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CHAPTER ONE
1.0  introduction
The aims of every organization is to minimize cost and maximize profit. An effective marketing mix strategy plays an important role towards enhancing the objective to be achieve by the organization. Those days when product was matched with the market gone. The modern marketing concept enhances the importance of consumer’s preference and consumer’s satisfaction. Therefore, the management is concerned with various policies on four elements of the marketing mix (4p) i.e. the product, the price, the  promotional activities and the place. The marketing mix strategy occupies a paramount position in the function of marketing management. It must also be cleared, that management is decision on one of the element has effects on others because they are inter-related and has weight on the performance and growth of any business form.
1.1       Statement of the problem 
Today, business world has become a servant of the society by trying to provide adequately the needs and waste of the society yet some business organization find it difficult to make accurate decision on each element of the marketing mix in order to achieve the organization objectives. Therefore, the researcher has been able to analyze some of the following problems.
i. Uncertainty of which of the several product designs are mostly likely to be accepted in the market?

ii. What price should company charge for its product?

iii. How will profit change under various pricing strategy?

iv. Where and to whom the company product be sold?

v. How much company spend on promotion in terms of each product and geographical segmentation?
vi. Does the benefit justify the cost of a planned marketing mix strategy?
vii. Then how well can this marketing mix strategy consumer?

1.2         Objectives of the study
This project work is embarked to achieve the following objectives 

i. Whether the product of lubcon satisfy the consumer in term of quality.
ii. To find out the distribution method used by the company is adequate to ensure the availability of products to consumers at the right time and of the right place.

iii. To determine whether the pricing strategy of the company is in line with what consumers and channel members satisfaction compares with its competitors.

iv. To determine whether a promoted activities of the company have an impact on the sales volume.
v. And finally to detect and resolve likely problem which management encounter in implementation of marketing mix strategy.
1.2  Research question
In order to achieve the objectives of the research certain questions have to be posed to enable the researcher attempts a detailed study. Such questions are:
i. How important is the marketing mix strategy to the organization?

ii. Does quality product promote sales?

iii. How does the company maintain its position in a place of competitive market?

iv. What techniques does the company choose as the best to improve their promotional activities?
v. Is profit adequate in relation to capital employed?

vi. What type of distribution does the firm choose to distribute its products? 

vii. What type of distribution channels does the firm use to distribute its product?

viii. What pricing strategy does the company use in fixing price for a new product?
1.3       Statement of hypothesis
i. Ho: Quality product leads to consumers satisfaction

Hi: quality product does not lead to consumers’ satisfaction.

ii. Promotion activities have no effects on the sales volumes

iii. Ho: marketing strategy normally pursued by organization without consumers consideration would normally succeed.

iv. Hi: marketing strategy pursued by organization without consumers consideration normally failed.
1.4    Significance of the study
This study will have a prominent place in the operation of virtually of all business organization, most importantly to new investors seeking to establish a new business as it would serve as guide to them in their plan and decision making. It will also give the researcher an experience and exposure to various particular marketing activities. Not only that, it will similarly serve as secondary date for students embarking on related researches for further reading.
1.6  Scope of study                              
      The research topic focus on effectof marketing strategy on the growth of a firm, and the scope of this research is limited to Lubcon Nigeria limited, particularly it’s Ilorin depot, headhunter, and customers in Ilorin.
1.7        Limitation of the study


The study was limited by finance particularly, because the researcher has to combine classes with the other academic engagements to the task of writing this project. Also sort time frame from the completions of the project work did not permit wide latitude of data collection. Not only that the cost of transportation gathering materials for the project and other unanticipated cost were also borne by the researcher.
1.8 Historical background of the study
    LUBCON LTD and Gas Company was incorporated in August 1991 as a limited liability company to engage in business of blending lubricants together with distribution and sales of petroleum and allied products. The company’s head quarters and A’s plant are located at lubcon Avenue, Adeqale Industry Layout, Ilorin Kwara State. The initial stage of operation in Lubcon Company Started with staff including the Chairman himself (ALH. JANI IBRAHIM). During these times, they managed to produce 25 cartoons per day and distributed their product with only one pick up van. Over the years, the company has grown to be the biggest and fastest growing independent lubricant blending company in Nigeria with an ultra modern blending plant of 10,000,000 liters capacity per annum on a single shift located at Adewale Layout, ilorin, in addition the company has a mine blending plant of 2.5 million liters capacity per annum located along Zaria road Tranburawa, Kano. In 1995,Lubcon became the Association (NATA). In recognizing the quality products of the company, Lubcon was first company in Nigeria to be awarded the prestigious NIS award (Nigeria Industrial Standard) for lubricating oil. In 2002, Lubcon became the first indigenous oil and gas company to be certified in Nigeria. In 2005, it became the oil company to blend a Lubricant For National Union Of Petroleum And Natural Gas Workers (NUPENG). Also in 2006, (NURTW) Nigeria Union Of Road Transport Workers made Lubcon its official blender. Lubcon is product that are of different types and in sizes. It manufactures product like super TV 50, Lubcon Adrenalin 2000/50, Lubcon motor lube, Lubcon Grease, Lubcon 2T, Lubcon perform XV 50, Lubcon super outboard. These product are packaged in different size ranging 0.s liters, 1 liter, 2 liters, 4 liters, 5 liters, 185 liters and 200 liters. In an attempt to distribute its wide range of products, the company maintain a network of active retain outlets in more than 63 location all over Nigeria. In addition, Lubcon is in joint partnership with Nigeria.

1.9 DEFINITION OF TERMS  MARKETING MIX STRATEGY

  It is the  combination of four elements of marketing mix in right proportion to achieve a firm objectives.

i. STRATEGY: it is the plan of cost of action that is limited to achieve a particular purpose.
ii. CHANNEL OF DISTRIBUTION: this is the route of the pipeline through which goods and services pass from the producer to its ultimate consumers.

iii. CUSTOMERS: it is an individual or group of individual who buy, use or sell a product.

iv. FIRM: this is the producer of goods and services consumers of used by consumer or business users.

v. PRICE: this is an agreement between buyers and seller concerning what amount.
vi. MARKET: it is the actual and potential buyer of company’s products.

vii. MARKET AND HARE: this is the percentage of consumer that a company has out of the total market.

viii. PROFIT: it is a financial reward to a business firm after the cost and other expenses involved in production of goods and services.

ix. MARKET POSITION: this is the rank of  a given product in the market relation to competing product. 

CHAPTER TWO
Literature review
2.0         Introduction
This chapter highlights relevant theoretical studies of concept of marketing mix strategy in a manufacturing study. Attempts are also made to review the manufacturing organization effectives using criteria such as profit level, rate of physical expansion, goodwill and standard of services rendered to the customers.
2.1 Concept of mareting
Though a lot has been said and documented on the term of marketing but review some of the definition are giving by various scholars and writers on the term would be examined. Ebeloku and Arowomole (2003) defined marketing as a process of management responsibility from organization and directing all those business activities involve business identifying the need and what of the consumers, looking for means of satisfaction these wants by assessing and conduct or services and in distribution of making sure that the product gets to the final consumer or user in order to enable the company achieve the profit target and other objective set. The author are trying to emphasis that marketing comes before product and it is a continuous process where the research to identify needs and want of the consumers gives consumer specification of want to the production department, taking the production produce back to the consumer to create an effective demand by using appropriate channels of distribution the profit and other objectives of a business can be achieved. Abubarkar, (2006) defined marketing as a set of skills that enable the organization to determine, in response to the markets, how resource are to be employed to the business firm. This implies that all the organization resources have to be planned and utilized with the consideration of the company in target market, this is terms of customers, preference such as product size, color etc. Dosa etal (1999) opined that marketing is the process of researching into an identify customers need and want for purpose of creating goods and services and facilitate. Their transfer into the hand of consumer or through a specialized functions of distribution. Station (1998) defines marketing as the total system of interacting business activities design to plan, price, promote and potential customers. In summary, a business firm that want to embrace the marketing should first conduct a marketing research to identify exactly what is the needs of the consumers and how they want to be putting the organization’s resources together to produce this needs and want giving the products an affordable price and design an appropriate promotional message that would convince and communicate the essential features of the product to the target consumer. Then finally to select an effective distribution channel that ensure speed delivery to final consumer.
2.2 Evolution of marketing
Before the advert and advent true marketing concept, most business organization were far away from marketing orientation. i.e taking consumer satisfaction at the centre of decision making.  Macathy (2001) view that most  business firm did not immediately embrace marketing rather progress through several phases before they +become marketing oriented and stage are:

i. PRODUCTION CONCEPT: this concept assume that consumer would buy product, that the price is low and it is widely available.
CONCEPT

FOCUS
MEANS

ENDS

ii. PRODUCTION CONCEPT: this concept holds the belief that product that offers most quality performance and feature to meet and exceed consumers expectation would ensure continuous patronage. The  management therefore offers quality product guaranty.
CONCEPT 

FOCUS
   MEANS

ENDS

SOURCE: MC earthy (2008) Ibid basic marketing of managerial approach 6th edition Illionois Irwin-Dorsey ltd page 42.
iii. SELLING CONCEPT: in this concept the seller use some marketing and stipulated devices to divert customer attention to the product.

CONCEPT  FOCUS
 MEANS ENDS

SOURCE: MC earthy (2008) Ibid basic marketing a manager approach 6th edition Illinois Irwis – Dorsey ltd page 42.
iv. MARKETING CONCEPT: this is the concept which believes that consumers needs and requirement must be taken into consideration to achieve organization’s objectives.
CONCEPT FOCUS
MEANS ENDS

SOURCES: MC earthy  (2008) Ibid basic marketing a managerial approach 6th edition Illinois Irwin – Dorsey ltd page 42
But Kotler, (2005) hold the view that today business would had gone beyond taking only consumers satisfaction into consideration but also the society’s well being. Therefore, it is understood that a business firm will strive better and perform more effectively and efficiently in such a way that it preserve that consumer and the society well being. This is called ecology or social marketing concept.
2.3 Concept of marketing mix strategy
Marketing practitioners and experts like agree that marketing mix strategy is the mixing together in a right proportion of marketing mix element in order to achieve successful marketing programs. Daniel (1995) marketing mix strategy is called “product, price, place and promotion system design to a specific group of people (PC)”. KOTLER (1967). Too out dated defines marketing mix strategy as the mixture of uncontrollable variable that prim use to purse the south level of sales in the forget market Korler’s definition show that these marketing controllable variable (4ps) are all the marketing disposal and it can be manipulated at any points in time to meet a budgeted sales level. Oyenni. (2009) for every marketing programme to be carried out successfully, then each element of marketing mix has to be blend together in a right proportion. Franc the view of these various authors, we can see marketing mix strategy as firms ability to make an accurate decision in each of the variable in such a way that no aspect is neglected and no aspect is over stressed. In other word there is need to strike a balance between these variable in order to achieve the profit and other objective set by the organization.
2.4 The roles of marketing mix strategy
There is no doubt that marketing mix strategy plays a vital role in any business organization.

WALKER (2006) enumerates the role follows:

i. Marketing mix strategy enables the management of any organization to design product that will satisfy the interest of their consumers and by doing so, creating a response to the consumers.
ii. It enabled the organization to have effective distribution policy that makes its product easily accessibly to their customers.

iii. It encourage the organization to engage in various promotional activities like advertising, personal selling, publicity, public relation and sales promotion.

iv. It also enables the organization to give a right price to the product in the market.

v. Marketing mix strategy has also enabled the organization to distinguish its product from the competition. Therefore, if effective marketing mix strategy is well engaged it has numerous assistance to offer towards the achievement of day to day marketing activities of any business firm.
2.5    Marketing mix variable
STANTON (2008) FUNDAMENTAL OF MARKETING Tokyo MC grew Will Kogakush ltd pg 45, marketing mix variable are four inputs that constitute the core of a company marketing system i.e the product, the price structure, the promotion activities and the distribution system. He went further that decision in one area usually affects or triggers an action in other areas. Kotler and Armstrong (2008). See  marketing as “ The set of controllable tactical marketing tools that the firm blends to produce the response 10 wants in the target market”. Marketing mix element can therefore be seen as ingredient in the pot of soup in which each ingredient that makes up the soup count and which should not be short it should not be over in order to have a delicious meals. Not only that it can also be seen as a drawing board which marketers needs to go back to whenever there is a marketing challenges such as low sales decrease in profit level decrease in which market share etc… those problems can be solved just only to view on the company’s product. Its price structure is promotional message and to check less distribution system. Nylen (1990). Marketing decision making hard book by David W.Nylen 1990 Hardiovery holds view that marketing mix elements are external uncontrollable force such as consumers buying behavior, government, laws, economic force e.t.c. in this sense marketer can view its pricing structure in such a way to suit the current economic situation and not only that product may be modified in order to meet some legal requirement.
2.6  Product
Product is anything that can be offered to the market for attention, acquisition use or consumption that satisfies the needs or wants of consumer. In his contribution Enikanselli (2008) added that product include the tangible and intangible attributes such as packing color, manufacture prestige, retailer prestige, manufacturer and retailer service which the buyer may accept as wants satisfying. Therefore product should be regarded as first and important of the mix element because other marketing mix element like price, promotion and misdistribution are building around it for example pricing of product, advertising of product and distribution of product. Lauterbom  (2007). Described product as a consumer’s solution. Product needs to be viewed from three (3) perspectives according to Levit (2004):

 Core benefit product.

i Tangible product.

ii  Augmented product.
CORE PRODUCT: usually ensures question of what the buyer is really buying it simply means a bundle of benefits of package of problems solving for example a consumer buys a loaf of bread to satisfy his or her hungry mood.
TANGIBLE PRODUCT: this can be described as the physical feature of a product that can be seen, touched and pelt. E.g lipstick, cigarettes and text books e.t.c
AUGMENTED PRODUCT: this can be described as the additional services or benefits that can be enjoyed by a consumer for buying a particular product. It is an after sales services provided by the marketers to customer e.g. guarantes, fee delivery, installation credit services e.t.c.
PRODUCT LIFE CYCLE : product life cycle (plc) is a very popular concept both in theory and in practice because it is applied to making the life of a product which is the centre to the operation of business enterprises. Futrell (2008) product life cycle is nothing more than the sales history of a product that is progress made by a successfully product in terms of its sales from the time of loss market launch to that removal from the market. The important reason why companies have to study, analyze, and evaluate the different stages in the life cycle of a product is that each of the stage possesses different threats and opportunities that dictates changes in the appropriate strategy according to Ebeloku and Arowomole (2000) the stages are:
· INTRODUCTION STAGE: this is the stage where the product is first introduces into the market sales at this level is very low, the cost are very high. The consumer here is called innovator, they are testing new products here penetrating marketing and intensive advertisement are needed awareness.
· GROWTH STAGE: at this stage, if the product is successful the customer awareness of the product as great. The consumers are also convinced that should purchase the product and when they are satisfied the performance would lead to repeat purchase. Therefore, the sale  is rising in an increasing rate. Price is falling but is still high because the cost of production is still high. Consumers here are called early adopter. Competition is growing because the product is doing well in the market.
· MATURITY STAGE: this is the stage where sales curve begins to flatten or decline. Here the sales is not maximum, the slope is zero profit per unit is falling but still positive , price is falling because of more competitor. The consumer here are called late majority.
· DECLINE STAGE: at this stage, sales is declining or selling, profit per unit is falling and could be negative competition, here is declining since the profit per unit has fallen. The consumers here are called laggard, they are risk averter.
PRODUCTION LIFE CYCLE EXPANSIONS

It must be noted that product life cycle does not finished at the declining stage but instead some marketing strategies can be adopted to prolong the life cycle product.


ON ALL AND THOMAS (2002) enumerate the following strategies:

i. Management quantity purchase and frequency while using some stimulating device like quantity discount, cash discount, improve the quantity of a product. This is called market penetrate.
ii. To enlarge the function of a product by doing it well attract more  customers for example made toothpaste which is initially useful for whiten the teeth can be reformulate to include prevention of teeth decay.
iii. Management can also create a new market 9market development) this is done by introducing the product into a new market from local market to National or International.
NEW PRODUCT DEVELOPMENT


Nonyelw (2007). See new product development as a new product developed which progressed from need stage to production and marketing stages. These stages or processes as follow.
i. IDEA GENERATION: it is trying to investigate the mind of consumers and their complaints with present product.
ii. IDEA SCREENING STAGE: having collected those information on different product cherished by consumers the company will now selects and chooses based on the consumers requirement a line with a company’s rules and regulations.
iii. CONCEPT TESTING: the purpose of concept testing is to develop a move refined market acceptance for a new product or to competing concept to determine the most appealing one. The concept must be tested with appropriate group of target consumers.
iv. BUSINESS ANALYSIS: at this stage once management develops the product concept and marketing strategy it can evaluate the business attracters of the proposal by estimating the market demand and production profitability.
v. MARKET TESTING: here the product is offers for sales in limited geographical areas that is representative enough of the total in which the product will eventually be sold here the product and its testing in order how consumers and dealers react to healing.

vi. MODIFICATION STAGE: at this stage design as a result testing findings.
vii. COMMERCIALIZATION: full scale production and marketing programme are planned and the product is launched it is the stage where the product is first submitted to the market and this commence it’s life cycle.
2.7

PRICING

Determining possible price for any market offering in the most complex of marketing decision every organization whether it is profit or non profit oriented has to face the problem of fixing price for its goods and services. According to Kotler and Armstrong (2008) pricing is the amount of  money which buyer of a particular product must offer with view to get the possession of the product. Another contribution to pricing Kana (2007) says pricing is very sensitive aspect of marketing mix element because it has strong relationship with company’s profit. Therefore we can say price is an agreement between the buyer and the seller conceding what each is to receive.
Objectives of pricing

A business firm may have a different medium when gulling a price to it’s product at time not only for profit marketing but also to achieve some objectives. There are some of the price objectives as enumerated by WALKER (2000).

1. PROFIT MAXIMIZATION: this major objective of the firm in selling a price is to meet the profit objectives.
2. To achieve a specific return on investment a company sets a price that will cotter the cost of a product plus the amount of target returns.

3. To stabilize the market some companies keep their prices relatively stable over a long period to eliminate fluctuation.

4. To achieve target market shares an organization may set a target market pricing objective defensively to emphasis the importance of holding the market share that has already acquired.

5. To meet or keep out competition a company may set a price to discourage new competitor (s) from coming into the market.
TYPES OF PRICING

A few types of pricing can be identified and discussed below:

i. SKIMMING PRICING: it is the fixing higher price for goods when the product is introduces to the market.

ii. PEMESTRATING PRICING: this is emerging low price to speeding up the product wide spread acceptance.

iii. PSYCHOLOGICAL PRICING: this is fixing price in such a way that the buyer will plead that there is small reduction in price article.

FACTORS AFFECTING PRICING
i. The production: the type of product whatever consumer or individual will determined the price of a product
ii. Weather condition: the price will be affected when the weather condition is good or bad for example in a seasonal product like agricultural product.
iii. Market situation: the degree of competition in the market will determine what pricing strategy to employed.
2.8          PROMOTION


Promotion is said to be the communication aspect of market mix because it disseminate the necessary information above the product and company itself to the target audience. Ray (2009) a view that promotion is “the coordination of all seller initiated effort to set up channel of information presentation in order to sell goods andd services or promotionof an idea”. Nague (2004) defined promotion as transmitting information creating awareness and interest finally resulting in desire to buy.Frain (2000) says basically that the main objective communication is to inform and persuade. Therefore there is no gain saying in the fact consumer must know that product exists other wise may not understand low can meet their needs it is now left for a company to design as effective promotional message that would inform and persuade consumer toward the purchase of its product. The basic tools used to accomplished an organizational communication objectives are often referred to promotional mix thus:-

1.   Advertising

2.   Personal selling

3.   Sales promotion

4.   Public relation

5.   Publicity
ADVERTISING


The American Marketing Association (AMA) defines advertising as any paid form of non personnel communication about any organization product service or idea by an identified sponsor. Advertising is best known and most widely discussed form of promotion because it is the most effective way to read large audience.
ADVANTAGES OF ADVERTISING

i. It create awareness and builds consumers interest in view products idea new technology of companies.

ii. It convinces actual and potential buyer of the superiority and benefits of the company’s products or services over that of competitors.

iii. It is used to remind the used actual buyers of continuous existence and improvement of the products and services.

iv. Advertising provides economics information on the actual potential buyers thereby reducing the problems during an information search for a producer.
PERSONAL SELLING



This can be defined as all effects made by the sales person by ways of talking, dancing, persuasion and demonstration that result in real sales of products and services. According to KA (2007) personal selling is defined as the direct face to contact between buyers and seller purposely to effects sale. Personal selling is the only promotional tool that bring product and services to individual customer’s level. The purpose of personal selling is to provide the specific input which advertising or non personal selling cannot offer at individual.
ADVANTAGES OF PERSONAL SELLING
i  It allows  two ways interaction: the ability to interact with customers allows the sales to determine effectof the message. Involvement in the decision process through consultative selling and relationship marketing the seller become more of a partner in the buying process and helps to solve consumer’s problem of making choice.

ii.  It provide feedback information to the firm that is the reaction of the customers about the product is communicated back to the organization through the sales.

DISADVANTAGES OF PERSONAL SELLING
i. It can only reach a small audience at a given time,

ii. It is very cost to manage especially when customers are not geographically concentrated.
SALE PROMOTION

This can be defined as demand stimulating services designed to supplemented advertising and facilitate personal selling. According to American Marketing Association (AMA) it is those marketing activities other than personal selling advertising and publicity that stipulate consumer purchasing and dealer effectiveness such displays show and exposition demonstration and various non current selling efforts not in the ordinary routine (staton 1981).
ADVANTAGES OF SALES PROMOTION

i. It must used to improve the effectiveness of other promotional mix element especially advertising and personal selling.
ii. It increase the short term sale.

iii. It maintains and rewards customers loyalty.

iv. Its effectiveness is easy to measure on sales level.
SALES PROMOTION TOOLS

i. Premium: it is an items of merchandize or service either free or low price i.e extra incentives for purchase e.g. tooth brush attached to tooth paste,.

ii. Free sample: this is a situation where consumes are given some quantities of product for no change to induce trial.

iii. Coupons: coupons are mostly used forms of consumer for purchasing product.
iv. Advertising specialize: this involves pricing of manufacturer names logos and items like, t-shirt, face cap, key rings e.t.c and are gives to customers.
v. Patronage reward: these are each reward offer for the regular use of certain company’s products and services.
PUBLIC RELATION

This is a planned effects by organization (profit or non profit) to influence some groups attitude or opinion towards the organization or its products.
SIMON (2007) defined public relations as an organization effects to influence people opinions or impression towards the organization. Public relation is that aspect of communication that is concerned with creation of a corporate image for a company with the aim of creating or conducive atmosphere for doing business as well as creating a friendly feeling for the organization.
ROLES POF PUBLIC RELATION

i. To provide the best over all image of the company and it’s product or services offering.
ii. To bring about public understanding and acceptance.
iii. It is used to state the firm position on controversial issues.
iv. It is used to influence the influential i.e providing information on to opinion leaders.
PUBLICITY

Publicity is a non personal stimulation of demand for a product or services unit planting commercially significant news about it in a published media that is not paid for by the sponsors.
DISADVANTAGES OF PUBLICITY

i. Timing: timing of the publicity is not always completely under the control of the marketers.
ii. Accuracy information some time get lost in transaction i.e not always reported the way the provider wishes it to be.
2.9                DISTRIBUTION CHANNEL
It is clear that effort of any business firm to satisfy a consumer would be defeated if the product does not get to the target market. Distribution plays a significant role among other element of marketing mix in order to satisfy consumer as well as realizing the marketing objectives. Kotler (2001) defined distribution channel as asset of inter dependent organization involved in the process of marketing a product or service available for use or consumption by the consumer or business user’s in another contribution to what distribution channel. It is therefore very necessary for organization to design an effective distribution policy that will give a TINE and PLACE utility to its target market. A firm can choose from DIRECT CHANNEL of distribution i.e using its employers as sales force to sell directly to that final consumers as sales forces to sell directly to that final consumer or channels to get product to the final consumers.

CHANNEL DISTRIBUTION

i. Direct channel
ii. Indirect channel

iii. Combination of direct and indirect channel.

DIRECT CHANNEL: this is the movement of goods and service from the producer directly to the final consumer.




INDIRECT CHANNEL: this is the movement of goods and services from manufacturers to the final consumers through the use of intermediaries or facilitators.

This type of channel is widely used in the making of consumer products.

SOURCES: BUZZEL et al (2002) marketing temporary analysis page 25 (name the publisher).
COMBINATION OF DIRECT AND INDIRECT CHANNEL: this types of channel combined both direct and indirect channels used by a particular company.

DETERMINATION OF CHANNEL SELECTION


Before a business firm makes a choice on the channel distribution to gets its product available to consumer there is need for some consideration before taking decision. According to Olakunaori (2007) the following factors need to be considered before and when taking a decision on the choice or channel.

i. Company’s objective: an organization has numerous objective such as to capture certain percentage of total market share minimize cost increase profit and satisfy consumers all these need to be considered when making a choice on the channel of distribution.

ii. Product characteristics:  the nature of the product would also determined the type of channel to choose for example perishable needs to be sold directly to the consumers.
iii. Consumer characteristics: a firm also needs to considered consumer buying habit their usage rate and their life style when choosing a channel for example frequently purchased items such as matches, magi, biro etc. have to be widely available and close to the consumers.
PHYSICAL DISTRIBUTION 


National council of physical distribution management (NCPDM) defined physical distribution management as a term employed in manufacturing and commerce to describe the broad range of activities concerned with the efficient movement of finished product from the end of the production line to the consumers.
COMPONENT OF PHYSICAL DISTRIBUTION SYSTEM
i. Order processing: this includes receiving recording filling and assembling orders for shipment.

ii. Warehousing: this is concerned with the storing function in the channel this dealt with how to store goods economically.
iii. Transportation: this is centered around the movement of goods from point of production to the point of consumption which may be by road, water, air, pipeline e.t.c.
IMPORTANT OF PHYSICAL DISTRIBUTION

i. It boarders the scope of marketing that is no longer considered as just buying and selling but include storage where housing transportation e.t.c.

ii. Physical distribution lowers the cost and increase the level of consumers service.

iii. It helps in stabilizing prices this is made possible through careful management of warehousing and transportation facilities.
POSITIONING STRATEGY


Kamal (2001) defines positioning as the act or method of designing something distinct and unique about a particular product in the eyes of consumers and to distinguish the company’s product in relation to competitive product and to other products market by the company in question.
TYPES OF POSITIONING STRATEGY

i. Market positioning: this refers to the rank of a given product as well as places it occupied with respect to consumer needs.
ii. Product positioning: this refers to the distinct features or unique characteristics of the product that will prove attractive and something different to consumers.

iii. Branding positioning: this strategy emphasis the uniqueness of a particular brand that makes its excel among a competing brand in the market place.
CRETERIA TO DETERMINE BUSINESS ORGANIZATION GROWTH


The primary task of management is to integrate and utilize human material and finance resources of the organization in every effective manner in order to attain organization goals and objective set. Therefore the success of the growth of any business firm would be rated in the light of the following.

i. Profitability profit: making is major yard sticks to measure business organization in this case only making profit but also to have a stable profitable operation to cover contribution to futures development satisfy the need of workers, shareholders, managers and other stakeholders.

ii. Physical expansion: a firm can also expand in terms of covering move geographical market and move market sequent’s it could be achieved by acquiring move firm or merge with other firm.
iii. Liquidity cash position of a firm (high credit rating) this is the ability of a firm to pay promptly to the financial as institutions of when its depts.. a firm with high dept rating is unable to pay the departments as at when due it may be dragged to court.

iv. Increase in level of consumer services meeting consumers requirement in terms of quality product prompt delivery after sales, services and other are indications that the firm is moving forward.
ATTRIBUTE TO THE GROWTH OF A FIRM


According to Oxford learners dictionary growth is the process of increasing size, number, strength and quality of any business firm would therefore be rated in the light of its profit level the rate of its physical expansion, the percentage of it’s market share, the goodwill and standard of services rendered to the customer and virtually all business firm have the intension to grow in all these areas mentioned. To achieve all these is not a big deal a firm needs to do is to put in place effective marketing mix strategy i.e firm needs to be active on each element of marketing mix (4ps).

i. Product a company need, to place much emphasis on its product because one could see it as first link between the manufacturer and consumers. Consumer is first interested in the company’s prolduct before the negotiation on the price and where the product is to delivered product should also be designed in a way that will describe product as a consumer’s solution.                                                                                                                                                                      have a wide range or product to enhance consumers free choice product modification from time to time in order to meet consumers’ changes in taste product packaging and brand name product quality e.t.c.

i. Price: price is the money that consumer has to pay to obtain a product giving a price to a product is another essential aspect of the marketing mix. In this case a business firm can use different types of price strategy for instance skimming pricing can be used for these set of buyers who only conscious of quality but do not means how much the price is. Like wise those set of buyers who are price sensitive should be given penetrating pricing not only that company can also change the price of its product in a line with buyers perception of value.

ii. Distinction place: the objective of every business firm is to satisfy its customers and this objective is yet to be achieved the product has not reaches the final consumers. There is also a need to put into consideration the nature of its     product and how geographically concentrated the consumer are.

iii. Promotion: promotion is the use of marketing activities a firm can achieve it best if it is able to design and send an effective promotional message to its target market in other words, a message that will inform and persuade them toward the demand for the product offered the firm can choose from the various promotional tools such as advertising, sales promotion, personal selling, public relation and publicity it will also be clear the each of these has its own unique characteristics to meet different communication needs. Having viewed these marketing mix strategy are expected to be consumer oriented i.e. to develop a product in line with consumers needs and wants giving it affordable price, design an effective promotional message that will have impact on consumer purchasing decision then make the product available to create place and time utility to consumers with all these a firm is on the right track to increase its profit margin the sales volume market shares as well as ensuring quality services to its consumer
CHAPTER THREE

Research methodology
3.0      Introduction
This chapter is concerned with the sequential procedure and skill used in the study. In this research, researcher wishes is to examine the following headings.

The research design, research population, sample size and techniques, source of data collection, the research instrument used, reliability and validity of the instruments, and the methods of analysis.

3.1 Research design


In conducting this study, the research made use of survey methods of research. This is to enable the researcher to evaluate effectof marketing strategy and how its application can be achieved for the growth of a business firm.
3.2 Research population
The population size on which this research was based in comprises of all the management and staffs of Lubcon Ilorin depot and all its customer within Sokoto Metropolis.   
3.3 Sample size and sample techniques
The researcher used non-random sampling method to distribute questionnaire to all the management and staffs of lubcon Ilorin depot this is because the topic is relevant to those who make decision at the top level of the organization. Forty (40) questionnaires were also designed and distribute to Lubcon customers in Sokoto Metropolis. Clusters sample method will be used by the researcher to divide Ilorin metropolis in sales area and these include.

i. Ilorin cinema area.
ii. Airport area

iii. Police training school area.

Seven customers were randomly selected from each sub-area of Ilorin Metropolis.
3.4 Source of data collection
PRIMARY DATA: the researcher was able to collect necessary information directly from Lubcon management and it customers in Sokoto metropolis. This is done, through the use of questionnaire and interview.

SECONDARY DATA: in the course of this study, review of relevant documents and the work of some experts in this field were consulted. These include test book, magazines, journals and internet, file document of Lubcon were also consulted such as annual sale books, annual finance reports, and other publication.

3.5 Research instrument
The major instrument used by the researcher to collect data and information from the respondent are questionnaire and interview. Questionnaire were administered to the management, staff and its customers in Ilorin metropolis. Face to face interview were also used to collect relevant information in order to supplement questionnaire among people interview are Ilorin depot chairman of Lubcon limited and some of their inability to read or write.
3.6 Reliability and validity of the instrument
The researcher will used questionnaire because it is considered to be most appropriate instrument to collect the required information where the respondent feel free to answer questions without interview bias.
3.7 Method of data analysis
The simple percentage table were used as a statistical tool to analyze the data collected. The number of respondent in favor or against each equation is also indicated using percentage to show response of each respondent. After that testing of hypothesis developed would be done using percentage and chi-squar


Formular X2 = (F0 – Fe) 2  





     Fe

Where

X2  = chi-square

F0 = can be defined as frequency.

Fe = it is the frequency expected decision criteria. In using the above formular, if the calculated  chi-square is more than criteria values, we accepted the alternative hypothesis and rejected null hypothesis but if the chi-square is less than the critical value, then we accept the null hypothesis and therefore reject the alternative hypothesis.
CHAPTER FOUR
4.0 INTRODUCTION

4.1
DATA ANALYSIS AND PRESENTATION

The data presentation for this study was collected through the administered questionnaire. Total number of (80) questionnaire were distributed to the management staff of lubcon oil ltd, only (45) were returned and therefore analyzed. The data analysis was sub-divided into section. Section A: compromise of demographic data, section B: is made up of the management while section C: is made up of customers of lubcon limited.
PRESENTATION OF DEMOGRAPHIC DATA (SECTION A)


TABLE 4.1: DISTRIBUTION OF RESPONDENT AGE RANGE

	
AGE RANGE
	FREQUENCY
	PERCENTAGE %

	 20-29 yrs old
	  2
	  10

	30-39  yrs old
	  12
	  25

	40-49  yrs old
	  18
	  40

	50 yrs and above
	  13
	  25

	Total 
	  45
	  100


Source: Questionnaire administered 2025

This table reveals the number of respondents on age range which are 2 with percentage of 10%, 12 with percentage 25%/ 13 with percentage of 40%, and 13 is with percentage of 25%. This shows that the majority of the respondents are 40-49 years and aboves

SECTION B
TABLE 4.2: DOES MARKETING MIX STRATEGY IMPORTANT TO YOUR COMPANY

	VARIABLES
	RESPONDENTS
	PERCENTAGE %

	Positive
	  35
	  80

	Negative +
	  10
	  20

	Total
	  45
	  100


Source: questionnaire administered 2025
The above table shows that four (4) respondents representing 80% of the staff of management answered positive impact, while 1 respondents representing 20% of the answered negative impact. This indicates that the marketing mix has no impact

TABLE 4.4: DOES YOUR COMPANY MAKE USE OF MARKETING MIX STRATEGY IN FULL OR PARTIALLY

	VARIABLES
	RESONDENTS
	PERCETAGE %

	YES
	  30
	  60

	NO
	  15
	  40

	Total
	 4 5
	  100


Source: Questionnaire administered 2025


The above tables shows that 3 respondents representing 60% of the number of staff that said Yes, while 2 respondents representing 40% of the staff said No. this shows that this company involves in the use of marketing mix strategy. 
TABLE 4.5: WHICH OF THE ELEMENT OF MARKETING MIX DO YOU CONSIDER MOSTLY IN CONTRIBUTION TO THE GROWTH OF THE FIRM. 


	VARIABLE
	RESPONDENTS
	PERCETAGE %

	Product
	  20
	  40

	Price
	  15
	  20

	Place
	  10
	  20

	Promotion
	  5
	  20

	Total
	 45
	 100


Source: Questionnaire administered 2025

The above table shows that 2 respondents representing 40% of the staff choose the product, 1 respondent representing 20% of the staff choose the price, and 1 respondent representing 20% of the staff choose the place, while 1 respondent representing 20% of the staff also choose the promotion. This implies that majority of the staff accepted that product plays most significant contribution to the growth of the firm.
TABLE 4.6: MARKETING STRATEGY PURSUED BY ORGANIZATION

	VARIABLE
	RESPONDENTS
	PERCENTAGE %

	Agreed
	  22
	  20

	Strongly agreed
	  10
	  40

	Disagreed
	  8
	  20

	Strongly disagreed
	  5
	  20

	Total
	 45
	  100


Source: Questionnaire administered 2025
The above table shows that 1 respondent representing 20% of the staff Agreed, 2 respondents repesenting 40% of the staff strongly agreed, and 1 respondent representing 40% of the staff disagreed, 1 respondent representing 20% of the staff strongly disagreed. This indicates that the marketing strategy must align with the consumer consideration.

TABLE 4.7: THE MARKETING MIX STRATEGY HAS THE SIGNIFICANT RELATIONSHIP WITH THE GROWTH OF THE FIRM

	VARIABLE
	RESPONDENT
	PERCENTAGE %

	Agreed
	28
	  60

	Disagreed
	  10
	  20

	Undecided
	  7
	  20

	Total
	  45
	  100


Source: Questionnaire administered 2025

The above table shoes that 3 respondents representing 60% of the staff agreed, while 1 respondent representing 20% of the staff disagreed, and 1 respondent representing 20% of the staff undecided. In deciding the marketing mix strategy has significant relationship with the company’s growth.

TABLE 4.8; MARKETING MIX STRATEGY HAS EFFECT ON THE GROWTH OF THE FIRM.

	VARIABLE
	RESPONDENTS
	PERCENTAGE %

	YES
	  30
	  60

	NO
	  15
	  40

	Total
	  45
	  100


Source: Questionnaire administered 2025
This table shows that 3 respondents representing 60% of the staff answered yes, while 2 respondents representing 40% of the staff said no. this implies that marketing mix strategy has effect on the growth of the firm.

TABLE 4.9: DOES YOUR COMPANY EMBARK ON MARKETING RESEARCH BEFORE PRODUCING A PRODUCT

	VARIABLES
	RESPONDENTS
	PERCENTAGE %

	YES
	  40
	  80

	NO
	  5
	  20

	Total
	  45
	  100


Source: Questionnaire administered 2025
The above table shows that 4 respondents representing 80% of the staff said yes, while 1 respondent representing 20% of the staff said no. this also implies that the importance of marketing research on their product.

TABLE 4.10: HOW WOULD YOU RATE YOUR COMPANY’S PRODUCTS WITH THE EFFORT OF RESEARCH AND DEVELOPMENT WHEN COMPARED WITH THOSE OF COMPETITORS

	VARIABLES
	RESPONDENTS
	PERCENTAGE %

	Excellent
	  30
	  40

	Good
	  13
	  40

	Fair
	  2
	  20

	Total
	  45
	  100


Source: Questionnaire administered 2025

The above table shows that 2 respondents representing 40% of the staff said excellent and 2 respondents representing 40% of the staff said good, while 1 respondent representing 20% of the staff said fair. This implies that efforts of research company’s products have any effects on competitors products.

TABLE 4.11: WHAT PRICING STRATEGIES DOES YOUR COMPANT USE WHEN FIXING PRICE OF THE PRODUCT? 

	VARIABLES
	RESPONDENTS
	PERCENTAGE %

	Skimming
	  20
	  20

	Penetration
	  10
	  20

	Cost plus
	  7
	  20

	Psychological
	  5
	  20

	All of the above
	  3
	  20

	Total
	  45
	  100


Source: Questionnaire administered 2025

The above table shows that 1 respondent representing 20% of the staff choose skimming, 1 respondent representing 20% of the staff choose cost plus, while 1 respondent representing 20% of the staff choose penetration and 1 respondent representing 20% of the staff answered all of the above. This shows that all of the staff selected each of the pricing strategies. This means that all of the pricing strategies were used by the firm.
TABLE 4.12: DOES PRICING STRTEGY OF YOUR COMPANY HAVE ON ITS EFFECTS SALES VOLUME

	VARIABLES
	RESPONDENTS
	PERCENTAGE %

	YES
	  30
	  80

	NO
	  15
	  20

	Total
	  45
	  100


Source: Questionnaire administered 2025
The above table indicated that 4 respondents representing 80% of the staff answered yes, while 1 respondent representing 20% of the staff answered no. this implies that the pricing strategies plays significant impact on the company’s sales volume.

TABLE 4.13: DOES THE PROMOTION ACTIVITIES HAVE EFFECT ON THE SALES VOLUME

	VARIABLES
	RESPONDENTS
	PERCENTAGE %

	YES
	  30
	  60

	NO
	  15
	  40

	Total
	  45
	  100


Source: Questionnaire administered 2025
The table shows that 3 respondents representing 60% of the staff answered yes, and 2 respondents representing 40% of the staff answered no. this indicates that promotion activities have an effect on the sales volume

TABLE 4.14: HAS THERE BEEN HISTORY OF POOR PRODUCTS IN THE ORGANIZATION DUE TO POOR IMPLIMENTATION OF MARKETING MIX ELEMENT.

	VARIABLES
	RESPONDENTS
	PERCENTAGE %

	YES
	  30
	  60

	NO
	  15
	  40

	Total
	  45
	  100


 Source: Questionnaire administered 2025
The above table shows that 3 respondents representing 60% of the  staff answered yes, and 1 respondent representing 40% of the staff answered no. this indicated that poor product resulting from poor implementation of marketing mix element.
SECTION C

ANALYSIS OF THE CUTOMERS QUESTIONAIRES

TABLE 4.15: WHY DO YOU PREFER TO BUY LUBCON COMPANY’S PRODUCTS 

	VARIABLES
	RESPONDENTS
	PERCENTAGE %

	Good quality
	  30
	  57

	Cheap
	  10
	  28.5

	Good packaging
	  4
	  11.4

	Good human relation
	  1
	  2.85

	Total 
	  45
	  100


Source: Questionnaire administered 2025
The above table shows that 20 respondents representing 57% of the customers said good quality, 10% respondent representing 28.5% customers said cheap, 4 respondents representing 11.4% of the customers answered good packaging and 1 respondent representing 2.85% of the customers human relation. This implies that the majority of the customers experienced good quality of the product.
TABLE 4.16: ARE YOU SATISFIED WITH THE COMPANY’S DISTRIBUTION CHANNEL

	VARIABLES
	RESPONDENTS
	PERSENTAGE %

	YES
	  35
	  85

	NO
	  20
	  15

	Total
	  45
	  100


Source: Questionnaire administered 2025


The above table shows that 30 respondents representing 85% of the customers that said yes, and 5 respondents representing 15% said no. majority of the customers accepted that they are satisfied with the company’s distribution channel.

TABLE 4.17: HOW WOULD YOU RARE THE CONTENT OF THE COMPANY ADVERTISEMENT.

	VARIABLES
	RESPONDENTS
	PERCENTAGE %

	High
	  25
	  28

	Very high
	 10 
	  45

	Low
	  6
	  15

	Very low
	  4
	  12

	Total 
	  45
	  100


Source: Questionnaire administered 2025

The above table shows that 10 respondents representing 28% of the customers answered high, 16 respondents representing 45% of the customers answered very high and 5 respondents representing 15% of the customers answered low, while 4 respondents representing 12% of the customers said very low. This indicates that the majority of these customers accepted that the advertising content is high.

TABLE 4.18: HAVE YOU BENEFITED FROM ANY OF THE COMPANY’S PROMOTIONAL ACTIVITIES 

	VARIABLES 
	RESPONDENTS
	PERCENTAGES %

	YES
	  30
	  57

	NO
	  15
	  43

	Total
	  45
	  100


Source: Questionnaire administered 2025

The above table shows that 20 respondents representing 57% of the customers have benefited, while 15 respondents representing 43% of the customers have not benefited from this firm’s promotional activities.

TABLE 4.19: HOW WOULD YOU RATE THE EFFECTIVENESS ON THE PRODUCT.

	VARIABLES 
	RESPONDENTS
	PERCENTAGE %

	Best
	  15
	  34

	Good
	  25
	  43

	Fair
	  5
	  23

	Total 
	  45
	  100


Source: Questionnaire administered 2025


The above table shows that 12 respondents representing 34% of the customers said the product is best, and 15 respondents representing 43% of the customers answered that the product is good, while 8 respondents representing 23% of the customers said fair. Therefore, this indicates that the product being produced by the firm is effective to the customers satisfaction.

4.2
TEST OF HYPOTHESIS 

The testing of hypothesis of this project work will based on the earlier formulated hypothesis.


RESEARCH HYPOTHESIS


This testing will be done by showing the responses to the stated hypothesis which was subjected to statistical testing, the chi-square (X2) test statistic.

HO: Does promotional activities has effect on the sales volume.

HI:   Does promotional activities do not have effect on sales volume.


To test this above hypothesis from the table asked. Does promotional activities has an effect on the sales volume.

	VARIABLES
	SALES EXECUTIVE
	SALE MANAGER
	TOTAL

	YES
	  35
	  1
	   3 

	NO
	  10
	  1
	    2

	Total
	  45
	  2
	    5


To calculate X2 we use this formular.


Where EF = RT X CT




  GT

Sales executive

EF = 3 X 3 =1.8


5

EF = 3 X 2 = 1.2


5

Sales manager

EF = 2 X 3 = 1.2


5

EF = 2 X 2 = 0.8


5

	FREQUENCY
	VARIABLE
	FO
	Fe
	Fo-Fe
	(Fo-Fe)2
	(Fo-Fe)2/fe

	Sales executive
	Yes
	  2
	1.8
	 0.2
	0.04
	0.02

	Sales executive
	No
	  1
	1.2
	-0.2
	0.04
	0.33

	Sales manager
	No
	  1
	1.2
	-0.2
	0.04
	0.33

	Sales manager
	Yes
	  1
	0.8
	 0.2
	0.04
	0.05

	Total 
	
	  5
	  5
	   0
	
	0.73


X2 = E ( Fo = Fe2) = 0.73

Testing of 95% confidential level which express as follow 95/100 = 0.95

Level of significant = 1 – 0.95 = 0.05

Degree of frequency (1 > F) = (R – 1) (C – 1)






  (2 – 1) (2 – 1)






  = 1 X 1 = 1

CRITICAL REGION = 6.314

	X2 calculate value
	  0.73

	Critical region
	  6.314


Decision rule 0.73, 6.314



Based on the data analysis on the hypothesis. The condition the decision rule states that if X2 as calculated value less that the critical region. Therefore, the alternate hypothesis is to be rejected (HI) and accepted the mill hypothesis (HO) but X2 calculate the value is greater than the critical region, therefore, will accept the (HI) alternative hypothesis. In this case null hypothesis is to be (HO) they says the promotional activity has an effect on the sales volume.

TEST OF HYPOTHESIS 2

HO: Quality product leads to consumers satisfaction.

HI: Quality product does not lead to consumers satisfaction.


The above hypothesis is from the table that asked. Does quality product leads to consumers satisfaction.

	VARIABLES
	SALES EXECUTIVE
	SALES MANAGER
	TOTAL

	  -
	  1
	  1
	  2

	  -
	  1
	  1
	  2

	  -
	  -
	  -
	  -

	  -
	  -
	  1
	  1

	  -
	  2
	  3
	  5


To calculate X2 we use this formular

Where EF = RT X CT
  



  GT

Agreed 

EF = 2 X 2 = 0.8

  5

EF = 2 X 3 = 1.2

   5

Strongly agreed.

EF = 2 X 2 = 0.8


   5

EF = 2 X 3 = 1.2  
 5

Strongly disagreed

EF = 1 X 2 = 0.4


    5

EF = 1 X 3 = 0.6


    5

	Frequency
	Variables
	Fo
	Fe
	Fo-Fe
	(Fo-Fe )2
	(Fo-Fe)2/ Fe

	Sales executive
	Agreed
	 1
	0.8
	 0.2
	 0.04
	 0.05

	Sales executive
	Agreed
	 1
	1.2
	-0.2
	 0.04
	 0.33

	Sales manager
	Strongly agreed
	 1
	0.8
	 0.2
	 0.04
	 0.05

	Sales manager
	Strongly agreed
	 0
	0.8
	 0.2
	 0.04
	 0.33

	Sales executive
	Strongly disagreed
	 0
	0.4
	-0.4
	 0.16
	 0.4

	Sales manager
	Strongly disagreed
	1
	0.6
	 0.4
	 0.16
	 0.266

	Total 
	
	5
	5
	  0
	
	 0.832


X2 = E (Fo – Fe )2 = 0.832

Test of 95% confidential level that express as follow

95/100 = 0.95



Level of significant 1 – 0.95= 0.05

DF: degree of freedom

( R-1) ( C-1) = 1 X 1 = 1

	X2 calculate value
	  0.832

	Critical value
	  6.314


Decision rule 0.832, 6.314


On the ( X2) the calculated value is less than that critical region therefore, (HO) Null hypothesis is to be accepted and rejected (HI) alternate hypothesis that says does not. 
4.3
SUMMARY OF FINDING ON THE HYPOTHESIS



In the course of undertaking the project work in general and in the process of analysis the data in particular, the researcher came out with the following relevant finding in the subject matter of this project work.

i. Inadequate effective marketing mix strategy on the growth of a firm will constitute serious problem to the achievement of the firm’s objective.

ii. The effective and efficient utilization of marketing mix strategy will leads to increase in growth of a firm.

iii. The research hypothesis shows that there is a significance relationship between the marketing mix strategy and growth of a firm,

iv. The research found out that adequate uses of marketing mix strategy will contribute to high growth of a firm towards the accomplishment of their goals and objectives.

CHAPTER FIVE

5.0 SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 SUMMARY FINDINS

The research has examined effectof marketing mix strategy on the growth of a firm. The various response gathered from the respondents has been analyzed and interpreted into meaningful for easy understanding. The best of development of every marketing activity are to achieve growth in relation to the marketing efforts. The research begins with the statements of some problems that management is likely to encounter when implementing an effective market mix strategy and also the justification for carrying out this research were stated and defined for the benefits of easy understanding by the readers. Furthermore, the way marketers can manipulate or design marketing mix strategy of product, price, place and promotion to achieve favorable consumers response was fully explain. Also other aspect such as method used in carrying out the research, the statistical techniques used in testing the hypothesis.

5.2
CONCLUSION

In conclusion the researcher concluded that marketing mix strategy is important and play a vital role in the development of any business firm. It is cleared that business firm in Nigeria are now striving towards the full implementation of marketing mix strategy. The success and failure of any business depends on how it effectively manages its product, price, place and promotion in such a way that they would enhance consumer patronage towards the company’s products.
5.3
RECOMMENDATION

Based on the findings of the research, the following recommendation has been advance. The need for adequate promotional activities, infant the question of sales promotion received the highest recommendation by all respondents. The company as at present is lacking behind in the area of consideration of the pressure of competition in the business world of today. Also, company should also improve in area of its company relationship with the customer is very low. The company can introduce some public relation activities such as seminars trade shows and customers in order to improve consumers relationship. Finally, it is the intension of the researcher that the utilization of these will not doubt bringing the company and its product thereby contribution to the growth of the firam
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APPENDIX I
   

 Department Of Business Administration and management
   

 Institute of Finance and Management Studies

    

 Kwara State Polytechnic

   

 Ilorin, kwara state

    

 P.O.X 1375.

QUESTIONAIRE ON    EFFECT OF MARKETING MIX STRATEGY ON THE GROWTH OF AN ORGANIZATION (A STUDY OF LUBCON NIGERIA LIMITED, ILORIN)
Dear sir/ma (s),


This questionnaire has been designed to obtain information on effectof marketing mix strategy on the growth of a firm. Please the information supplied will be treated confidentially. Thank you









Yours faithfully








______________







SHITTU TAWAKALT OLAMIDE
HND/23/BAM/FT/0290
APPENDIX II

SECTION A (DEMOGRAPHIC DATA)


Please tick ( ) on your response as appropriate to you.
PERSONAL INFORMATION

1. Age 20-24 ( )

24-29yrs ( )

30yrs and above ( )

SECTION B, GENERAL INFORMATION


Kindly go through the items and tick ( ) the appropriate answer to each statement.

QUESTIONIARE FOR THE MANAGEMENT STAFF OF LUBCON LIMITED ILORIN DEPOT

1. Marketing mix strategy is important to the firm growth?

Yes ( )

No ( )

2. If Yes or No, what impact does it use, or neglect on business activities?
Positive ( )
Negative ( )

3. Does your company embark on marketing research before producing product? Yes ( )
No ( )

4. Has there been history on poor product in the organization due to poor implementation of marketing mix element Yes ( )
No ( )

5. How would you rate your company is products with respect to research and development when compare those competitors?
Excellent ( )
Very good ( )
Good ( )
Poor ( )

6.
What pricing strategy does your company used in fixing prices its product? 
Skimming ( )
Penetration ( ) 
Cost plus ( )
Psychological ( ) All of the above ( )

7.
Do the pricing strategies of your company have any effect on sales volume?
Yes ( )

No ( )

8.
 What type of distribution channel does your firm adopt in distributing these products?
Direct ( )
Indirect ( )
Combination of the both ( )

9
What type of distribution strategy does your firm adopt in distributing these products?
Intensive ( )
Exclusive ( )
Selective ( )

10
Does the heavy use of promotion have any effect on the sales volume of your company?
Yes ( )

No ( )
APPENDIX III


CONSUMER QUESTIONAIRE

1. Why do you prefer to buy the company’s products?

a. Good quality ( ) 
b. Cheap ( ) 
c. Good packaging ( )
2. Are you satisfied with the company’s distribution channel?

3. Yes ( )

No ( )

4. How would you rate the contents of the company’s advertisement?

Excellent ( )
Very good ( ) 
Good ( )
Poor ( )

5. Have you benefited from any of the company’s promotional activities? Yes( )

No ( )

6. Do you encounter difficult in trying to get the company’s product? 
Yes ( ) 

No ( )

7. How would you describe the effectiveness of the company’s products? 

a. Best ( )
b. Good ( )
c. Fair ( )

7.
Does the price offered influence your purchasing decision?


Yes ( )

No ( )

Production concept





Quality production





Low price





Profit through large sales





Production concpet





Quality production





Product extra	





Profit through product price





product





Aggressive promotional effort





Selling concept 





Profit through consumer volume





Marketing cincept





Identification of consumer needs





Blending of marketing mix





Profit through consumer satisfaction





PRODUCER





CONSUMERS





Producer	





distributor





wholesaler





Retailer 





consumers
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