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CHAPTER ONE
INTRODUCTION
1.1 [bookmark: _GoBack]BACKGROUNDTO THE STUDY
Marketing has over the years advanced from various concepts and philosophies, which include the production concept, selling concepts, and product concepts.
The marketing concept is viewed from the customer’s orientation philosophy which seeks to identify unsatisfied consumer needs and wants, and this develops goods and services tailored towards filling up and satisfying such needs though not all organization practices this concept but successful firms embark on it.
The increasing world po2pulation has resulted in consumers becoming numerous and diverse in the buying requirements needs and characteristics since firms cannot effectively serve all of them in a broad market.
Marketing effect and segmentation is always a customer’s oriented philosophy, this consistent with the marketing concept. Market segmentation is the process of subdividing a market into distinct and meaningful sub set of customer who requires a tailored called mat during marketing program to satisfy their needs.
Thus in bid for higher profitable sales, and greater customer satisfaction, mass marketing is relegated to the background with the adoption of the market segmentation which now recognizes the differences in segment needs, wants and response to marketing programmes.
Market segmentation goes beyond product design consideration, as it extend to price, promotion ,distribution  variable and having an overall knowledge of each segment needs in order to develop matching marketing mix. 
Increasing sales cannot be achieved without effective evolution of segmentation of marketing as a strategy. Because of the prospect involved in adopting market segmentation, firm desiring to achieve success embark on dividing total market into segments that can be reached and satisfied efficiently and at a profit in consideration of the role market segmentation plays in increasing sales volume, the researcher has decided to conduct a study to identify its importance, bases, approaches, limitations and its influence on a customer oriented organization, particular reference to 7up bottling company Ilorin Branch.
For any organization to breakthrough in its marketing activities, it is important for the marketed to identify with market segmentation strategy.
It enable  the marketer to divide the market into various segment which could include income, age, locations etc and modify product offering that will suit into the particular target market.
It has been expressed in several form by marketing experts that a firm cannot market its product to the entire market, it has to identify   from the total market a part that can successfully source with its product because of this factors, the concept of market segmentation is applied as the means by which organization break the total market into sub markets where a form can aim and reach with it distinct marketing mix.
Market segmentation requires that the company identify different basis for segmenting by the market develop profiles of the resulting market segment and develop measure of each segment attractiveness, market segmentation remain on inedible mark for markets to enter a particular market.
Market segmentation has been defined by Philip Kotler as “the act of dividing a market into distinct meaningful group of buyers into might merit separate product and or marketer mix.
1.2     STATEMENT OF THE RESEARCH PROBLEM
The quest for increasing profitable state volume is every organization problem.
Both markets of services and tangible seek to enhance profit and sales turnover and the objectives of profitability can only be achieved when firms properly understands and apply impact and markets segmentation strategy.
Firms are also faced with difficulty of identifying and selecting particular market target and satisfying them by blending the marketing mix elements thus market segmentation recognizes that every market is made up of distinguishable segments consisting of buyers with different needs.
The task of clearly understanding consumer needs and wants, identifying various homogenous customers’ characteristics, according to an outlined dimension in order to group them together adequately and to effectively develop marketing mix to match these characteristics and buying requirement. 
Marketing segmentation is one among the various strategies used in evaluating of marketing programmes. There by segmenting markets into subsets with aim of satisfying customers groups and equally increase sale volume and profitability for the total organization and the stakeholders is an objective and goal of every business that practices the marketing concept.
Though some firms finds it excruciating to marketing segmentation strategy, due to their inclination of the strategy as an expensive and time consuming exercise, this is because of inadequate information on its importance to customer satisfaction.
The importance or not of market segmentation on sales performance has become on research problems.
1.3	RESEARCH QUESTIONS
i.	What are the effects of market segmentation of soft drinks industry of sales performance?
ii.	What are reasons for market segmentation in soft drink industry of sales performance?
iii.	What are the importance of market segmentation on sales performance?
iv.	How does market segmentation enhance sales performance?
1.4	 OBJECTIVES OF THE STUDY
The purpose of this very research work is described below.
i.     To establish the relevance of market segmentation to sales minimization
ii.     To enumerate the importance of firms adopting the effect of market segmentation in order to achieve organization objectives of profitability and customers satisfaction.
iii.     To determine the degree to which the organization in question (7up bottling company Ilorin branch) practices market segmentation.
iv.      At the end of the study, it is intended to give relevant recommendation to the firm on how to adopt market segmentation.
1.5	RESEARCH HYPOTHESIS
HYPOTHESIS 1
 (H1): Market segmentation is fundamental is increasing sales volume.
 (Ho): Market segmentation is not fundamental in increasing sales volume
HYPOTHESIS 2
H1: Market segmentation has positive relationship with sales volume.
HO: Market segmentation has no positive relationship with sales volume
HYPOTHESIS 3
H1: Market segmentation has significant effect on organization profitability.
HO: Market segmentation has no significant effect on organization profitability.
1.6     SIGNIFICANCE OF THE STUDY
This research work apart from being an essential requirement for the partial fulfillment of National Diploma, it will be an added value and benefits to the researcher, other individuals, and groups.
This particular project will be beneficial to 7up bottling company Ilorin Branch as the findings and recommendation will help improve their marketing activities.
The project will benefit also my fellow student and other student from their institutions in related course to mine.
Lecturer of Kwara State Polytechnic will also benefit from the accumulated knowledge in the research work.
The information in this project work will enable marketing firms reappraise the segmentation strategy, use of marketing resources and effort in their marketing activities.
The study will also widen the knowledge base of the researcher in the course of conducting this very research.
1.7	 SCOPE OF THE STUDY
In this research investigation, it is going to be confined to the field of market segmentation and its attendance relationship to sales volume increase and profitability.
The research work will highlight segmentation dimensions such as the geographic, demographic, psychographics, and behavioral segmentation approach. And the procedures identifying marketing segment will be explained.
The study will enumerate strategies for management adaptation in selecting one or more segment as its target marketed.
The researcher will at the end of the study enumerate recommendation to 7up bottling company Ilorin Branch 7up bottling company Ilorin Branch as to market segmentation aid its attendant ability to increase sales performance.
The study will highlight the methodology used in obtaining all the relevant information from the sample respondents.
The research work further interprets, analyzes and presents all the collected data into meaningful information.
1.8     DEFINITION OF TERMS
i.       Market: is a set of individuals or organization that desire a product and willing and able to buy it.
ii.       Target market: A selected market to focus on and develop marketing programs.
iii.       Product: Anything offered to the market for acquisition, sales, attention use or consumption that satisfies a need or want.
iv.       Marketing mix: they are element of marketing usually referred to as the 4ps i.e. product, price, place, promotion.
v.       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.
vi.       Consumer market: it is a set of individual buyers who purchase or use product or service for their own personal or household use.
vii.       Heterogeneous market: A market consisting of consumers with diverse characteristics needs and wants.
viii.       Homogeneous market: A market consisting of consumer or organization with similar needs, wants and behavioral tendencies.
ix.        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.
x.        Marketing strategy: A marketing logic used by firms to achieve set objectives.
CHAPTER TWO
LITERATURE REVIEW
2.1 	INTRODUCTION 
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 impossible 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.
All markets are heterogeneous. This is evident from observation and from the proliferation of popular books describing the heterogeneity of local and global markets. Consider, for example, The Nine Nations of North America (Garreau, 1982), Latitudes and Attitudes: An Atlas of American Tastes, Trends, Politics and Passions (Weiss, 1994) and Mastering Global Markets: Strategies for Today’s Trade Globalist (Czinkota et al., 2003). When reflecting on the nature of markets, consumer behaviour and competitive activities, it is obvious that no product or service appeals to all consumers and even those who purchase the same product may do so for diverse reasons. The Coca Cola Company, for example, varies levels of sweetness, effervescence and package size according to local tastes and conditions. Effective marketing and business strategy therefore requires a segmentation of the market into homogeneous segments, an understanding of the needs and wants of these segments, the design of products and services that meet those needs and development of marketing strategies, to effectively reach the target segments. Thus focusing on segments is at the core of organizations’ efforts to become customer driven; it is also the key to effective resource allocation and deployment. The level of segment aggregation is an increasingly important issue. In today’s global economy, the ability to customize products and services often calls for the most micro of segments: the segment of one. Following and implementing a market segmentation strategy allows the firm to increase its profitability, as suggested by the classic price discrimination model which provides the theoretical rationale for segmentation. Since the early 1960s, segmentation has been viewed as a key marketing concept and has been the focus of a significant part of the marketing research literature. The basic concept of segmentation (as articulated, e.g. in Frank et al., 1972) has not been greatly altered. 
2.2	CONCEPTUAL FRAMEWORK
	The more a marketing paradigm evolves, the more long-term relationship with customers gains its importance. Market segmentation, pursues long-term relationship with profitable customers. It can be a starting point of relationship management to understand and measure the true value of customers since marketing management as a whole is o be deployed towards  the targeted customers and profitable customers, to foster customer’s full profit potential. The term market segmentation referring to the aggregating of prospective buyer into groups (segments) that have common needs and will respond similarly to a marketing action. Market segmentation enables companies to target different categories of consumers who perceive the full value of certain product and services differently from one another. Dividing a market into smaller groups of buyers who have distinct needs, characteristics or behavior and who might requires separate product or marketing mixes.
	Philip Kotler’s definition – market segmentation is subdividing of market into homogeneous subset of customers where any subset may conceivably be selected as Marketing Target with to be reached with essays and term papers.
Criteria for selecting market segments:
Measurable: A segment should be measurable. It means you should be able to tell how many potential customers and how many businesses are out there in the segment.
Accessible: A segment should be accessible through channels of communication and distribution like: sales force, transportation, distributors, telecom or internet.
Durable: Segment should not have frequent changes attribute in it.
Substantial: Make sure that size of your segment is large enough to warrant as a segment and large enough to be profitable.
Unique needs: Segments should be different in their response to different marketing efforts (Marketing Mix).
BASES FOR MARKET SEGMENTATION
	This are number of variables involve in market segmentation, alone and in combination. These variables are:
· Geographic variables
· Demographic variables
· Psychographic variables
· Behavioral variables
1.	Geographic segmentation 
	In geographical segmentation, market is divided into different geographical units like:
· Regions (by country, nation, state, neighborhood)
· Population Density (urban, sub-urban, rural)
· City size ( size of area, population size and growth rate)
· Climate (region having similar climate pattern).
A company, either serving a few or all geographic segments, needs to put attention on variability of geographic needs and wants. After segmenting consumer market on geographic bases, companies localize their marketing effort (product, advertising, promotion and sales effort).
2.	Demographic segmentation
	In demographic segmentation, market is divided into small segments based on demographic variables like:
· Age
· Gender
· Income
· Occupation
· Education
· Social class
· Generation
· Family size
· Family life cycle
· Home ownership
· Religion
· Ethnic group/race
· Nationality
Demographic factors are most important factors for segmenting the customers groups. Consumer needs, wants, usage rate, these all depend upon demographic variables. So, considering demographic factors, why defining marketing segmentation, is crucial.
3.	Psychographic segmentation
	In psychographic segmentation, segments are defined on the basis of social class, life style and personality characteristics. Psychographic variables include:
· Interests
· Opinion
· Personality
· Self image
· Activities
· Values
· Attitudes
A segment having demographically grouped consumers may have different psychographic characteristics.
4.	Behavioral segmentation 
	In this segmentation, market is divided into segments based on consumer knowledge, attitude, use or response to product. Behavioral variables include:
· Usage rate
· Product benefit
· Brand loyalty
· Price consciousness
· Occasions (holidays like mother’s day, new year and eid)
· User status (first time, regular or potential).
Behavioral segmentation is considered most favorable segmentation to as it uses those variables that are closely related to the product itself.
BASES FOR BUSINESS MARKET SEGMENTATION
Business market can be segmented on the bases consumer market variables but because of many inherent differences like:
· Businesses are few but purchase in bulk
· Evaluate in depth
· Joint decisions are made
Businesses market might be segmented on the bases of following variables:
· Company size: what company size should we serve?
· Industry: which industry to serve?
· Purchasing approaches: purchasing function organization, nature of existing relationships, purchase policies and criteria.
· Product usage
· Situational factors: seasonal trend, urgency: should serve companies needing quick order delivery, Order: focus on large orders or small.
· Geographic: regional industrial growth rate, customer concentration, and international macroeconomic factors.
ADVANTAGES OF MARKET SEGMENTATION
	These are several advantages of segmentation.
1.	Focus of the company: segmentation is an effective method to increase the focus of a firm on market segments. If you have better focus, obviously you will have better returns. Numerous automobile companies have started focusing on small car segments. This is nothing else but a company changing it focus for better returns. This companies base their strategy completely on a new segment which increases its focus and profitability.
2.	 Increase in competitiveness: naturally, once your focus increases, your competitiveness in that market segment will increase. If you are focusing on youngsters, your brand recall and equity with youngsters will be very high. Your market share might increase and the chances of a new competitor entering might be low. The brand loyalty will definitely increase. Thus, market segmentation also increase competitiveness of a firm from a holistic view.
3.	Market expansion: geographic segmentation is one type of segmentation where expansion is immediately possible. If you have your market strategy on the basis of geography, then once you are catering to a particular territory, you can immediately expand to a nearby territory. In the same way, if you are targeting customers base on their demography (Ex – reebok targets fitness enthusiasts) then you can expand in similar products (Ex – reebok expanding with its fitness range of clothes and accessories). Segmentation plays a crucial role in expansion. You cannot expand in a territory when you have no idea of which segment of customers you will be meeting.
4.	Customer retention: by using segmentation, customer retention can be encouraged through the life cycle of a customer. The best example of this is the Automobile and Airlines segment. You will find major example of customer life cycle segmentation in the hospitality segment whether they are hotels, airlines, or hospitals. In India, Titan is an example of products which are planned through the life cycle of a customer. From fast track to Sonata and the high range watches, Titan has them by price segment as well as life cycle segment. Thus, a watch is available for any customer, who enters a Titan showroom, whatever be his age.
5.	Have better communication: one of the factors of marketing mix which is absolutely dependent on STP is promotions or communications. The communications of a company needs to be spot on for its TARGET market. Thus if you need a target market, you need segmentation. Communication cannot be possible without knowing your target market. Imagine if you had to make someone across a curtain understand what politics is. You would go on about ruling parties, states, countries and politicians. And when the curtain is taken aside, you find that the person across the curtain is a 5 years old kid. Is there any use taking to him about politics? This shows why communication needs segmentation. If you don’t know your market segment, what is their demography, what is their psychology, where they from, then how can you form a communication message.
6.	Increases profitability: segmentation increases competitiveness, brand recall, brand equity, customer retention, and communication. Thus if it is affecting so many factors of your business, then definitely it affects the profitability of the firm. Do you ever see people negotiating in a Nike, Gucci or BMW showrooms? You won’t. One of the USP’s of these brands is their segmentation. They are in fact targeting segments which have no need of bargaining or negotiating. Thus their profitability is high.
In summary: target the proper segment and you will walk away with a better company and a higher profitability.
In conclusion, since the increased importance is placed on customer satisfaction in today’s business environment, many firms are focusing on the notion of customer loyalty and profitability to increasing market share and customer satisfaction. CRM, the core business concept to enhance customer relationship, is emerging as core competence of a firm.
2.3	THEORETICAL FRAMEWORK
According to Frank, massy and Wind (1992), market segmentation is the process of taking the total market and dividing it into several homogenous groups. In the opinion of Marcus and Tauber (1997), market segmentation means separation of the market into meaningful sections. According to them, what these sections are depends upon the product, company, and other endogenous and exogenous factors (e.g. organizational financial strength and the state of the economy). For example, a large detergent manufacturer with many product lines may divide it’s a market by national boundaries, whereas a small, single product detergent producer may divide its market more approximately according to the type of cleaning task involved. Regardless of the particular variable by which a market is divided the objectives is hen to develop effective strategies for appealing to one or more of these submarkets. The concept of segmentations is based on the proposition that consumers are different, and that these differences are related to differences in market demand. According to Smith (1996) segmentation is a process of separating' to find difference between potential customers, and then recombining customers who have one or more of these differences in common, Segmentation has its roots in the economist's concept of price discrimination extended to include differences in customers other than simply their different , reactions to price. Simply put, a market segment is a group of consumers, homogenous in one or more respects, whose response to a particular marketing mix is different from that of another group of consumers. 
According to Anderson and Narus (1995), a market segment consists of a large identifiable group with a market with similar wants, purchasing I: 'I power, geographical location, buying attitudes, or buying habits. For example, an I, \11 1, 1 Iii auto company may identify for broad segment: car buyers who are primarily seeking basic transportation or high performance or luxury or safety. Segmentation, according to Anderson and Narus, is an approach midway between mass marketing and individual marketing. Each segment buyers are assumed to be quite similar in wants and needs, yet no two buyers are really alike. They urge marketers to present flexible market offerings instead of a standard offering to all members within a segment. A flexible market offering consist of two parts: a naked solution consisting of product and service elements that all segment members’ value, and options that some segment member’s value. Each option carries an additional charge. For example, Bell – view Airlines offers all economy passengers a seat, food and soft drink. It charges extra for alcoholic beverages and earphones to those economy passengers wanting them. Segment marketing offers several benefits over mass marketing. The company can create and fine – tuned product or service offering and price if appropriately for the target audience. The choice of distribution channels – and communication channels becomes much easier. The company also may face fewer competitors in the particular segment.
According to Smith (1996) segmentation is a process of separating' to find difference between potential customers, and then recombining customers who have one or more of these differences in common, Segmentation has its roots in the economist's concept of price discrimination extended to include differences in customers other than simply their different , reactions to price. Simply put, a market segment is a group of consumers, homogenous in one or more respects, whose response to a particular marketing mix is different from that of another group of consumers. 
According to Marcus and Tauber (1997) the marketing concept and related search for products that more effectively satisfy consumer needs often necessitate market segmentation analysis. Although a firm may market a product without considering segmentation, this broadside approach has become increasingly less effective as the number and complexity of products, promotional efforts, distribution channels, and pricing schemes have increased. Frank et al, (1992) stage that early procedures for segmenting markets used obvious and sometimes crude variables as geography, product usage, and product type, industry Class, or buyer income, to name a few. Segmentation by such variables creates opportunities and develops marketing strategies. However, use of slightly more complex variables, although often costly and difficult to measure accurately, is frequently more telling. Marketing literature in the past decade or so has discussion of such techniques as psychographic segmentation, buyer behavior and benefit analysis. It will be pertinent for us to state that selection of the segmentation scheme, composed of at most a few key variables and possibly a number of secondary variables, goes hand in hand with the development of the marketing strategy appropriate for organizational action. For example: if 'the · small detergent manufacturer noted above established a long-term organizational goal of becoming a dominant brand in the areas of the county that favored the production of certain liquid detergent, a key segmentation variable would necessarily be psycho graphically related; a secondary segmentation variable would be geographically related if only to eliminate those too small to Justify the effort. Thus, market segmentation is a means of viewing the market place to: identify additional opportunities, and pinpoint target markets for opportunities previously identified in the process, both the market and the firm must be analyzed.








CHAPTER THREE
METHODOLOGY
3.1 INTRODUCTION
This chapter clearly defines the research methods used to conduct the study. The researcher explains how the necessary data and information to address the research objectives and questions was collected, presented and analyzed. 
3.2 RESEARCH DESIGN
The researcher used descriptive research survey design in building up this project work the choice of this research design was considered appropriate because of its advantages of identifying attributes of a large population from a group of individuals. The design was suitable for the study as the study sought to examine the effect of market segmentation on sales performance of soft drinks industry in Nigeria of 7up bottling company Ilorin Branch.
3.3 POPULATION OF THE STUDY
Population of a study is a group of persons or aggregate items, things the researcher is interested in getting information on the study effect of market segmentation on sales performance of beverage industries. 60 staffs of 7up bottling company Ilorin Branch were selected randomly by the researcher as the population of the study.
3.4	SAMPLE AND SAMPLING PROCEDURE
Sample was taken from the population of employee in of 7up bottling company Ilorin Branch; Ilorin the sample covered all department of Ilorin office so as to set which actually exist in the human resources management of the organization sixty (60) questionnaires were distributed randomly among the Staff of 7up bottling company Ilorin Branch.

3.4 METHODS OF DATA COLLECTION
Data were collected from two main sources namely:
· Primary source and
· Secondary source
Primary source:
These are materials of statistical investigation which were collected by the research for a particular purpose. They can be obtained through a survey, observation, and questionnaire or as experiment; the researcher has adopted the questionnaire method for this study.
Secondary source:
These are data from textbook, Journal, handset etc. they arise as byproducts of the same other purposes. Example administration, various other unpublished works and write ups were also used.
3.6	INSTRUMENT FOR DATA COLLECTION
The major research instrument used is the questionnaires. This was appropriately moderated. The staffs were administered with the questionnaires to complete, with or without disclosing their identities. The questionnaire was designed to obtain sufficient and relevant information from the respondents. The primary data contained information extracted from the questionnaires in which the respondents were required to give specific answer to a question by ticking in front of an appropriate answer and administered the same on staff of the organizations. The questionnaires contained about 7 structured questions which were divided into sections A and B.
3.7	METHODS OF DATA ANALYSIS
The data collected was not an end in itself but it served as a means to an end. The end being the use of the required data to understand the various situations it is with a view to making valuable recommendations and contributions. To this end, the data collected has to be analysis for any meaningful interpretation to come out with some results. It is for this reason that the following methods were adopted in the research project for the analysis of the data collected. For a comprehensive analysis of data collected, emphases were laid on the use of absolute numbers frequencies of responses and percentages.  Answers to the research questions were provided through the comparison of the percentage of workers response to each statement in the questionnaire related to any specified question being considered.
Frequency in this study refers to the arrangement of responses in order of magnitude or occurrence while percentage refers to the arrangements of the responses in order of their proportion.
The simple percentage method is believed to be straight forward easy to interpret and understand method.
The researcher therefore chooses the simple percentage as the method to use.
The formula for percentage is shown as.
% = f/N x 100/1
Where F = frequency of respondents response
N = Total Number of response of the sample
100 = Consistency in the percentage of respondents for each item contained in questions.
3.8	HISTORICAL BACKGROUND OF 7UP BOTTLING COMPANY ILORIN BRANCH 
	Seven-Up Bottling Company Ltd is a soft drinks manufacturer headquartered in Lagos, Nigeria. Its shares were previously quoted on the Nigerian Stock Exchange but after a buyout of outstanding public shares by the investment arm of the founder's family, it became privately owned. Seven-Up Bottling Company Ltd is one of the largest manufacturing companies in Nigeria, producing and distributing some of the nation's most-loved beverages in the country like; Pepsi, 7Up, Mirinda, Teem, Mountain Dew, H2oH!, Lipton Ice Tea, Supa Komando Energy Drink and Aquafina premium drinking water.
	SBC has nine bottling plants with state-of-the-art manufacturing facilities strategically located across various regions in the country. 
	Production of its first product, 7-Up started on October 1, 1960. The venture was a brainchild of the El-Khalil family from Lebanon. The family patriarch had founded a transport firm in Nigeria and then decided to divest into the soft drink market to compete with Leventis led Nigerian Bottling Company (NBC). In the 1960s, the firm introduced a brand of howdy products including Howdy, Crush, Howdy Tonic Water, and Howdy Ginger Ale. The firm's initial market was within Mid-West and Western Nigeria due to the location of its factory at Ijora, Lagos. To raise awareness and compete with NBC, they distributed outdoor branded kiosks to retailers.
	In the 1970s, after the government promulgated an indigenisation decree, El-Khalil family sold their transport business and concentrated on the bottling business. Faysal El-Khalil, who managed the transport firm, joined Seven-Up and later became its Managing Director. As the purchasing power of consumers increased, the firm embarked on an expansion programme at the beginning of Nigeria's oil boom during the 1970s. A new factory was built in Oregun and followed by one at Ibadan and then at Aba. The company's push for nationwide coverage has led to factories being built in Kano, Kaduna, Enugu, Benin and Ilorin. Many of its expansion programs were financed with debt.
	Currently, the firm markets 7-Up, Pepsi, Mirinda, Teem, Supa Komando and Mountain Dew. 
Marketing
	Seven-Up developed promotions in the late 1980s has a structural adjustment program adopted by the government led to price increases. The promos involved limited prizes drawn under the crown cork of bottles. Consumers could win money, cars or other gift items during the promos. However, the odds of winning were not favorable and this sometimes led to backlash from segments of the community. 
	Seven-Up has a history of sports sponsorship in Nigeria. The firm sponsors a youth football academy.  The firm also introduced 35cl and 50cl bottles of Pepsi.



CHAPTER FOUR
PRESENTATION ANALYSIS & INTERPRETATION OF DATA
4.1	INTRODUCTION
It is a chapter that focus attention on the analysis and interpretation of data collected from field, the data collected was only used for the purpose of his study which come through the administration of the questionnaire were personally distributed to the permanent staff of 7up bottling company Ilorin Branch, Ilorin out sixty (60), fifty (50) were only returned further, the questions were designed in two selections i.e. A and B for effective clarity and easy comprehension of responses of question asked.
4.2	DATA ANALYSIS
The data collected from the respondents were analyzed in tabular form with simple percentage for easy understanding.
As said earlier, the total of questionnaire distributed was sixty (60) and out it in which fifty (50) was returned and analyzed in the table below:
	Questionnaire
	Frequency
	Percentage (%)

	Returned
	50
	83%

	Not Returned
	10
	17%

	TOTAL
	60
	100%


SOURCE: FIELD SURVEY, 2025
The above table shows that 50 out of the questionnaires distributed representing 83% were completed and returned, while 10 questionnaire representing 17% were not returned. The questionnaire response rate was 83%.
Question 1
Gender distribution of the respondents.
	Alternative
	Response
	Percentage of people (%)

	Male
	35
	70%

	Female
	15
	30%

	Total
	50
	100%


Source: Research Survey, 2025.
From the above table it shows that 70% of the respondents were male while 30% of the respondents were female.
Question 2
Marital status of the respondents
	Alternative
	Response
	Percentage of people (%)

	Married
	20
	40%

	Single 
	26
	52%

	Divorced 
	4
	8%

	Total
	50
	100%


Source: Research Survey, 2025.
	The table above shows that 20 respondents representing 40% are single while 26 respondents representing 52% are married and 4 respondents representing 8% were divorced. Thus it can be assumed that majority of respondent are married.
Question 3
Age of respondents
	Alternative
	Response
	Percentage of people (%)

	Below 25 years
	37
	74%

	26 years – 40 years
	13
	26%

	41 years and above
	-
	-

	Total
	50
	100%


 Source: Research Survey, 2025.
	The table above shows that 74% of the respondents were below 25 years of age, 26% were 26 years – 40 years while none were 41 years and above.
Question 4
Position held by respondents
	Alternative
	Response
	Percentage of people (%)

	Managers 
	20
	37.6

	Marketer
	12
	27.8

	Accountant
	8
	14.3

	Sales personnel
	10
	20.3

	Total 
	50
	100.


Source: Research Survey, 2025.
	The above tables shown that 20 respondents which represent 37.6% of the respondents are managers, 12 respondents which represent 27.8 % are marketer, 8 respondents which represent 14.3% of the respondents are accountant, while 10 respondents which represent 20.3% of the respondents are sales personnel.
Question 5
Market segmentation is not fundamental in increasing sales volume or performance
	Alternative
	Response
	Percentage of people (%)

	Agreed
	15
	30.0

	Strongly agreed
	20
	37.6

	Disagreed
	10
	19.5

	Strongly disagreed
	5
	12.8

	Total
	50
	100.0


Source: Research Survey, 2025.
	It shows from the above that 15 respondents which represent 30% of the respondents agreed, 20 respondents which represent 37.6% strongly agreed, 10 respondents which represent 19.5% of the respondents disagreed while 5 respondents which represent 12.8% strongly disagreed.
Question 6
There is no significant relationship between dimension and basis of market segmentation and increase in sales volume or performance 
	Alternative
	Response
	Percentage of people (%)

	Yes
	37
	74%

	No
	13
	26%

	Undecided
	-
	-

	Total
	50
	100%


 Source: Research Survey, 2025.
	The above table shows that 37 respondents which represent 74% answered affirmatively that there is no significant relationship between dimension and basis of market segmentation and increase in sales volume or performance, 13 respondents which represent 26% said No while no respondents represent undecided.
Question 7
Does market segmentation have effect on business organizations or industries?
	Alternative
	Response
	Percentage of people (%)

	Yes
	30
	52.6

	No
	15
	30.0

	Undecided
	5
	17.3

	Total
	50
	100.0


Source: Research Survey, 2025.
	The above table shows that 30 respondents which represent 52.6% answered that market segmentation have effect on business organizations or industries, 15 respondents which represent 30% said No while 5 respondents which represent 17.3% were unable to decide.
4.3	TEST OF HYPOTHESIS
Hypothesis testing is to further understand the relationship between human motivation and the achievement of the organization objective; this testing will be done using the chi-square formula for computing the chi-square values.
X2 = ∑ (Fo-Fe)2
      Fe
Where: 
x2= computed value of chi-square
Fo= observed frequency figure
Fe = expected figure
∑ = summation sign (∑)
To test this hypothesis, we formulate both the null (Ho) and the alternative (Hi) hypothesis. They are state below:
HYPOTHESIS I
(H1): Market segmentation has fundamental increasing on sales volume.
 (Ho): Market segmentation does no fundamental increasing on sales volume
TABLE 4.3.1: Does Market segmentation have fundamental increasing on sales volume
	Yes
	No
	I don’t know
	Total

	25
	6
	4
	35

	5
	6
	4
	15

	30
	12
	8
	50


SOURCE: FIELD SURVEY, 2025
CHI-SQUARE TABLE
	Fo
	Fe
	Fo - Fe
	(Fo-Fe)2
	(Fo-Fe)2
Fe

	25
	21
	4
	16
	0.7619

	5
	7.7
	-27
	7.29
	0.9467

	5
	6.3
	-113
	1.69
	0.2682

	5
	9
	-4
	16
	1.7777

	6
	3.3
	2.7
	7.29
	2.2090

	4
	2.7
	1.3
	1.69
	0.6259

	
	
	
	
	6.5894 mean calculated


SOURCE: FIELD SURVEY, 2025
DEGREE OF FREEDOM
(R - 1 (C - 1)
Where:	R = number of Rows
C = number of Columns
R= 2, C = 3
1 x 2 = 2
DECISION RULE
The hypothetical mean, which we get by checking 0.5 under 2, gives us 5.991. The difference between the calculated means i.e 6.5894 and the hypothesis mean i.e 5.991 as a result of this difference. We therefore accept Hi and reject Ho. This means that segmentation has fundamental increasing on sales volume.
HYPOTHESIS II
H1: Market segmentation has positive relationship with sales volume.
HO: Market segmentation has no positive relationship with sales volume
TABLE 4.3.2: Does Market segmentation have positive relationship with sales volume?
	Yes
	No
	I don’t know
	Total

	29
	4
	5
	38

	4
	5
	3
	12

	33
	9
	8
	50


SOURCE: RESEARCH FIELD SURVEY, 2025
CHI-SQUARE TABLE
	Fo
	Fe
	Fo - Fe
	(Fo-Fe)2
	(Fo-Fe)2
Fe

	29
	25.08
	3.92
	15.3664
	0.6126

	4
	6.84
	2.84
	8.0656
	1.1791

	5
	6.08
	-1.08
	1.1664
	0.1918

	4
	7.92
	-3.92
	15.3664
	1.9402

	5
	2.16
	-2.84
	8.0656
	3.7340

	3
	1.92
	1.08
	1.1664
	0.6075

	
	
	
	
	8.2662 mean calculated


SOURCE: FIELD SURVEY, 2025
DEGREE OF FREEDOM
(R - 1 (C - 1)
Where:	R = number of Rows
C = number of Columns
R= 2, C = 3, (2-1) (3-1)
1 x 2 = 2
DECISION RULE
The hypothesis mean which we get by checking 0.5 under the degree of freedom i.e gives us 5.991 as the difference between the calculated means i.e 8.2662, we therefore, accept Hi and reject Ho, meaning that Market segmentation has positive relationship with sales volume
HYPOTHESIS III
H1: Market segmentation has significant effect on organization profitability.
HO: Market segmentation has no significant effect on organization profitability
TABLE 4.3.3: Does Market segmentation has any significant effect on organization profitability?
	Yes
	No
	I don’t know
	Total

	27
	6
	3
	36

	6
	4
	4
	14

	33
	10
	7
	50


SOURCE: FIELD SURVEY, 2025
CHI-SQUARE TABLE
	Fo
	Fe
	Fo - Fe
	(Fo-Fe)2
	(Fo-Fe)2
Fe

	27
	23.76
	3.24
	10.4976
	0.4418

	6
	7.2
	-1.2
	1.44
	0.2

	3
	5.04
	-2.04
	4.1616
	0.1257

	6
	9.24
	-3.24
	10.4976
	1.1361

	4
	2.8
	  1.2
	1.44
	0.5143

	4
	1.96
	2.04
	4.1616
	2.1233

	
	
	
	
	4.5412 mean calculated


SOURCE: FIELD SURVEY, 2025
DEGREE OF FREEDOM
(R - 1 (C - 1)
Where:	R = number of Rows
C = number of Columns
R= 2, C = 3, (2-1) (3-1)
1 x 2 = 2
DECISION RULE
The hypothesis mean which we get by checking 0.5 under the degree of freedom i.e gives us 5.991 as the difference between the calculated means i.e 4.5412, we therefore, accept Hi and reject Ho, meaning that Market segmentation has significant effect on organization profitability.

4.4	DISCUSSION OF FINDINGS
	It is deduced from this research paper that the effect of market segmentation as a predictor of sales performance in a 7up Industry with a case study of 7up bottling company Ilorin Branch, Ilorin cannot be over emphasize. It is discovered from finding that market segmentation has impact on sales performance of 7up bottling company Ilorin Branch.
	Therefore, it was discovered from the finding through funds and data analysis that “effect of market segmentation of sales performance” has a positive effect on 7up industries, therefore can be over emphasized. 












CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 	SUMMARY OF FINDINGS
Segmentation demands close attention to market definition, identifying market segments and forming segment targets, which are described, analyzed and evaluated. Segmentation of a product-market requires that response differences exist between segments, and that the segments are identifiable and stable over time. Also, the benefits of segmentation should exceed the costs. The variables useful as bases for forming and describing segments include the characteristics of people and organizations, use situation, buyers’ needs and preferences, and purchase behavior. Segments can be formed by identifying customer groups using the characteristics of people or organizations. The groups are analyzed to determine if the response profiles are different across the candidate segments. Alternatively, customer response information can be used to form customer groupings and then the descriptive characteristics of the groups analyzed to find out if segments can be identified. Several examples of segment formation are discussed to illustrate the methods that are available for this purpose. Finer segmenting strategies present attractive options for moving toward small segments and responding to buyers’ unique value requirements. Technology, buyer diversity, and relationship opportunities are the drivers of finer segmentation strategies. These strategies include micro segmentation, mass customization, and variety seeking. While potentially attractive finer segmentation strategies are more complex than other forms of segmentation and require comprehensive benefit and cost evaluations. Segment analysis and evaluation consider the strengths and limitations of each segment as a potential market target for the organization. Segment analysis includes customer descriptions and satisfaction analysis, evaluating existing and potential competitors and competitive advantage, marketing program positioning analysis, and financial and market attractiveness. Segment analysis is important in evaluating customer satisfaction, finding new-product opportunities, selecting market targets, and designing positioning strategies. Nonetheless, it is also important to understand the organizational barriers to implementing segmentation strategy which may exist in a company, and to evaluate the “fit” of segmentation with company capabilities. Effectively implemented, a good segmentation strategy creates an important competitive edge for an organization.
5.2 	CONCLUSION
As we have emphasized earlier on the reason for focusing on a specific target. Market, that is, by using marketing segmentation approaches or tools such as cluster analysis and trade off analysis is so that marketers can fine tune to whole marketing mix to appeal to some competitors. By differentiating the marketing mix to do a better job of meeting customer's needs, the firms build on a competitive advantage. In other words, target customers will view the firm's position in the market as uniquely suited to their preferences and needs. Further, because everyone in the firm is clear about' what position it wants to achieve with customers, product, promotion and other marketing mix decisions can be blended better ·to achieve the desired objectives. Although the marketing manager may want customers to see the firm's offering as unique, that is not always possible. Even if a firm's marketing mix is different, busy consumers do not always recognize it. Therefore, in looking for opportunities, it is important for the marketing manager to know who customers do view the firm's offering. This is where another important approach positioning comes in.
5.3	RECOMMENDATION
Positioning helps managers understand how customers see their market. It is a visual aid to understand a product market. The first time such an analysis is done, managers may be shocked to see how much customers' perceptions of a market differ from their own. For this reason alone, positioning is useful in business operations everywhere in the globe. It is therefore recommended that businesses should endeavor to carry out market segmentation activity irrespective of its cost implication if the long-run corporate objectives of the firm must be actualized.
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QUESTIONNAIRE
Instruction: kindly tick (   ) in the box provided, the one that best suit your opinions.
SECTION A: Respondents personal information.
1.	Gender of the respondents:
a.	Male (   ),	b. Female (   )
2.	Marital status of the respondents:
a.	Married (   ),	b. Single (   ),	   c. Divorced (   )
3.	Age of respondents:
a.	Below 25 years (   )
b.	26 years – 40 years (   )
c.	41 years and above (   )
4.	Position held by the respondents:
a.	Managers (   ),	b. Marketers (   ),  c. Accountant (   ), 	
d. 	Sales personnel (   )





SECTION B
5.	Market segmentation is not fundamental in increasing in sales performance 
a.	Agreed (   ),	b. Strongly agreed (   ),       c. Disagreed (   ),
d.	Strongly disagreed (   )
6.	There is no significant relationship between dimension and basis of market segmentation and increase in sales performance
a.	Yes (   ),	b. No (   ),	c. Undecided (   )  
7.	Does market segmentation has effect on business organization or industries?
a.	Yes (   ),	b. No (   ),	c. Undecided (   )
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