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ABSTRACT
The purpose of this study is to examine, the contribution of marketing research to business organization, particular reference was made to Unilever Nigeria Plc. This study aimed to obtain information about the controllable and non-controllable factor as regards to the marketing of goods and services. The information helps the management to reduce the risk in business thereby solving managerial problems. Hence, in conducting the research, the researcher made use of oral interview and questionnaire, she also reviewed other related literature necessary to provide the required data for the study, the data collected for the study were analyzed in table using simple percentage and chi – square. In this study, the researcher attempted to make a historical survey of the contribution of marketing research to business organization.  The findings were that marketing research increases profitability and it enable the organization to formulate policies that aim at providing their customer with the right products at the right prices but above these, there is still need for improvement in marketing research. Recommendations were, however, made that marketing research is essential to business organization.  And that government should on a regular interval, organization seminars for management and staff of the organization and other business organization to educate the on the importance and application of marketing research.
Key Words: Marketing, Marketing Research, Organizations Objective.
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CHAPTER ONE
INTRODUCTION
1.1       BACKGROUND TO THE STUDY
The recognition of the contribution of marketing research in the industrial and technological development in Nigeria has principal accounted for significant economic development in Nigeria.  
The contribution of marketing research is important because Nigeria is striving toward industrialization.  Marketing research part of marketing and the main pilot of commercialization play a vital role for its success by introducing various findings to effective marketing strategies. 
This brings to focus on the contribution of marketing research to business organization realizing the set objectives; marketing research makes available information, a vital tool for decision marking which a function of management is.  The acquisition of information for decision making is achieved through searching, collection and analysis of data obtained.
It involves going through old records as well as new ones to making comparisons and selections based on the finding.   
Marketing research is a discipline approach to problems and prospects of ensuring efficiency and profitability in marketing of goods and services as well as attaining the organization objectives.
Marketing research enable us to see the basic contribution this study will make towards effective and efficient method of harnessing our resources.  This will make way for a speedy economic development of Nigeria.
The purpose of this project is to show clearly the contribution of marketing research on business organizations objectives.
"An expended definition of marketing research was approved in 1987 the American marketing association. The previous definition (the systemic gathering, recording, analyzing of data) has been criticized because it views marketing research activities too narrowly. The new definition states: Marketing research is the function which links the consumers, customers and public to the marketer through information used to identified and define marketing opportunities and performance and problems; generate, refine and evaluate marketing actions monitor marketing performance and improve understanding of marketing as a process.
Marketing research specifies the information required to address these issues; designs
Designs the method for collecting information; manages and implements the data collection process; analysis the result; and communicate the findings and their implications.
A cardinal principle of marketing is that the firm should seek to determine the multidimensional nature of customers’ demands and satisfaction and to maintain a step ahead of its competitors through technological innovation.
1.2	STATEMENT OF PROBLEM OF THE STUDY
Naturally, every business exists to achieve, predetermined co-operate objectives.  The objectives are normally designed to protect the interest of the owners of the business.  Therefore, as the business organization lives to achieve the common interests of the owners, so marketing research is necessary.
To actualize the goal, the management should be effective and efficient overtime in managing the scarce resources of the organization.
 In as much as management recognizes the interest of the owners of the business environment under which the business.  Operates should be taken into consideration.  In other words, organization cannot operate without recognizing its social responsibilities to the rural dwellers. Many businesses spring up and suddenly folds as a result of various problem without reading their target objectives.  Adequate men power resources misplacement of priority and mismanagement.
These problems have given rise to series of development plan.
However, marketing research is the determination of investigation into the unknown complete market situation, with a view to determining and bringing out facets that can assist in failure planning and decision-making processes.  It is an investigation into the needs of the people or consumers with respect to goals and services so as to enable the organization attain the noble ideas of the marketing concept.
Actually, all business activities are conducted under condition of risks and uncertainty.  The success or failure of any business depends on many factors, economic forces, cutting competitive tendencies etc.  Marketing decision are basically decisions about the future.
The future is not easily known and that is why organization should be able to slid analysis and interprets available information towards solving any problem that may comments way.  These problems also enable us to extend in determining whether organization create job opportunities to the people of the areas.
1.3       OBJECTIVE OF THE STUDY
Based on the negative attitude towards the application of the usefulness of marketing research towards organization set goals, the researchers aim in this paper is to show how useful and helpful the contribution of marketing research could serve as a catalyst of change for better economic development to business organization and also to maximize their set goals. 
The following are the specific objectives of this research work:
1) To determine the contribution of marketing research in business organization especially in achieving the organization objectives.
2)     To find out how organization has been able to create job opportunities to the people of the area.
3)     To identify the major problems that affects the operation of business organization objectives.
4)    To suggest how the company should improve its operation in future in other to achieve their set goals
5)    To identify market research on competitors concerning their product range, price, promotion and distribution outlet, product peck age and advertising.
6)    To identify market research on product in determining which products do consumers prefer and why, and the consumers complaints about the product presently in the market.
1.4       RESEARCH QUESTIONS
1) Is there any relationship between marketing research and organization objectives?
2) Do marketing research important and useful for the success of organization objectives?
3) Does marketing research help an organization to overcome some of its problem in a distress economy?
4)  What impact does marketing research have on the profitability of an organization?
1.5	RESEARCH HYPOTHESIS
Ho: there is no significant relationship between marketing research and organization objectives.
Hi: there is significant relationship between marketing research and organization objectives 
Ho: Marketing research is not an appropriate marketing tool for an organization to attain their set objectives.
Hi: Marketing research is an appropriate marketing tools for an organization to attain their set objectives.
1.6	SCOPE OF THE STUDY
The scope of the study includes; - 
i. Industrial Scope 
ii. Time Scope
iii. Geographical Scope
iv. Conceptual Scope
a. Industrial Scope: owing to the difficulty in covering the whole industries that is why the research limit is research work to manufacturing industry with Unilever Nigeria plc, Ilorin as case study.
b. Time Scope: - This research work covered all marketing research activities of Unilever Nigeria Plc from 2013 to 2018. 
c. Geographical Scope: - The geographical area covered by this research work is customers and staff of Unilever Nigeria Plc in Ilorin metropolises.
d. Conceptual Scope: it will be very difficult for the researcher to focus on all marketing activities that is why this research work or study emphasis on concept of marketing research and the organization objectives.
1.7     SIGNIFICANCE OF THE STUDY
This study tends to a let the management of business organization to understand the contribution of marketing research towards the achievement of organizational objectives.  It is also expected to create about the organization contribution to their well-being.
 This will no doubt build a good co-operate image to the company within and outside the locally which will later sub-off on its products.
This study is also expected to highlight those factors that have hindered life many organizations to reach its target objective. This is also expected to enhance the understanding and tolerance among the employees and employers in the organization. This will also help the companies to give sympathy and co-operatives of the people in time of difficulties.
Marketing research will also help largely to influence and possibly decide not only the economic future of the world but also its intellectual, social and political future.
Finally, marketing research is one of the potential levels of conversing dangers into opportunity in a peaceful way.     
1.8	LIMITATION OF THE STUDY
During the research process, there are some difficulties that were encountered by the researcher.
i. financial constraints: this is one of the problems encountered by the researcher. This kind of research work required moving from one place to another, printing of journal, material and to where the head office situated in Lagos where most data for this project were gathered all these involved money but despite these challenges, the researcher were able to get necessary information that makes this research work viable through the assistance of parents, relatives and friends.
ii. Time Constraint: this project work was collided with the lectures but despite this, the researcher was able to schedule is time to ensure that the project work meet up with time.
iii. Respondents Attitude: gathering information from the respondents is also one of the problems confronted by the researcher. Some respondents feel reluctant to supply some needed information but despite this, the researcher was able to convince them that all supplied information shall be treated confidentially and shall be use for the purpose of this project work.
1.9       DEFINITION OF TERMS
The following terms used in this study should be taken to mean the following.
Marketing: Marketing is a set of human activity directed at satisfying needs and wants through exchange process. 
Marketing research: This is defined as a systematic gathering, recording and analyzing of data about problems relating to the marketing of goods and services. Organization Objectives: Is an intended result to be accomplished within a specific time, usually one year. Analysis: Means to get meaning out of the data. Systematic: It is a step-by-step method of finding solution to a problem. 


























CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
The chapter two is the literature review. It is review or the past scholar’s work. This chapter consists of conceptual review, theoretical review and empirical review. 
2.1	CONCEPTUAL SCOPE
2.1.1 MARKETING CONCEPT
The marketing concept could be seen to be a common-sense managerial orientation that understands the needs and wants of customers in the market, and adopts the operations of the organization to deliver the right goods and services more effectively than company’s competitors.
Kotler (1991), puts this into two practical perspectives namely; company management remaining sensitive to market needs and wants, and company management operating the enterprise in a market-oriented manner. 
This concept focuses on the satisfaction of the consumer’s need as the key to satisfying organizational goals. To achieve these objectives, the emphasis is on the orientation of the firm’s product toward consumer satisfaction. The philosophy holds that the consumer is the lifeblood of the organization, since if he does not buy, firms cannot sell and the aim of the firm is to produce and sells so as to be in business. Profits are to be derived if customers are satisfied. Therefore, controls for programs desired to bring about desired exchanges with target audiences should be analyzed, planned and properly implemented, for the purpose of mutual gains.
Butch and Houston (1985) thus defined the concept as “the managerial philosophy that maintains that an organization must integrate and co-ordinate its objectives.
Urdell and Laznick (1981) on their own part remarked that the marketing concept has four dimensions:
(i) Profits are the major incentives for being in business and a pre-requisite for being in business. It is the major incentive for the entrepreneur to assume risk.
(ii)The satisfaction of customer’s desires through the provision of goods and services is the economic justification for the existence of a business.
(iii) The satisfaction of customer’s desires is the means to attaining their patronage and attaining a profit. Thus, both the society and firms try to benefit when management identifies customer’s needs and desires with a view to effectively designing, producing and marketing a product.
(iv) The profitability, satisfaction of customer’s desires requires an integration and coordination for efficient operation. 
2.1.2 MARKETING RESEARCH CONCEPT
	According to George Kress (1993) “Marketing research is the process or set of processes that links the consumer, consumers and end users to the marketer through information-information used to identify and define and evaluate marketing actions, monitor marketing performance and improve understanding of marketing as a process”.
	Kress also stated that marketing research specifies the information required to address these issues stated above and designs the method for collecting information, manages and implements the data collection process, analyzes their results and communicates the finding and their implications.
	Olorunlambe G.A and Olanrewaju I.A (2009) stated that, methodologically, marketing research uses the following types of research designs.
· Based on questioning: Qualitative marketing research generally used for exploratory purpose and also quantitative market research is generally use to draw conclusions
· Based on observation: Ethnographic studies, which help the researcher observes social phenomena in their natural setting.
· Experimental technology: by nature, quantitative, the researcher creates a quasi-artificial environment to try to control spurious factors, and then manipulates at least one of the variables. 
George Kress in his book titled “Marketing research” criticized the American marketing association definition of marketing research (the systematic gathering, the recording and analysis of clack about problem relating to the marketing of goods and services) as being too narrow and defined marketing research as follow:
"Marketing research is the function which links consumer and public to the marketer through information-information used to identify and define marketing opportunities and problem: monitor marketing performance and improve understanding or marketing as a process".
Marketing research specifics the information required to address these issues; manages and implements the data collection process; analysis the result; and communicates the findings and their implications.
Kotler(year) also defines marketing research in his book titled marketing management analysis planning and control as "systematic problem analysis, model building and facts finding for the purpose of improving decision making and control in the marketing
The new definition greatly enlarges the roles of marketing research. Many research has fell that they should also generate and evaluate marketing ideas, assess marketing plans and even develop their, they feel that researchers are not just information supplies, but should also be involved deeply in the decision process is reflected upon in another chapter of this project.
2.1.3	ORGANIZATION OBJECTIVE
Organizational objectives are short-term and medium-term goals that an organization seeks to accomplish. An organization's objectives will play a large part in developing organizational policies and determining the allocation of organizational resources. Achievement of objectives helps an organization reach its overall strategic goals. 
	Objectives of the organization (business goals) are stated by management before any planning or decision making activities. Every organization is structured using all available resources in order to achieve objectives set by managers. They are an expression of associations and feedback with the environment. Objectives have a strong influence on the interaction with the environment. Environment affects the determination of the organization's objectives. Objectives should satisfy all the participants of the organization.
The most important goal for organizations is to maximize profit, which is the desired surplus value of goods and services sold over the cost of their manufacture. The amount of the surplus depends mainly on the number of sold goods and services, the prices obtained for them, and the level of labor productivity and production costs. Linked to this is another objective of the organization - efficiency ratio. Efficiency ratio is calculated as the ratio of the benefits achieved as a result of specific actions to their costs. Improving this ratio allows for a surplus of economic organization. Some of the resulting surplus is allocated in the organization development, social funds, bonuses, dividends and wage increases. In this area the most important management choices are made between the current and future needs, which determine the future actions of the organization. 
In addition to the economic objectives of an organization, there are many productions, marketing and social objectives. Objectives for production and marketing are formulated in terms of values and qualities, needed to achieve the desired sales volume of certain services and goods. 
Social objectives determine the work conditions and labor relations within the organization. They provide the desired degree of satisfaction of psychosocial and socio-political needs of employees, and participation in the exercise of power in the organization. In this group we can distinguish the objectives of the organization impact on the region and its activity in areas of the socio-economic, municipal and environmental protection. 
If an organization is to preserve the social and economic balance managers must bear in mind that the economic, production, marketing and social objectives should be implemented in parallel. If the balance resulting from external and internal conditions would be disrupted managers should determine hierarchy of objectives that will help to restore the balance. 
2.2	    THEORETICAL REVIEW
2.2.1	A BEHAVIOURAL THEORY OF ORGANIZATION
Organizational behavior theory is the study of human behavior within an organizational environment. This means that organizational behavior asks questions about why humans behave the way they do in working environments. Dating back to the early 20th century, organizational behavior theory developed out of classical management theories, such as those of Frederick W. Taylor. 
Taylor has been called the father of scientific management. He embraced the core principles of reducing conflict, simplifying duties, promoting cooperation, increasing output, and developing workers to their best abilities. In the late 1940s and 1950s, following Taylor's work, several researchers began looking at the importance of humanistic values on organizational behavior and how these values translate into action and productivity. In other words, researchers began to concentrate more on the value of the human experience in working environments and how this ultimately impacts how an organization operates, handles change, and develops. 
Taking these emerging ideas about the importance of human behavior in the workplace, social scientist Kurt Lewin also made great contributions to organizational behavior theory. Lewin was critical to the founding of the National Training Laboratories (NTL), which pioneered T-groups. T-groups are basically a learning laboratory to help people understand the meaning and consequences associated with their own behavior and the behavior of others. 
Within the groups there exists a place for learning about communication skills, interpersonal relations, individual personality theories, and group dynamics. Group dynamics refers simply to the different behaviors and processes that happen within a group. These groups offered a space for individuals to process group interactions and reactions. 
By the 1960s, Abraham Maslow's theories began to dominate research about management. Maslow claimed that people are unique individuals with diverse skills, motivation, and desires to reach potentials. Specifically, Maslow felt that motivation ultimately increases performance and productivity. 
Theorist Douglas McGregor was deeply committed to bringing Maslow's ideas of motivation into the workplace. McGregor referred to these ideas as the 'human side of enterprise'. In the 1960s, drawing on the work of Lewin and Maslow, McGregor introduced the theories of X and Y to management styles. Essentially, McGregor believed that managers make assumptions about their employees. These assumptions, McGregor argued, control the behavior management has toward staff. 
Theory X assumes that people are lazy, passive, and irresponsible, and it is these traits and tendencies that stop them from doing their best work. Theory Y, on the other hand, assumes that people are capable of having a desire to achieve and take responsibility, which allows these individuals to excel at their jobs. At its core, McGregor's work sought to create better cooperation among management and workers as well as to create more satisfying work for individuals, which in turn would help create more stable and effective organizations. 
Characteristics
Modern organizational behavior theory is based on a systems approach and founded in behavioral science. There are four main areas of study in organizational behavior theory, including individual behavior, group behavior, organizational structure, and organizational processes. 
Motivation is one of the most significant characteristics of organizational behavior theory. Motivation is often connected to the level that members of an organization become invested or involved in its actions and mission. When looking at motivation, the distinction between intrinsic and extrinsic motivation is also critical. 
Extrinsic motivation includes things such as salary, environment, promotions, and terminations. Intrinsic motivation, on the other hand, is centered on the level of reward to one's own needs. For example, intrinsic motivation can refer to areas such as self-esteem and self-actualization. 
According to Anders Dysvik and Bard Kuvaas' 2008 article in the International Journal of Training and Development, intrinsic motivation focuses on satisfaction of the needs for autonomy, competence, and relatedness for productive mental states. 
2.2.2	MARKETING RESEARCH THEORY
Qualitative research can be adapted to suit many fields, particular psychology in market research. It is a natural fit, as marketers and advertisers want to understand what drives consumers to purchase their products. One of the best ways to accomplish this is by understanding the cognitive processes that lead up to and help conclude a purchase decision.
How People Define Themselves
Identity theory is focused on how people define themselves and where they place themselves in the environment.
Identity theorists are interested in the choices, aspirations, concerns, and needs of individuals. Identity theory has practical applications to the construction of consumer profiles and is the foundation for market segmentation. People tend not to be very good about analyzing their behaviors or revealing the reasons behind their motivation. It means that presenting research questions to participants within an identity framework tends to elicit more nuanced, honest and thoughtful responses.


The Black Box of Consumer Thinking
Consumers move through a number of stages on the way to making a purchase. Consumers are said to move through a marketing funnel, which represents the commitment to making a purchase. It is easy to become focused on the movement of consumers through this funnel without really understanding what drives this movement. Developing consumer profiles is one market research technique designed to spotlight consumer thinking.
Applying cognitive theory to qualitative market research can make it easier for research participants to provide deeper and more relevant answers to researchers questions. Where direct questioning often results in superficial answers, the application of cognitive theory to qualitative research can generate a more natural conversation with consumers.
Improve Your Market Segmentation
Two theories basic to a cognitive approach are perception theory and identity theory, and both are grounded in phenomenology. Phenomenology is the study of the conscious experience that people have with regard to their environments. The focus of phenomenology is the first-person experience. In qualitative market research, phenomenology is the basis for focus groups, consumer journals, and interviews. In research that is grounded in phenomenological philosophy, participants give accounts of their experiences, and in doing so, relay information that only they have.
Perception theory draws from phenomenology and neuroscience. Perception theorists are interested in how the world is perceived and conceptually organized by the human brain. When market researchers use perception theory as the basis for their inquiries, they may ask research participants to reflect and communicate about the natural steps of information processing. These steps are attention, rehearsal, retrieval, and encoding.


How People Process Information
Only about seven bits of information can be stored in our short-term memory at any given time. The human brain has to rehearse information to keep it in short-term memory.
When a bit of information has been sufficiently rehearsed, the bit of information is moved to long-term memory, where it can be retrieved without continuous rehearsal. Bits of information that are not rehearsed continuously to enable them to stay in short-term memory, or not rehearsed sufficiently to move to long-term memory, are forgotten. To make use of bits of information in long-term memory, those bits of information have to be moved back to the working memory so they can be retrieved.
Most of the time, this sort of information processing occurs without our explicit conscious effort. It is only when information is inordinately complex or foreign to our typical experiences that we need to exert effort to memorize bits of information. Because these processes are so automatic, participants in market research may not readily tap into their often-unconscious thoughts and emotions.
That said, if research participants are asked questions like, "What did you first notice about the product?" or "With what did you associate the product?" they may be able to delve into their deeper unconscious thinking.
2.3	EMPERICAL REVIEW
2.3.1	THE NATURE OF MARKETING RESEARCH
Marketing research is "the process or set of processes that links the producers, customers, and end users to the marketer through information used to identify and define marketing opportunities and problems; generate, refine, and evaluate marketing actions; monitor marketing performance; and improve understanding of marketing as a process. Marketing research specifies the information required to address these issues, designs the method for collecting information, manages and implements the data collection process, analyzes the results, and communicates the findings and their implications."
It is the systematic gathering, recording, and analysis of qualitative and quantitative data about issues relating to marketing products and services. The goal of marketing research is to identify and assess how changing elements of the marketing mix impacts customer behavior. The term is commonly interchanged with market research; however, expert practitioners may wish to draw a distinction, in that market research is concerned specifically with markets, while marketing research is concerned specifically about marketing processes. 
Marketing research is often partitioned into two sets of categorical pairs, either by target market:
· Consumer marketing research, and
· Business-to-business (B2B) marketing research.
Or, alternatively, by methodological approach:
· Qualitative marketing research, and
· Quantitative marketing research.
Consumer marketing research is a form of applied sociology that concentrates on understanding the preferences, attitudes, and behaviors of consumers in a market-based economy, and it aims to understand the effects and comparative success of marketing campaigns. The field of consumer marketing research as a statistical science was pioneered by Arthur Nielsen with the founding of the ACNielsen Company in 1923.
Thus, marketing research may also be described as the systematic and objective identification, collection, analysis, and dissemination of information for the purpose of assisting management in decision making related to the identification and solution of problems and opportunities in marketing. 
The purpose of marketing research (MR) is to provide management with relevant, accurate, reliable, valid, and up to date market information. Competitive marketing environment and the ever-increasing costs attributed to poor decision making require that marketing research provide sound information. Sound decisions are not based on gut feeling, intuition, or even pure judgment.
Managers make numerous strategic and tactical decisions in the process of identifying and satisfying customer needs. They make decisions about potential opportunities, target market selection, market segmentation, planning and implementing marketing programs, marketing performance, and control. These decisions are complicated by interactions between the controllable marketing variables of product, pricing, promotion, and distribution. Further complications are added by uncontrollable environmental factors such as general economic conditions, technology, public policies and laws, political environment, competition, and social and cultural changes. Another factor in this mix is the complexity of consumers. Marketing research helps the marketing manager link the marketing variables with the environment and the consumers. It helps remove some of the uncertainty by providing relevant information about the marketing variables, environment, and consumers. In the absence of relevant information, consumers' response to marketing programs cannot be predicted reliably or accurately. Ongoing marketing research programs provide information on controllable and non-controllable factors and consumers; this information enhances the effectiveness of decisions made by marketing managers.
2.3.2	TYPES OF MARKETING RESEARCH
Marketers use marketing research to find answers to various questions related to market dynamics, business environment and consumer behavior.  For this a formal research design plan is created by marketers. But some marketers conduct research without formal plan as well. For example, a hotel owner who asks returning customers what was their experience during their stay at his hotel, is conducting research without a formal research design.
The major component of research design is to decide which type of marketing research will be best suited for desired objective. Marketing Research can be classified into three categories depending upon the objectives of the research.
Exploratory Research
Exploratory research is used in cases where the marketer has little or no understanding about the research problem due to lack of proper information. For example, a marketer has heard about social media marketing techniques which are employed by their competitors with great success but he is not familiar with using these for his products/services.
He needs to use exploratory market research to gain/discover insights about this situation. Thus, when the goal of the marketer is to precisely formulate problems, clear concepts, gain insights, eliminate impractical ideas and form hypotheses then exploratory research is used.
Exploratory research follows and unstructured format and makes use of qualitative techniques, secondary research and experts’ opinions. For example, the marketer from the previous case can use books, syndicated research, case studies, focus groups, expert interviews and survey techniques to conduct exploratory research.
The results of exploratory research can’t be used for marketing decisions in most cases at least not directly.  Then the question arises why to do exploratory research in the first place? Well, the answer is the core goal of exploratory research is to equip marketers with enough information to facilitate marketers plan a format research design correctly. For example, by conducting exploratory research the marketer can find out that the competition is using popular social media channels like Facebook, Twitter, LinkedIn and YouTube to reach target consumers effectively and successfully engaging customers with the brand directly. Now with this information he can plan a formal research design to test his hypothesis.
Descriptive Research
Descriptive research is used to find accurate answers of questions like:
· Who are users of my products / services?
· How they are using my products / services?
· What proportion of population uses my products / services?
· What is the future demand for my products / services?
· Who are all my competitors?
Thus, descriptive research is used to explain, monitor and test hypotheses created by marketers to help them find accurate answers. Due to this reason descriptive research is rigid, well structure and well planned and uses quantitative techniques like questionnaires, structured interviews, data analysis etc.
For example, the marketer from previous case and use descriptive research to find out if he also starts using social media marketing techniques for promoting his products and services then:
· How many of his current customers will be attracted to them?
· How many new customers can be engaged using social media?
· How much time, effort and money will be involved in this activity?
· What will be the predicted return on investment (RoI)?
· Will he be able to attract competitor’s customers?
Causal Research
Causal research is used by marketers to find cause and effect relationship of variables. It is also sometimes referred as “If. Then” method. In this type of research, the marketer tries to understand the effects of manipulating independent variable on another dependent variable.
Causal research uses field and laboratory experimentation techniques to achieve its goals. This research is used by marketers mainly to predict and test hypotheses.


Let’s take some test cases where causal research can be used:
· What will happen to sale of my product if I change the packaging of the product?
· What will happen to sale of my product if I change the design of the product?
· What will happen to sale of my product if I change the advertising?
2.3.3 STEPS IN MARKETING RESEARCH PROCESS
	The Marketing research process is a set of six steps which defines the tasks to be accomplished in conducting a marketing research study. These include problem definition, developing an approach to the problem, research design formulation, field work, data preparation and analysis, and report generation and presentation.
Stages of marketing research process
Step 1: Problem Definition
The first step in any marketing research project is to define the problem. In defining the problem, the researcher should take into account the purpose of the study, the relevant background information, what information is needed, and how it will be used in decision making. Problem definition involves discussion with the decision makers, interviews with industry experts, analysis of secondary data, and, perhaps, some qualitative research, such as focus groups. Once the problem has been precisely defined, the research can be designed and conducted properly.
Step 2: Development of an Approach to the Problem
Development of an approach to the problem includes formulating an objective or theoretical framework, analytical models, research questions, hypotheses, and identifying characteristics or factors that can influence the research design. This process is guided by discussions with management and industry experts, case studies and simulations, analysis of secondary data, qualitative research and pragmatic considerations.
Step 3: Research Design Formulation
A research design is a framework or blueprint for conducting the marketing research project. It details the procedures necessary for obtaining the required information, and its purpose is to design a study that will test the hypotheses of interest, determine possible answers to the research questions, and provide the information needed for decision making. Conducting exploratory research, precisely defining the variables, and designing appropriate scales to measure them are also a part of the research design. The issue of how the data should be obtained from the respondents (for example, by conducting a survey or an experiment) must be addressed. It is also necessary to design a questionnaire and a sampling plan to select respondents for the study.
More formally, formulating the research design involves the following steps:
1. Secondary data analysis
2. Qualitative research
3. Methods of collecting quantitative data (survey, observation, and experimentation)
4. Definition of the information needed
5. Measurement and scaling procedures
6. Questionnaire design
7. Sampling process and sample size
8. Plan of data analysis
Step 4: Field Work or Data Collection
Data collection involves a field force or staff that operates either in the field, as in the case of personal interviewing (in-home, mall intercept, or computer-assisted personal interviewing), from an office by telephone (telephone or computer-assisted telephone interviewing), or through mail (traditional mail and mail panel surveys with recruited households). Proper selection, training, supervision, and evaluation of the field force helps minimize data-collection errors.

Step 5: Data Preparation and Analysis
Data preparation includes the editing, coding, transcription, and verification of data. Each questionnaire or observation form is inspected, or edited, and, if necessary, corrected. Number or letter codes are assigned to represent each response to each question in the questionnaire. The data from the questionnaires are transcribed or key-punched on to magnetic tape, or disks or input directly into the computer. Verification ensures that the data from the original questionnaires have been accurately transcribed, while data analysis, guided by the plan of data analysis, gives meaning to the data that have been collected. Univariate techniques are used for analyzing data when there is a single measurement of each element or unit in the sample, or, if there are several measurements of each element, each RCH variable is analyzed in isolation. On the other hand, multivariate techniques are used for analyzing data when there are two or more measurements on each element and the variables are analyzed simultaneously. 
Step 6: Report Preparation and Presentation
The entire project should be documented in a written report which addresses the specific research questions identified, describes the approach, the research design, data collection, and data analysis procedures adopted, and presents the results and the major findings. The findings should be presented in a comprehensible format so that they can be readily used in the decision-making process. In addition, an oral presentation should be made to management using tables, figures, and graphs to enhance clarity and impact.[2]
For these reasons, interviews with experts are more useful in conducting marketing research for industrial firms and for products of a technical nature, where it is relatively easy to identify and approach the experts. This method is also helpful in situations where little information is available from other sources, as in the case of radically new products.

2.3.4	 NATURE OF ORGANISATION OBJECTIVES
ORGANISATION OBJECTIVES: Is an intended result to be accomplished within a specific time, usually one year. Organizational objective will answer the question "what percentage of the total market share do we expect to achieve in our target marketing through our effort?". This will serve as a yardstick to enable a marketer design a structure or the type of organization need.
Every marketing company has a number of explicit, almost sell evident objectives, to capture certain percentage of the total marketing share, minimize cost, must specify its objectives to its particular situation. The objectives of the company must be taken into consideration when designing when designing channel of distribution for a product.
ORGANISATION GOALS: The means the end toward which activities are directed. For examples, the goals of an organization maybe to capture 15% Of the total market share goals, must be specific, realistic and attainable.
According to station, the mat goals of organization is a follow:
1)	To achieve target, return on investment.
2}	To stabilize price
3) To maintain or improve share of the marketing
4) To meet or prevent competition.
5) To maximize profits.
6) To project a god image for a company. 
7) To counter competitors.
2.3.5	TYPES OF ORGANIZATION OBJECTIVES	
Business objectives are targets that are used to measure the performance of organizations, teams and individuals for a period of time. Objectives can include end-goals such as revenue and steps towards goals such as efficiency. The following are common types of business objective.
Revenue
Revenue such as a product management team with a revenue target of $45 million for a particular product line.
Costs
Reducing costs. For example, an automation project that reduces the cost of warehouse operations.
Competition
Competitive objectives such as gaining market share.
Knowledge
Developing know-how and intellectual property.
Return on Investment
Achieving an attractive return on investment is a common objective for strategies, projects and investments in assets and securities.
Efficiency
The amount of output you get for a unit of input. For example, the amount of electricity required to produce a unit on a production line.
Productivity
The amount of output you get for an hour worked such as the amount of work required to produce a pair of shoes.
Processes
Improving processes such as reducing the cycle time of an order fulfillment process.
Capabilities
Implementing new business capabilities or improving existing capabilities. For example, a human resources department that launches a campus recruiting capability that allows the firm to engage graduates at 12 universities and colleges. 
Brand
Brand objectives such as brand awareness and brand loyalty.
Product 
Product development objectives such as time to market and time to volume.
Sales
Sales targets such as customer lifetime value and customer acquisition cost.
Pricing
Pricing objectives such as price leadership.
Distribution
Distribution objectives such as developing distribution channels in a new region or country.
Customer Relationships
Reducing customer churn and cross-selling related targets.
Customer Experience
Improving the end-to-end customer experience as measured by customer satisfaction, ratings and reviews.
Employee Experience
Satisfied, productive and creative employees. Measured by employee surveys and productivity metrics such as revenue per employee.
Organizational Culture
The norms, expectations and habits of your organization. Measured with surveys. For example, a survey of manager perceptions of resistance to change and office politics.
Operations
Objectives related to your core business processes. For example, the availability of your IT services.
Quality
Quality objectives such as improving quality control metrics, reducing customer returns or improving product ratings.
Risk
Risk management objectives such as reducing the probability and impact of information security incidents.
Innovation
Innovation objectives such as developing a product with revenue potential that is an order of magnitude beyond your current products.
Compliance
Implementing controls to achieve compliance to standards, laws and regulations.
Sustainability
Objectives related to the global impact of your operations and products such as reducing harmful waste.
2.3.6	IMPORTANCE OF MARKETING RESEARCH IN ACHIEVING ORGANIZATION OBJECTIVES
Market research plays a crucial role in the overall success of a business and is a known fact. Unfortunately, many of the organizations realize the importance of market research only when they reach a point of saturation in their growth or when they are unable to grow as expected.
The hurdle experienced in the process of growth or expansion of a business or while introducing a new product in the market makes organizations realize the benefits arising out of conducting market research. A market research strategy adopted by a company enables it to achieve the almost impossible to accomplish goals in the following areas of business:
1. Taking Critical Business Decisions
Every organization at one of point of time experiences a situation where critical decision needs to be taken. In such a scenario, having complete and detailed information about the competitors, market and the overall industry enables a business to take an appropriate and perfect decision aiding in the overall success of the business.
On the contrary, possessing incomplete or irrelevant market information will result in losses for the organization thus negatively affecting the business in the process.
2. Obtaining Finance from Investors
Obtaining funds from investors is found to be one of the biggest hurdles for any business. The idea for a business or a product may prove to be worthless unless investors fund it and investors are always interested to know how well you have done the homework pertaining to the business.
Market Research is the only way for a business to obtain in depth analytical information about the industry, the existing and likely future competitors and also in providing information to investors pertaining to the extent your product or service can help in solving the prevailing problem in the market.
3. Locating new opportunities for business
Market research goes much beyond understanding and learning about the trends in the market or changes in consumer behavior. The sooner a business or organizations realizes this truth, the better it can use the available information to explore newer avenues and expand the business along with facing any impending challenges that may arise in the business.
4. Avoiding or overcoming failures in business
Market research not only plays a pivotal role in enabling an organization to enter the market or in introducing a new product in the market, it also plays a prime role in justifying the risk undertaken by a business.
In short, market research acts a light house in guiding a company in not going ahead with a particular decision which would have resulted in a big loss of revenue for the organization or even affected the brand image of the company.
Market research thus is indispensable for the marketing department of a company. Without specific direction about what to market, where to market, whom to market and how to market a product, business or service, a company can never hope to achieve what it aspires to achieve.
[bookmark: _Toc295844007]Research Services is an established market research services provider with clients spread across the globe. Get in touch with IRS to conduct market research for you. We are confident that you would be able to achieve your business goals effectively.
Dependence of organization type and objectives
Nonprofit organizations have different structure of targets beam. Drawing its funds from public budgets, organizations are referred to as the budget organizations. They last and grow thanks to a constant game of resources, carried out with the administrators of these funds, convincing them of their social mission, the importance of actions taken, the fatal consequences that occur when you do not properly fulfill their social responsibilities. 
Organizations seek primarily for survival and development, as evidenced by the countless cases of companies, which change its business operations, production profile, the form of action, and sometimes even the basic function for which they were created. 
Only such an organization that knows how to discover and pursue its goals will be fit to meet its external functions and implement the public interest in a democratic state with market economy. 
Setting objectives can involve many factors. You can set a single objective for your organization or multiple objectives. You set target deadlines for the accomplishment of objectives. Other critical factors include who controls the decisions that will affect objective achievement. The decision-makers must be committed to the objectives. 
Organizational politics will come into play, with differing interests supporting the advance of objectives that are best for them. This usually results in bargaining between various interest groups in the organization, which results in objectives that are satisfactory to the key organizational groups, such as sales, research and development, marketing, and production. Finally, you must take into account factors that can hinder setting and achieving objectives, such as time, institutional, financial, and environmental constraints. 
Let's say that you are the director of a non-profit organization that assists recently-arrived immigrants to your community. The organization provides language classes, civics classes, financial planning classes, and assistance in obtaining housing and work. Your organization's strategic goal is simple: help immigrants integrate into the community. The programs are the means by which you hope to achieve that strategic goal. Your sources of revenue are limited because they are based only upon donations and state and federal grants. You are meeting with the program directors for the annual meeting to set the organization's objectives for the next year. 
Unfortunately, given the state of the economy, donations are down and competition for government grants has become fierce. Each program director zealously advocates for advancement of his or her program, but there are going to be winners and losers this year because of the funding. You all agree that each program should be maintained, because they are essential in achieving the organization's goal of integrating newly-arrived immigrants. However, you decide to focus your efforts this year on language classes, work assistance, and housing assistance because you feel these three programs are absolutely essential for the achievement of your strategic goal. 












[bookmark: _Toc295844008]CHAPTER THREE
RESEARCH METHODOLOGY
[bookmark: _Toc295844009]3.0 INTRODUCTION
This chapter looked at the Research design, population study, sampling design, data collection methods, data analysis.
[bookmark: _Toc295844011]3.1	RESEARCH DESIGN
	A research design is the step-by-step guide of the research procedure. The design adopted for the study is exploratory survey design; the exploratory survey design permits the use of a well-structured research instrument for obtain primary data that was used for this study. The design follows accordingly
3.2 	POPULATION OF THE STUDY
Population is the total number of people living in a geographical area at a given period of time. Therefore, the research population of this project work comprised of the Employees of Unilever drawn from a population of 40 from Jan – June 2018.
3.3	SAMPLE TECHNIQUE
	The study adopted random sampling technique. All members of the population were represented equally
3.4	SAMPLE SIZE DETERMINATION
	The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formula adopted is:
N= Z2 o-2
	D2
	Where N= sample size
		Z= the research population
		O= standard donation
		D- Tolerance limit or allowable error
3.5	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorized into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structures Interview and self-administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 15 questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.
3.6	THE RESEARCH INSTRUMENT
	The survey instrument was adopted for this study. A well-structured questionnaire and interview were used to measures of dependent & independent variables.
3.7	VALIDITY OF RESEARCH INSTRIMENT
	Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contribution as well as the approval of the supervisor. In addition, the research variables were validated using factor analysis.
3.8	METHOD OF DATA PRESENTATION AND ANALYSIS
	Method of analysis involved description and inferential statistics. The description statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using simple regression statistical tools.
	These tools were selected because it has functionalities that accommodate the variable of interest   
[bookmark: _Toc295844021]

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc295844023]4.0 INTRODUCTION
This chapter focuses on the presentation and discussion of findings on the effect of marketing research on organization objective. It is based on demographic and objectives of the research which includes examining the forms of advertising, establishing the level of competitiveness and relationship between marketing research and organization’s objective. It is to be presented in form of tables of percentages and frequencies. 
4.1	DATA PRESENTATION AND ANALYSIS
The information in this chapter was obtained mainly using questionnaires. 40 questionnaires were issued out but only 32were filled as in the table below which is 80% response rate.
[bookmark: _Toc295844082]Table 1: Number of respondents 
	Details
	         Frequency
	         Percentage

	Responses
	32
	80

	Non response
	8
	20

	Total
	40
	100


Source: Field survey, 2025
From Table 2: 80% responds and 20% did not respond to the questionnaires. This shows a good turn up of the respondents despite the fact that they were scattered around the industry.
[bookmark: _Toc295844024]4.1 Demographic characteristics
[bookmark: _Toc295844083]Table 2: Age distribution of respondents 
	Age
	Frequency
	Percentage

	50-59
	4
	12.5

	40-49
	6
	18.8

	30-39
	10
	31

	20-29
	12
	37.5

	Total
	32
	100


Source: Field survey, 2025
From table 2, 37.5% of respondents were between the age of 20-29, 31% were between 30 -39, 18.8% were between 40-49, and 12.5 % were between 50 -59. 
This shows that most of the respondents were mature people.
Table 3: Sex distribution of the respondents
	Gender
	Frequency
	Percentage

	Female
	12
	37.5

	Male
	20
	62.5

	Total
	32
	100


Source: Field survey, 2025
From table 3, 62.5% of the respondents were male while 37.5% were female. This shows that research was not gender balanced. 
[bookmark: _Toc295844084]Table 4: Educational Qualification of respondent
	Level of education
	Frequency
	Percentage

	Master
	4
	12.5

	Degree
	16
	50

	Diploma
	10
	31

	O and A level 
	2
	6

	Primary
	0
	0

	Total
	32
	100


Source: Field survey, 2025
From table 4, 50% of respondents were degree holders, 12.5% were masters’ holders and 6% were 0 and A level certificate holders. This implies that most of the employees were qualified.
[bookmark: _Toc295844085]Table 5: Marital status of respondents
	Details
	Frequency
	Percentage

	Married
	17
	53

	Separated
	2
	6.3

	Single
	10
	31.3

	Widowed
	3
	9.3

	Total
	32
	100.0


Source: Field survey, 2025
From table 5, 50% of the respondents were married, 31.3% were single, 9.3% were widowed and 6.3% were separated.
[bookmark: _Toc295844086]Table 6: Respondents duty post
	Details
	Frequency
	Percentage

	Management
	2
	6.3

	Marketing
	16
	50

	Others
	14
	43.8

	Total
	32
	100.0


Source: Field survey, 2025
From table 6, 50 % of the respondents were from the marketing department, 43% were from other department and 6.3% were form management department.

[bookmark: _Toc295844087]Table 7: Distribution of staff duration in the organization
	Year 
	Frequency
	Percentage

	Over 10 years
	16
	50

	5- 10 years
	4
	12.5

	1-5 years
	9
	28

	Less than a year
	3
	9.4

	Total
	32
	100.0


Source: Field survey, 2025
From table 7, 50 % of the respondents have been in the industry for over 10 years, 28% have worked between 5-10 years, and 9.4% have worked in the industry for less than a year. This implies that the industry retains its employees.
PART B
[bookmark: _Toc295844088]Table 8: Organization marketing research through all its products
	Details
	Frequency
	Percentage

	Strongly agree
	15
	46.9

	Agree
	15
	46.9

	Not sure
	2
	6.3

	Disagree
	0
	0

	Strongly disagree
	0
	0

	Total
	32
	100.0


Source: Field survey, 2025
From Table 8, 46.9% of respondents agreed that industry research through all its products. 46.9% of them strongly agreed, 6.3% were not sure, and none of the respondents Disagreed. This implies that Unilever flour mill carries out marketing research on all its products.
Table 9: there is significance relationship between marketing research and organization objective 
	Details
	Frequency
	Percentage

	Strongly agree
	20
	31.5

	Agree
	12
	37.5

	Not sure
	8
	25

	Disagree
	0
	6.3

	Strongly agree
	0
	0

	Total
	32
	100.0


Source: Field survey, 2025
From Table 9, 37.5% of respondents agreed that there is relationship between marketing research and organization’s objective in competitive market, 31.3% strongly agreed, 25% were not sure, 6.3% Disagreed. This implies that there is relationship between marketing research and organization’s objective in competitive market.
TABLE 10: Opinion of respondents whether research is being carried out by marketing department or consulting firms.
Do you agree that marketing research helps the organization in developing a product?
	Alternatives
	No of respondents
	Percentage

	Company research dept
	27
	90

	Consulting firm
	5
	10

	Total
	32
	100


Source: Field survey, 2025
90% of the respondents claims that research is being carried out by the company research department while 10% go against the opinion that the company research department do carries out the research.
4.2	TEST OF HYPOTHESIS
The research question must be formulated tentatively. The statistical hypothesis is null hypothesis (Ho] and they are based on the assumption that there is no difference between the variable and the result there is no difference between the variable and the results there after.
The alternative hypothesis (Hi) described here explanation not covered by the null hypothesis (Ho). The hypothesis used here will be tested by chi-square (X2)
The chi-square (X2) test was a testing material. 


DECISION RULE
If the commuted test statistics is greater than (>) the critical value, the null hypothesis
However, if the test statistics is less than (>) the critical values, the null hypIfX2>X2Tata
Accept Ho
If X2 < X2 T at 0.05 Accept 111
HYPOTHESIS 1:
Using question (7) the analysis in table (7) to test the research hypothesis, the following statistical are arrived at.
NULL HYPOTHESIS (Ho): There is on clear difference between decision based on making research and the based-on intuition.
ALTERNATIVE HYPOTHESIS (Hi): There is a clear difference between decision based on marketing research and those on institutions.


TABLES: COMPUTATION OF TEST STATISTICS FOR HYPOTHESIS:
	ALTERNATIVES
	Oi
	Ei
	Oi-Ei
	(Oi-Ei)2
	(Oi-Ei)

	Strongly agreed
	4
	6,0
	-2
	4
	0.67

	Agreed
	
	
	
	
	

	Uncertain
	24
	6.0
	18
	324
	54

	Disagreed
	2
	6.0
	-4
	16
	2.67

	Strongly
	0
	6.0
	-6
	36
	6.00

	disagreed
	
	
	
	
	

	
	0
	6.0
	-6
	36
	6.00

	Total
	30
	30
	0
	416
	69.34


Test statistics [X2 T) = 0.67+54+2.67+6+6=69.34 Degree of freedom (df) = Row -1,5-1 - 4 Critical value (X2 c) df- 4X 0.05 - 9.488 

4.3	DISCUSSION OF FINDINGS
Since test statistics X2 T ~ 690 34 > 9.488 which is the critical, 1 reject the null hypothesis (Ho) and the alternative hypothesis [Hi] is accepted which states that there is clear difference between the decision based on marketing research and those that based on the intuition
The result confirms the alternative hypothesis that there was a clear difference between the decision based on marketing research and those on intuition.




















CHAPTER FIVE
5.0	SUMMARY CONCLUSION AND RECOMMNDATIONS
This chapter deals with the summary of the study, the conclusions and recommendations which are as result of data collected as analyzed in chapter four and the review of related literature.
5.1	SUMMARY OF FINDINGS
The purpose of this research was to find out how research should be used as a tool for marketing decision toward improving organizational goals and objectives.
The subject was delved into in order to reveal the benefits to be derived from understanding marketing research activities by an organization. This study found how research could be used as a tool for marketing decision towards improving organization! performance and how those decisions help in developing a new product and innovations of existing products.
Marketing research system set out to find pertinent answer to the questions that were analyzed in PART B of chapter four.	
In chapter two, book and journals were consulted to discover the view of various authors as to the usefulness of research in marketing decision towards improving manager and sales performances.
Personal interviews were concluded with the marketing manager and sales representatives of Unilever [Nig] Plc on how they go about conducting marketing both new and existing products and the impact of such exercise on their company's product.
Chapter three dealt with research methodology, research population and sample, research design, data collection instruments, administration of instruments and methods of data analysis.
In chapter four, hypothesis was tested and their results analyzed and interpreted.

5.2	CONCLUSION
Taking cognizance of the company surveyed, it can be inferred that production company, irrespective of its reputation, size and effectiveness do appreciate the important and the effectiveness of marketing research in these operations.
Hence, it normally conducts marketing research operation on its products, prices, promotion, consumer, sales, etc.
Marketing research is said to have an advisory role in Unilever (Nig) Plc, since it is used to acquire and analyze information and to make recommendation as to how marketing problem should be solved. From the above, it then means that disclosure of visual information for the purpose of any research finding is so important. The research had sought to know from knowledge of marketer in Unilever (Nig) plc, that effects on non-effectiveness and inefficient of research findings.
Based on the analyzed data and oral interview of knowledgeable people in the field, one could conclude that marketing research has been effective in Unilever (Nig) Plc, the effects on non-disclosure of information as it affects the effectiveness of research findings.
The usefulness of research as a tool for marketing decision towards improving organizational goals and objectives of Unilever (Nig) Plc, has been obvious in the chapter.
This chapter concludes that the usefulness of research cannot be underestimated in Unilever (Nig) Plc, due to some points, which have been highlighted in the first four chapters. The information derived from marketing research enables the organization to evaluate and scrutinize product ideas and probability leads to the development of new.
Due to marketing research, the company is able to maintain and increase its market share.
Marketing research information in new product development aids the success and acceptability of the product in the market.
With the above points, this project concludes that to achieve effective management, consumer's satisfaction overall objectives of the organization marketing research are inevitable.
5.3    RECOMMENDATIONS
To correct the defects specific recommendation are submitted for consideration
To this end, the followings points should be considered for overall improvement in effective implementation of marketing research in Nigeria.
(1) That information collected for the purpose of any research problem should be treated with great care. Also. Unilever (Nig) Plc, which could afford highly sophistical equipment like modern computer should strive to have them for the processing of their data.
(2) That those company that have already adopted marketing research concept should always look out for further ways of improving it, so as to have a more realistic forecast into the total marketing operation. Though Analysis of information obtained is also very necessary. The risk of basic decision which may not be relevant to present situation should exclusive.

(3) All the company's operation such as product, price, promotion, distribution, consumers, and sales should be researched into very frequently.
(4) Various executives should be kept informed about changing conditions in the macro- environment and the marketing task expected from them.
(5) For the market dealers in various companies such as Unilever (Nig) plc, it is recommended that more attention should be focused on their fund allocation to the financing of marketing research activities as they are vital to maintenance of leadership position.
(6) Today, marketing process is however becoming more complex. Companies are frequently from ultimate customers while direct contact with ultimate consumers are for less. Frequent and management must often rely on marketing research to eliminate this gap. The afore-mentioned problem could be solved through a good marketing research system. Dunlop (Nig) plc (the case study for project) should spend a great percentage of its marketing expenditure on the conduct of marketing research. This is the economic justification for their existence in the present economic decision
(7) The government also have a critical role to play to help in making choice for the companies in its various research activities. It could do this in the form of making available all vital information that are useful for the purpose of research for Nigeria companies. This will in the long-run reduce cost of getting data and at the same time help them in introducing product that are acceptable into the market at a cost the consumer could afford while still making profit in the long-run.
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