a clearer meaning to how they were used in the research study. These are:
1. STORE: A place where merchandise is offered for sale; a shop. A stock or supply reserved for future use: a squirrel's store of acorns.
2. OPERATION:	a process of a practical or mechanical nature in some form of work or production: a delicate operation in watch-making.
3. INSPECTION:	It is the process of ascertaining whether or not the goods delivered are of specified quality.
4. PRODUCTION QUALITY:	The right quality of any product is consequently defined in term of set of features and characteristics which makes it suitable for a particular need, considering the sum of composite of the properties inherent in a material or product.
5. RESEARCH:	A systematic mean of collecting, analyzing and interpreting data for a purpose from many sources.
6. PROCUREMENT:	Procurement is the term of the duties performed purchasing as well as an additional function such as material supervision, management of inventory control, receiving inspection and salvage operation.
7. SPECULATIVE BUYING:	Buying raw materials above the actual quantity required in an anticipation of keeping down material cost.
8. PURCHASING: Purchasing is defined as to buy materials of the right quality, in the right quantity form the right source delivered to the right place at the right time at the right price.
9. INDUSTRY: An industry is a group of manufacturers or businesses that produce a particular kind of goods or services.
10. BUYING: Purchasing is the organized acquisition of goods and services on behalf of the buying entity






CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
     With this, the literature review of the project deals with the review of past works on the subject matter; the necessary are to be reviewed, and is of conceptual framework, theoretical framework and empirical review.
2.1	CONCEPTUAL FRAMEWORK
2.1.1 Concept of Industrial Buying Behaviour
Industrial buying behavior is the process and consideration involved when organizations and businesses acquire goods or services for use in their development operations; fabrication of other goods and services for resale. The steps encompassed in this behavior are often quite complex; involving a number of different decision makers and heavy dollar amounts. Consumer purchases are often the result of personal preference and immediate needs; but industrial purchases can be driven by a variety of organizational factors–from budget constraints; project schedules by out-of-the-box product specifications and supplier reliability. The process may include stages of problem recognition; information search; evaluation of alternatives; choice and selection of purchase. Industrial buying behavior explains suppliers and manufacturers how to alter their sales strategies for accommodating business clients needs so that they can have a lasting relationship. 
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Figure 1:  Source: Ramsay, J. (2021): Business Buying and Buyers’ Behaviour: The resource based perspective, rents, and purchasing contribution to sustainable competitive advantage. Journal of Supply Chain Management, 37(3), 38–47. 
According to Ramsay, J. (2021), 
i. The Uniqueness Of The Organization: There is  need for organizational products to be standout among other products in the market.
ii. Rationale for Emotional Activities: There is should be passion for specific products in the market.
iii. Longer Time Lag Between Efforts and Results: This is the time for determining what to buy and when to buy.
iv. Organizational Buying as a Multi-person Buying Activities: Organization can buy what many person can tends to buy.
v. It is Formal Activities that Follows Laid Down Procedures:
2.1.2 Concept of Purchasing Process
According Arjan (2018), The Linaer Purchase Model is below: 
· Business needs are leading: Business needs and requirements are the input for the purchasing process model:
· Process approach: the various steps in the model are closely connected and the quality of the output of the preceding steps determines to a large extent the quality of the subsequent steps
· Defining the interfaces: the output of each phase has to be clearly defined, preferably with a document
· Determining responsibilities: purchasing is considered to be a cross-functional responsibility. Therefore, the tasks, responsibilities and authority of the parties involved should be clearly indicated in each phase
· Combining different skills, different types of knowledge and expertise: key question is how to combine the different types knowledge, skills and expertise in such way that all parties involved arrive at an optimal solution for the company.
2.1.3 Factors Affecting Industrial Buying Behaviour
According to Business Marketing Manual (2024), No buying decision is ever taken in isolation. Each decision is influenced by factors having to do with the buying company and the individuals who are involved. In this section we examine these factors using an analysis model developed by Webster and Wind in 1972 that has formed the basis of many later attempts to understand business buying. This model groups the various factors into four levels of buying influences: environmental, organizational, buying center and individual.
[image: ]
Figure 2: Source: Business Marketing Manual (2024): Business Buying & Buyer Behavior
The factors are: 
1. Environmental Factors: The Webster and Wind model divides environmental factors affecting the buying decision into six categories: physical, economic, technological, legal, political and cultural.
b. Physical Environment: The physical environment affecting the buying firm consists of the geographical spread of the firm's suppliers and customers. For example, many firms that buy large quantities of components for continuous production favor suppliers that are located in close proximity to their plant. Having a close supplier helps the company keep a reduced inventory and facilitates just-in-time (JIT) delivery schedules.
c. Economic Environment: The economic environment consists of the general situation of economic growth or recession, interest rates and corporate profitability, within which all firms operate.
d. Legal and Political Environment: The legal and political environment within which business buying takes place refers to the ways in which government legislation affects purchasing, directly or indirectly. For example, environmental production legislation directly affects which products can be bought or sold in some countries. Also, employee protection or labor union laws in some counties will indirectly affect companies' profits and hence their ability to buy some products.
e. Cultural Environment: The cultural environment of a buying company includes all those national attitudes and beliefs that affect the way business people operate.
2. Organizational factors: Organizational factors affecting business buying behavior relate to the buying organization itself: its technology, its goals and tasks, the actors involved in buying and the organization's structure.
a. Technology: for example, an automobile manufacturer relies on the technology of fuel injection equipment of manufacturers to ensure the performance and economy of its engines.
b. Goals and Tasks: Increasingly business buyers are making a long-term commitment to suppliers to achieve value and quality improvement, as opposed to frequently changing suppliers to achieve a short-term price advantage.
c. Actors involved in buying: Another factor affecting buying decisions at the organizational level is the philosophy and motivation of the customer company’s individual personnel, or actors.
d. Organization’s Structure: They way in which the buying functions are related to the rest of the organization and in particular to the management of the company's operations. In some companies the buying function is decentralized, with offices in each manufacturing plant that report directly to local management. Each of these local offices may have to be visited separately by the marketer's sales force. Buyers in these offices are likely to be very concerned with issues that are important to local managers, such as reliability of deliveries and ease of using products.
3. Interpersonal Factors
The buying center usually includes many participants who influence each other, so interpersonal factors also influence the business buying process. Participants may influence the buying decision process because they control rewards and punishments, are well liked, have a special relationship with other important participants. Business marketers must try to understand these factors and design strategies that take them into account.
4. Individual Factors
Business purchases are not made by companies but by individuals within those companies. This means that we need to understand the requirements and motivation of these individuals, as well as those that are stated by the company. Three factors relating to these individuals influence buying decisions: the buyer's status, organizational politics, and the ethics of buying.
2.1.4 Roles of Buyers
According Arjan (2018), The added value of the professional buyer lies in the ability to act as a facilitator for the supply process:
• Involvement, preferably in all stages of the linear or extended purchasing process model.
• Support/lead multidisciplinary purchasing teams.
• Conducting a risk analysis upfront and manage risk during the different stages of the purchasing process
• Awareness of the complexity of a specific purchase and being able to engage stakeholders actively in the purchasing process
• Conducting internal and external analyses in order to design an effective
category sourcing strategy
• Preventing specifications being defined in such a way that products or services can only be delivered by one supplier.
• Involvement in new product development projects and investment projects at an early stage, to suggest technical solutions and suppliers based on proven expertise.
2.1.5 Types of Purchases or Buying Situations
According to Business Marketing Manual (2024), for a better understanding of the buying process, it is necessary to consider different types of purchases or buying situations. There are three common types of buying situations called buy-classes:
1. New purchase: In this situation, the company is buying the item for the first time. The need for a new purchase may be due to internal or external factors. In such situations, the buyers have limited knowledge and lack of previous experience. Hence, they have to obtain a variety of information about the product, suppliers, price and the like. In a new task decision, 
i) Risks are more
ii) Decisions may take longer time and
iii) More people are involved in decision making.
2. Modified Re-buy: A modified re-buy situation occurs when the organization is not satisfied with the performance of existing suppliers or the need arises for cost reduction or quality improvement. A change in supplier may also be necessary if technical people in the buying organization ask for changes in the product specifications or marketing department asks for additional features in the product to gain some competitive advantage. As a result, search for information about an alternate source of supply becomes necessary. However, the modified re-buy situation occurs mostly when the buying firms are not satisfied with the performance of existing suppliers.
3. Straight Re-buy: This situation occurs when the buying organization requires certain products or services continuously and when such products and services have been purchased in the past. In such a situation, the buying organization places repeat orders with the suppliers who are currently supplying such items. This means that the product, price, delivery period and payment terms remain the same in the reorder as per the original purchase order. This is a routine decision (with low risk and less information needs) taken by a junior executive in the purchase department.
2.1.6 Difference Between Consumer Buying Behaviour and Industrial Buying Behaviour 
Edu (2025), in his book: Industrial Buying Behaviour: UGC NET Management Notes & Material; said, the two fundamental approaches to purchasing consumer and industrial involve distinct processes and motivations. Consumer buying behavior; which is individual preferences and personal needs on which they are based Industrial buying behavior Complex decision-making process influenced by organizational requirements involving multiple stakeholders. These distinctions:
	
	Consumer buying Behaviour
	Industrial Buying Behaviour

	Decision-Making Unit
	Typically involves individual buyers or households.
	Involves multiple stakeholders; including departments and decision-makers. 

	Buying Motivation
	Driven by personal needs; desires; and emotional factors
	Driven by organizational needs; operational efficiency; and cost-benefit analysis

	Purchase Volume
	Generally involves smaller quantities for personal use.
	Involves larger quantities and significant financial investments

	Decision Process
	Often informal and quick; based on personal preference
	Formal and structured; involving multiple stages and evaluations

	Buying Frequency
	Frequent and repetitive purchases; often driven by habit.
	Less frequent; strategic purchases often based on long-term planning


Figure 3: Source: Edu (2025): Industrial Buying Behaviour: UGC NET Management Notes & Material; Industrial buying behavior
2.2 THEORETICAL FRAMEWORK
2.2.1 The Webster and Wind Model
The Webster and Wind Model of organizational buying  behavior  is quite a  comprehensive model. It considers four sets of variables:  environmental, organizational, buying center, and individual, which, affect the  buying-decision making process in a firm. The environmental variables include physical, technological, economic, political, legal,  labor unions, competition and  supplier information. For example, in a recessionary economic condition,  industrial firms minimize the quantity of items purchased. The environmental  factors influence the buying decisions of individual organizations. The  organizational variables include objectives, goals, organization structure,  purchasing policies and procedures, degree of centralization in purchasing, and  evaluation and reward system. These variables particularly influence the  composition and functioning of the buying center, and also, the degree of  centralization or  decentralization  in the purchasing function in the buying  organization. The functioning of buying center is influenced by the  organizational variables, the environmental variables and the individual  variables. The output of the group decision-making process of the buying center  includes solutions to the buying problems of the organization and also the  satisfaction of personal goals of individual members of the buying  cente.
2.2.2 Social Identity Theory
Social identity theory was developed to explain how individuals create and define their place in society. According to the theory, three psychological processes are central in that regard: social categorization, social comparison, and social identification.
Social categorization refers to the tendency of people to perceive themselves and others in terms of particular social categories—that is, as relatively interchangeable group members instead of as separate and unique individuals. 
Social comparison is the process by which people determine the relative value or social standing of a particular group and its members. For instance, schoolteachers may be seen as having higher social standing than garbage collectors. Compared with university professors, however, schoolteachers can be seen as having lower social standing.
Social identification reflects the notion that people generally do not perceive social situations as detached observers. Instead, their own sense of who they are and how they relate to others is typically implicated in the way they view other individuals and groups around them.
According to social identity theory, social behaviour is determined by the character and motivations of the person as an individual (interpersonal behaviour) as well as by the person’s group membership (i.e., intergroup behaviour).
That inclination may also cause them to focus on less favourable characteristics of out-groups or to downplay the importance of positive out-group characteristics. The tendency to favour one’s in-groups over relevant out-groups can affect the distribution of material resources or outcomes between in-group and out-group members, the evaluation of in-group versus out-group products, assessments of in-group versus out-group performance and achievement, and communications about the behaviour of in-group versus out-group members. Paulraj, A., Chen, I. J., & Flynn, J. (2023). 
2.3	EMPIRICAL REVIEW
Abey Francis (2025) in his study titled “Industrial Buying Behaviour Model”:  The buying decisions of industrial buyers are influenced by many factors. Usually, these are influenced by organizational factors or task-oriented objectives viz. best product quality, or dependable delivery, or lowest price and personal factors or non task objectives viz. like promotion, increments, job security, personal treatment, or favor. When the suppliers proposals are substantially similar, organizational buyers can satisfy organizational objectives with any supplier, and therefore personal factors become more important. When suppliers offers differ significantly, industrial buyers pay more attention to organizational factors in order to satisfy the organizational objectives. There are two models available to provide a comprehensive and integrated picture of the major factors that combine to explain organizational buying behavior. 
       According to “https://testbook.com/ugc-net-management/industrial-buying-behaviour” (2025), in their study titled:” Industrial Buying Behaviour: UGC NET Management Notes & Material The Effects Of Strategic Purchasing On Organization Performance Through Negotiation Strategy And Buyer-Supplier Relationship”; examined the empirical relationship between strategic purchasing on organization performance through negotiation strategy and buyer-supplier relationship. Data were obtained using questionnaires distributed to 80 food and beverage companies domiciled in East Java of Indonesia. The manager of purchasing represented each company. Statistical analysis was performed using partial least square (PLS) technique. The result reveals that negotiation strategy and buyer-supplier relationship mediate the effect of strategic purchasing on organization performance. Strategic purchasing also influences organization performance directly. Furthermore, negotiation strategy and buyer-supplier relationship influence organization performance and negotiation strategy have a more significant impact on organization performance than has the buyer-supplier relationship; but this study did not clearly stated it that the overall aim of the organization is to have better organization performance.
2.4 GAPS IN LITERATURE
	Though, researchers of previous studies have brought out much revelations on the project topic and its relations, but, all these literatures talked about the impact of industrial buying process, which was of course useful in the literature review but no concrete relation of the impact of purchasing on the industrial buying process as they may affect organizational performance whether positively or negatively was actual seen helpful; so not many literature talked about industrial buying process in a generalized way, but it was related in a distinct way in this literature. 






CHAPTER THREE
RESEARCH METHODOLOGY
3.1 INTRODUCTION 
A research is simply the process of arriving at a dependable solution to pronounce through the planned and systematic collection analysis and interpretation of data. Research is a most important tool for advancing knowledge for promoting progress and for enabling means to relate more effectively to his environment to accomplish his purpose and to resolve his conflicts. This selection focused on the methodology adopted for this study. It detailed out the research hypothesis specification of data and sampling procedures. The sub-selection below discusses briefly the contents enumerated above. 
3.2 RESEARCH METHOD USED 
A research design is a programme that guides the researcher in the process of collection of analysis and interpreting observation, It is a model of proof that allows the researcher to draw conclusion to relationship among the variable under investigation, it is a description of the procedure employed or used to achieve the objective of the data project work. 
In completing the research data, both primary and secondary data are used. The nature of the study required make it necessary to interview some members of staff of International Tobacco Company, Ilorin at Industrial Layout, Off Offa Garage Road, Gaa-Imam, P.M.B. 1363, Ilorin, Kwara State.
3.3	SOURCES OF DATA 
There are two major sources of data collection: the primary and the secondary data. The data for analysis in this work was collected from both sources. The primary source was obtained through structured questionnaires administered to the staff of International Tobacco Company in Ilorin. The questions were to motivate the respondents to provide the necessary information (Asika, 2016). The secondary source on the other hand; includes information from books, newspapers and magazines, journals, conference proceedings, internet and unpublished materials so as to engender scientific and empirical validation authenticity. 
3.4 DATA COLLECTION TOOLS 
The research made used of various tools and were very short and clear. The researchers also simplified the questions so they can be easily understood answered record and analyzed, therefore, the main data collection tool is the questionnaire. 
3.5 RESEARCH POPULATION AND SAMPLE SIZE 
Research population is the total number of people, things or organization in a specific geographical area. Anderson (2004). Population in this study is the entire staff of International Tobacco Company.
The tobacco company in Nigeria is one of the largest in the country. population of this study is all tobacco company in Nigeria, in which International Tobacco Company is the best and only functional tobacco company in Nigeria is taking as the case study. 
Sample on the other hands is that portion that is studied on the basis of which conclusion is drawn on entire population (of 42). The sample size will be determined using Taro Yamane formula. 
n =     N
      {1+N (e)2}
Where
N = is the population (42)
1 = is the constant
e = is the degree of error expected (0.05).
n = is the sample size (?)
n = 42
     {1+ 42 (0.05)2}
n = 42
     {1+ 42 (0.0025)}
n  =  42
      (1+0.105)
 =     42
      1.105
n =  38.014 
Approximately = 38; 
Therefore, n = 38 (Sample size).
3.6 SAMPLING PROCEDURE EMPLOYED 
The study utilized simple random sampling techniques. In this study, simple random sampling method was employed using the probability sampling technique; Random sampling technique was considered appropriate because it is difficult for the researcher to cover all the population. The researcher first and foremost got permission from the supervisor to go to the factory where the information was gathered or collected. Copies of questionnaire were distributed to the respondents at their places of work by the researcher. They were given one week to complete the questionnaire on the assurance of strict confidentiality of their comments and responses. 

3.7 METHOD OF DATA ANALYSIS 
Descriptive statistics is used for analysis of data obtained for this study. The descriptive statistics used consist of tables, percentage, cross tabulation and chi-square. The chi-square model is given by the formula: 
 X2 = (O-E)2
            E
Where: X2 = Chi-square 
 O = Observed frequency 
 E = Expected frequency 
A suitable low significance level of selected at 0.5 while the degree of freedom is calculated using this formula: (R - 1) (C – 1)
Where: 
C = Number of columns 
R = Number of rows. (Ifah, 2006). 
3.8 GAPS IN METHODOLOGY
	Many of the past journals consulted in the course of carrying out this research study, it was discovered that majority of the researchers adopted the use of percentage table, because they believed it is the most easiest method of data analysis, but since there are other methods could bring out the best result during analysis,. Also, since this study involved both the dependent variables as well as independent variable: as organizational performance; the researcher adopted Pearson’s correlation analysis (use of Mean and Standard Deviation), which he believes is best suitable.    



CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	DATA PRESENTATION AND ANALYSIS
	This chapter computed the result of data collected from the questionnaire distributed for this study. The data will be computed in a tabular form, some of the data will be expressed in percentage and explanation shall be given.
TABLE 4.1:   Sex Distribution of Respondents
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	MALE
FEMALE
	34
4
	89.5
10.5

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.1 above revealed that 34 (89.5%) of the respondents are male while 4 (10.5%) constitutes the female respondents. This shows that there are more male customers that the female in International Tobacco Company Ilorin. 
TABLE 4.2:   Age Distribution of Respondents
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	20-29 Years 
30-39 Years
Above 40 Years  
	16
16
6
	42.1
42.1
15.8

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.2 shows 16 (42.1%) respondents falls between 20-29 years, 16 (42.1%) fall between 30-39 years, while 6 (15.8%) respondents were above 40 years. This means that majority of the respondents were between the ages of 20 and 39 years. 
TABLE 4.3:   Marital Status of Respondents
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	SINGLE
MARRIED
DIVORCE
	17
21
0
	44.4
55.7
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.3 above shows that 17 (44.4%) are single, 21 (55.7%) are married, this implies that majority of them are family men and women.
TABLE 4.4:   Educational Qualification of Respondents
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	SSCE Holders
ND Holders
BSc/HND
POST GRADUATE
	21
8
6
3
	52.3
21.1
15.8
7.9

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.4 above shows that 21 (52.3%) are SSCE Holders, 8 (21.1%) were ND Holders, 6 (15.8%) were BSc/HND holders, 3 (7.9%) had Post-Graduate. This shows that majority of the respondents were SSCE holders. 




TABLE 4.5:   Length of service of Respondents
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Under 2 years 
1-3 years
4-6 years
Above 7 years
	5
9
12
12
	13.2
23.7
31.6
31.6

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.5 above reveals that 5 (13.2%) of the respondents were just entering the company. 9 (23.7%) of the respondents have spent between 1-3 years with the company; 12 (31.6%) of them have spent between 4-6 years and 12 (31.9%) of the respondents had spent above 7 years with International Tobacco Company Ilorin.
TABLE 4.6:   Which department do you work?
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Administrative
Production
Store and Procurement Mechanical 
	3
27
3
5
	7.9
71.1
7.9
13.2

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.6 above shows that 3 (7.9%) of the respondents worked in Administrative Department; 27 (71.7%) worked in Production Department; 3 (7.9%) worked in Store and Procurement Department; and 5 (13.2%) worked in Mechanical Department. This implies that majority of the respondents worked in Store and Transportation Department of the company.
TABLE 4.7: Statement: There are variables that affect the buying process in the company
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral 
Disagree
Strongly Disagree
	32
6
0
0
0
	84.2
15.8
0
0
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.7 above shows that 38 (100%) of the respondents supports the statement that there are variables that affect the buying process in the company.
TABLE 4.8: Statement: There are significant relationship between the different types of purchases or buying situations in the company’s performance.
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral 
Disagree
Strongly Disagree
	32
6
0
0
0
	84.2
15.8
0
0
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.8 above shows that 38 (100%) of the respondents supports the statement that There are significant relationship between the different types of purchases or buying situations in the company’s performance.
TABLE 4.9: Statement: Selection personnel should be company’s workers
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral 
Disagree
Strongly Disagree
	7
8
3
10
10
	18.4
20.1
7.9
26.3
26.3

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.9 above shows that 15 (38.5%) of the respondents support the statement; 3 (7.9%) of the respondents were neutral; while 20 (52.6%) were against the statement that selection personnel should be company’s workers
TABLE 4.10: Statement: Training and re-training is required for proper selection procedure
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	38
0
0
0
0
	100
0
0
0
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.10 above shows that 38 (100%) of the respondents support the statement that training and re-training is required for proper selection procedure
TABLE 4.11: Statement: There should be relationship between the buyers and suppliers of company’s materials
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	35
3
0
0
0
	92.1
7.9
0
0
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.11 above shows that 38 (100%) of the respondents support the statement that there should be relationship between the buyers and suppliers of company’s materials.
TABLE 4.12: Statement: Certain factors affect purchase of raw materials
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	3
27
3
5
0
	7.9
71.1
7.9
13.2
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.12 above shows that 30 (79.0%) of the respondents support the statement; while 3 (7.9%) were neutral; 5 (13.2%) were against the statement that Certain factors affect purchase of raw materials.
TABLE 4.13: Statement: Relationship between buyers and suppliers to have proper two-way communication  
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	38
0
0
0
0
	100
0
0
0
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.13 above shows that 100 (100%) of the respondents support the statement that relationship between buyers and suppliers to have proper two-way communication.
TABLE 4.14: Statement: Company’s buyer representatives to be trustworthy and honest
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	37
1
0
0
0
	97.4
4.5
0
0
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.14 above shows that 38 (100%) of the respondents support the statement that Company’s buyer representatives to be trustworthy and honest. 
TABLE 4.15: Statement: There are differences between consumer buying behavior and industrial buying behaviour in the company.
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	3
27
3
5
0
	7.9
71.1
7.9
13.2
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.15 above shows that shows that 30 (79.0%) of the respondents support the statement; while 3 (7.9%) were neutral; 5 (13.2%) were against the statement that There are differences between consumer buying behavior and industrial buying behaviour in the company.
TABLE 4.16: Statement: Dishonest collaboration of the suppliers and buyers can cause poor quality of raw materials
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	3
27
3
5
0
	7.9
71.1
7.9
13.2
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.16 above shows that shows that 30 (79.0%) of the respondents support the statement; while 3 (7.9%) were neutral; 5 (13.2%) were against the statement that dishonest collaboration of the suppliers and buyers can cause poor quality of raw materials.
TABLE 4.17: Statement: Poor training of selection procedure method can affect quality of raw materials purchased
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	37
1
0
0
0
	97.4
4.5
0
0
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.17 above shows that that 38 (100%) of the respondents support the statement that Poor training of selection procedure methodcan affect quality of raw materials purchased
TABLE 4.18: Statement: Transportation problem may cause poor quality of raw materials
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	4
34
0
0
0
	10.5
89.5
0
0
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.18 above shows that 38 (100%) of the respondents support the statement transportation problem may cause poor quality of raw materials.
TABLE 4.19: Statement: Negotiation strategy brings about mutual benefits to both parties 
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	37
1
0
0
0
	97.4
4.5
0
0
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.19 above shows that that 38 (100%) of the respondents support the statement that Negotiation strategy brings about mutual benefits to both parties. 
TABLE 4.20: Material inspection assists in the organization efficiency
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	38
0
0
0
0
	100
0
0
0
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.20 above shows that 38 (100%) of the respondents support the statement that material inspection assists in the organization efficiency.
TABLE 4.21: Negotiation is effective for purchasing in the company
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	30
8
0
0
0
	78.9
21.1
0
0
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.21 above shows that 38 (100%) of the respondents support the statement that Negotiation is effective for purchasing in the company.
TABLE 4.22: Availability of storage facilities affects purchase of raw materials 
	OPTIONS
	NO OF RESPONDENTS 
	PERCENTAGE (%)

	Strongly Agree
Agree
Neutral
Disagree
Strongly Disagree
	30
8
0
0
0
	78.9
21.1
0
0
0

	TOTAL
	38
	100


Source:	Field Survey, 2025.
	Table 4.21 above shows that 38 (100%) of the respondents support the statement that availability of storage facilities affects purchase of raw materials.

4.2	HYPOTHESES TESTING
Hypothesis Testing One  
Hypothesis I:
Ho I: There is no variable that affect the buying process in the company.
Hi I: There are variables that affect the buying process in the company.
Table 4.7 is focused:
Using chi-square method of analysis
X2 = ∑(O-E)2	
              E
Where O = Observed frequency 
	   E = expected frequency 
	   ∑ = Summation
Note: this is one-way Chi-Square, there is only one independent variable
Expected frequency (E) = Sample Size
    			   No of options in that single independent variable, k
Therefore, Expected frequency = 101      =  20.2
                                                        5
Statement 1 is focused:
	Options 
	Observed, O
	Expected, E 
	Residual = (O-E)
	(O-E)2 
	(O-E)2/E

	Strongly Agree
Agree
Neutral
Disagree
Strongly Agree
	32
6
0
0
0
	20.2
20.2
20.2
20.2
20.2
	11.8
-14.2
-20.2
-20.2
-20.2
	139.24
201.64
408.04
408.04
408.04
	6.89
9.98
5.15
20.2
20.2

	TOTAL
	38
	
	
	
	62.42


X2(c) = 62.42
The formula for degree of freedom for a one-way chi-square = df = k-1.
Therefore, df = 5-1 = 4, at 0.05% level of significance; also, from the distribution table, X2(t) = 9.488
Hence, X2(c) = 62.42	  
Decision Rule: When X2(c) > X2(t), the Hi (Alternative Hypothesis) should be accepted, if otherwise, X2t > X2c, Ho (Null Hypothesis) should be accepted.   
Decision: The above test shows that X2(c) value is 62.42 while X2(t) was 9.488; therefore, the alternative hypothesis is hereby accepted, i.e. There are variables that affect the buying process in the company.
Hypothesis Testing Two   
Hypothesis II:
Ho II: There is no significant relationship between are the different types of purchases or buying situations in the company’s performance.
Hi II: There are significant relationship between the different types of purchases or buying situations in the company’s performance.
Table 4.8 is focused:
Using chi-square method of analysis
X2 = ∑(O-E)2	
              E
Where O = Observed frequency 
	   E = expected frequency 
	   ∑ = Summation
Note: this is one-way Chi-Square, there is only one independent variable
Expected frequency (E) = Sample Size
    			   No of options in that single independent variable, k
Therefore, Expected frequency = 101      =  20.2
                                                      5
Statement 15 is focused:
	Options 
	Observed, O
	Expected, E 
	Residual = (O-E)
	(O-E)2 
	(O-E)2/E

	Strongly Agree
Agree
Neutral
Disagree
Strongly Agree
	32
6
0
0
0
	20.2
20.2
20.2
20.2
20.2
	11.8
-14.2
-20.2
-20.2
-20.2
	139.24
201.64
408.04
408.04
408.04
	6.89
9.98
5.15
20.2
20.2

	TOTAL
	38
	
	
	
	62.42


X2(c) = 62.42
The formula for degree of freedom for a one-way chi-square = df = k-1.
Therefore, df = 5-1 = 4, at 0.05% level of significance; also, from the distribution table, X2(t) = 9.488
Hence, X2(c) = 62.42	  
Decision Rule: When X2(c) > X2(t), the Hi (Alternative Hypothesis) should be accepted, if otherwise, X2t > X2c, Ho (Null Hypothesis) should be accepted. 
Decision: The above test shows that X2(c) value is 62.42 while X2(t) was 9.488; therefore, the alternative hypothesis is hereby accepted, i.e. There are significant relationship between the different types of purchases or buying situations in the company’s performance.
Hypothesis Testing Three   
Hypothesis III:
Ho III: There is no difference between consumer buying behavior and industrial buying behaviour in the company
Hi III: There are differences between consumer buying behavior and industrial buying behaviour in the company.
Table 4.15 is focused:
Using chi-square method of analysis
X2 = ∑(O-E)2	
              E
Where O = Observed frequency 
	   E = expected frequency 
	   ∑ = Summation
Note: this is one-way Chi-Square, there is only one independent variable
Expected frequency (E) = Sample Size
    			   No of options in that single independent variable, k
Therefore, Expected frequency = 101      =  20.2
                                                      5
Statement 15 is focused:
	Options 
	Observed, O
	Expected, E 
	Residual = (O-E)
	(O-E)2 
	(O-E)2/E

	Strongly Agree
Agree
Neutral
Disagree
Strongly Agree
	3
27
3
5
0
	20.2
20.2
20.2
20.2
20.2
	-17.2
6.8
-17.2
-15.2
-20.2
	295.84
46.24
295.84
231.04
408.04
	14.65
2.29
14.65
11.44
20.20


	TOTAL
	38
	
	
	
	63.23


X2(c) = 63.23
The formula for degree of freedom for a one-way chi-square = df = k-1.
Therefore, df = 5-1 = 4, at 0.05% level of significance; also, from the distribution table, X2(t) = 9.488
Hence, X2(c) = 63.23	  
Decision Rule: When X2(c) > X2(t), the Hi (Alternative Hypothesis) should be accepted, if otherwise, X2t > X2c, Ho (Null Hypothesis) should be accepted. 
Decision: The above test shows that X2(c) value is 63.23 while X2(t) was 9.488; therefore, the alternative hypothesis is hereby accepted, i.e. There are differences between consumer buying behavior and industrial buying behaviour in the company.














CHAPTER FIVE
5.0	SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
It was observed that there are more male customers than the female in International Tobacco Company Ilorin. Also, majority of the respondents were between the ages of 20 and 39 years; this implies that majority of them are family men and women.
	However, majority of the respondents were SSCE holders. it was revealed that majority of them have spent reasonable years at work in  International Tobacco Company in Ilorin. 
	Also, all the respondents supports the statement that availability of materials determines selection procedures assertion; also they all supported e statement that proper selections reduces production time
	Though, majority of the respondents  were against the statement that selection personnel should be company’s workers. But, all of the respondents support the statement that training and re-training is required for proper selection procedure, and that all of them supported the statement that there should be relationship between the buyers and suppliers of company’s materials.
 	5.2	CONCLUSION
From the summary of findings, it could be concluded that International Tobacco Company Ilorin employed more of male staff into its store operations because of the kind of works involved that require more strength; this may be attributed to the kind of energy involved in discharging the duties in the companies. Also, majority of the respondents were responsible who were married with the better agility. 
From the result, large number of the respondents have spent more years in the service of the company, thereby they should be having experience of the work. however, it was also revealed from the findings that: There are variables that affect the buying process in the company; there are significant relationship between the different types of purchases or buying situations in the company’s performance; and there are differences between consumer buying behavior and industrial buying behaviour in the company.
It was revealed that purchasing of raw materials and other assets have great purchasing effect on the industrial buying process of International Tobacco Company Ilorin; as revealed from the result of the findings.
5.3	RECOMMENDATIONS
Based on the findings, the study revealed that, International Tobacco Company Ilorin, as a manufacturing rely much on raw materials and so, they pay proper attention on purchasing of their industrial buying process in the company. Therefore, fore proper and adequate purchasing on industrial buying process, the following recommendations will be made: 
i. That International Tobacco Company Ilorin should ensure proper monitoring and inspection of the buyers/suppliers.
ii. That since selection procedures affect organizational buying process in the company, there should proper selection of the suppliers/buyers to the company.
iii. The company should guide against those factors responsible for poor quality of raw materials, like poor transportation system, poor storage facilities and so on.
iv. That there should be proper and conclusive negotiation strategy for purchasing in the company.
v. The company can acquire more vehicles for transportation industrial materials rather than all time rentage/hire.
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APPENDIX
QUESTIONNAIRE
Department of Procurement and Supply Chain Management,
Kwara State Polytechnic,
P.M.B 1375,
Ilorin.
The General Manager,
International Tobacco Company,
Gaa-Imam, Off Offa Garage Road,
Ilorin, Kwara State.

QUESTIONNAIRE

Dear Respondent,
I am conducting a Research Study in partial fulfillment of the requirement of Award of National Diploma in Procurement and |Supply Chain Management. 
The questionnaire is designed towards obtaining relevant information on the topic: Impact of purchasing on the industrial buying process and organizational performance; A Case Study of International Tobacco Company, Ilorin. 
Be assured that the information supplied will be treated with strict confidence and use for academic exercise only. Thanks for your anticipated co-operation. 
Yours faithfully, 
Awodun Bolaji Temidayo 
ND/23/PSM/FT/0055



Instruction: please tick (   ) the appropriate option to a corresponding statement or question:
Demographic profile of respondents 
1. Sex Distribution of Respondents: Male (   ) Female (   )
2. Age: 20-29 Years (   ) 30-39 Years (   ) Above 40 Years (   )
3. Marital Status: Single (   ) Married (   )  Divorce (   )
4. Educational Qualification: SSCE Holder (  ) ND Holder (  ) BSc/HND ( ) Post Graduate (   )
5. Length of service: Under 2 years (   )  1-3 years (   )  4-6 years (   ) Above 7 years (  )
6. Which department do you work?: Administrative (   ) Production (   ) Store and Transportation (   ) Mechanical (   )
Descriptive statistic of variables
	S/No 
	Statements
	Strongly Agree (5)
	Agree (4)
	Neutral (3)
	Disagree (2)
	Strongly Disagree (1)

	Effects of selection procedures on organizational buying process in the company

	1
	Availability of materials determines selection procedures
	
	
	
	
	

	2
	Proper selections reduces production time
	
	
	
	
	

	3
	Selection personnel should be company’s workers
	
	
	
	
	

	4
	Training and re-training is required for proper selection procedure
	
	
	
	
	

	5
	Company to adopt technological selection procedures
	
	
	
	
	

	6
	Quality products is determined by materials selected for buying 
	
	
	
	
	

	7
	Buyers of materials for company to be properly monitored
	
	
	
	
	

	8
	Selection procedures affects on organizational buying process in the company
	
	
	
	
	

	Relationship between buyers and suppliers of the company

	9
	Ss   There should be relationship between the buyers and suppliers of company’s materials 
	
	
	
	
	

	10
	Relationship between buyers and suppliers to have proper two-way communication  
	
	
	
	
	

	11
	Relationship between buyers and suppliers benefits the company more 
	
	
	
	
	

	12
	Company’s buyer representatives to be trustworthy and honest
	
	
	
	
	

	13
	 Storage methods are to be adopted for organization efficiency
	
	
	
	
	

	14
	Proper storage methods increases organization operation and its effectiveness

	
	
	
	
	

	Factors responsible for poor quality of raw materials

	15
	A   Certain factors can be responsible for poor quality of raw materials
	
	
	
	
	

	16
	Dishonest collaboration of the suppliers and buyers can cause poor quality of raw materials
	
	
	
	
	

	17
	Poor training of selection procedure method can affect quality of raw materials purchased
	
	
	
	
	

	18
	Transportation problem may cause poor quality of raw materials
	
	
	
	
	

	19
	Lack of company’s buyers motivation may quality of raw materials
	
	
	
	
	

	Extent to which negotiation strategy is effective for purchasing in the company

	20
	Negotiation strategy lead s great level of cooperation between both parties
	
	
	
	
	

	21
	Negotiation strategy brings about mutual benefits to both parties
	
	
	
	
	

	22
	Negotiation strategy reveals retail prices of the raw material
	
	
	
	
	

	23
	Material inspection assists in the organization efficiency
	
	
	
	
	

	24
	Use of machine to be used for inspection
	
	
	
	
	

	25
	Negotiation is effective for purchasing in the company  
	
	
	
	
	

	26
	Proper training for material inspectors to fast-track working speed
	
	
	
	
	

	Factors that affect purchasing of industrial raw materials in the company

	27
	Transportation problems affects purchase of raw materials in the company
	
	
	
	
	

	28
	Availability of storage facilities affects purchase of raw materials
	
	
	
	
	

	29
	Certain factors affects purchase of raw materials
	
	
	
	
	

	30
	Company management policy affects purchase of raw  materials
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