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CHAPTER ONE
Introduction
1.1	Background to the Study
According to Kottler (2009), in his research explain that marketing can function from two points, strategic and tactics, in most organization strategic planning is an annual process, typically covering just the year. Occasionally, a few organizations may look at a practical plan which straitened three or more years ahead. 
While Keller (2009) defined strategic marketing as process of developing and implementing a plan to identify, anticipates and satisfy consumer demand in such a way as to make a profit. The two main identify and anticipate customer requirement and the planning of an appropriate marketing mix to meet these requirement. Market research involves gathering and recording information about consumers, market, product and completion in an organized way. The information is then analyzed and used to inform marketing decisions. 
According to Andrew (2017), Strategic marketing is inter-woven into the management function in the organization to ensure effective and efficient maximization of profit which of course is the most important aim of any organization.
Strategic marketing can be defined as a management function which involves setting goals, and developing specific activities, procedures and schedules for meeting the organization marketing target. Strategic marketing is and important aspect in business organization because it laid down way in which the profit maximization of the business organization. It is made recording effective and efficient distribution of goods and services for consumers to be reach satisfaction and for substantial profits to be made by the organization, marketing activities most be properly planned. The marketing plan could be short term, medium and long term to (Andrew 2017).
Strategic marketing may be part of an over plans business plan or may be separate from over all plans and assign to a specific to a specific segment or department in an organization. (usually marketing department) so as to ensure effective and efficient realization of marketing objectives, in sales oriented organization, the strategic marketing function designs incentive pay plan to not only motivate and reward frontline staff fairly but also to align marketing activities with corporate mission. 
	Boseman (2016), Strategic marketing also involves collection, classification, analysis and interpretation of information observed through consumer, feeling concerning the organization product. The marketing manager goes to market to gather information regarding competitor’s the views held by the consumers of the organization so as to be able to plan and forecast on how best to achieve the organization objectives. The strategic marketing is used to determine how the member of the publics should be aware of organization products coping with trade promotion and improvement of sales.
Strategic marketing is used to ready effective achievement of the organization goals which includes; profit maximization, or organization growth etc.
1.2	Statement of the Problems
	The fundamental concern of this research work is to know the impact of strategic marketing on business performance in an organization. The organization faces a lot of problem not having immediate impact on the organization.
The failure of an organization to achieve its objectives usually arises from a result of unclear definition of the organization’s mission (i.e. brand statement about its purpose and goal), poorly defined organization’s profile, poor assessment of external environment in technology, lack of motivation e.t.c.
This research work will attempt to bring out some preventive approaches to poor strategic Marketing  to prevent non- attainment of organization’s objectives. 
1.3 	Research Questions
In the course of the study answer will be provided to the following research questions 
i. What is the impact of Strategic Marketing on business performance?
ii. Does strategic marketing enhance organizational profitability?
iii. what is the relationship between Strategic Marketing and service delivery?
1.4	Objectives of The Study
	The objectives of the study is to determine the impact of strategic marketing on business performance in telecommunication industries.
i. To examine the impact of Strategic Marketing on business performance.
ii. To explain how strategic marketing enhance organizational profitability.
iii. To know the relationship that exist between Strategic Marketing and service delivery
1.5	Research Hypothesis
The hypothesis of this research can be tested below 
Hoi: that strategic marketing has no significant impact on business performance
Ho2: strategic marketing does not enhance organizational profitability.
Ho3: Strategic Marketing management has no significant relationship with and service delivery
1.6	Significance of The Study
	The study will be beneficial to students of fiance and management courses who intended to carry out similar research work on the subject matter. It will be useful to business organization to understand what strategic marketing is all about and to afford them the knowledge on the challenges faced in strategic marketing and ways to overcome those challenges. It is also useful to the government as it will make them understanding better the way marketing activities is been carried out for them to really ascertain their tax liability.
1.7	Scope Of The Study
	 The research focuses marketing as a strategic for efficient business performance in telecommunication industries in Nigeria using MTN as a case study.
	The research is case study in nature so that scope was established for the study to ensure proper investigation. 
	The study also cover the various measure that have been taken and the measure that are being taken in present in saving the present challenges and offering solution to them. 
	This research work will also cover Ilorin Metropolis like oja-oba, post office, maraba  etc as a strategic for business performance in the organization in Nigeria using MTNas a case study.
0. Definition Of Key Terms
Strategic Marketing: as the process that companies employ to commit their resources both human and materials to determine in advance specifically those making activities that need to be done in order to achieve a particular objectives how it should be order to be done, when and where it should be done and who should do it.
Business Performance: The measurement of a company’s efficiency, profitability, customer satisfaction, and market competitiveness.
Organizational profitability: refers to a company's ability to generate more revenue than it spends on operations, resulting in a profit. It's a crucial measure of a business's financial health and success. Profitability is typically calculated as total revenue minus total expenses. 
Service delivery: in a business context, refers to the process of providing a service from a business to a customer, encompassing all aspects of the interaction, including initial contact, onboarding, setup, and follow-up
CHAPTER TWO
LITERATURE REVIEW
2.0	Introduction
The purpose of this chapter is to review and to provide the reader with a general overview of the purpose study.
This chapter indicate the ideas, also the relevant information and further elaborate deferent standpoint, that were the foundation of the purposed study, this chapter covers the conceptual, theoretical framework and empirical review of the topic under study.   
2.1	Conceptual Clarification
2.1.1	Concept Of Strategic Marketing
		According to  Olorunlambe (2009) defined strategic marketing as the process that companies employ to commit their resources both human and materials to determine in advance specifically those making activities that need to be done in order to achieve a particular objectives how it should be order to be done, when and where it should be done and who should do it.
	Issa, (200), also defined strategic marketing as a management function which involved setting goals, and developing specific activities, procedures and schedules for meeting the organization marketing target. The key to achieve organization task is to determination of need, and want to target market and delivery satisfaction more efficiently than competitors. Marketing man help to assist the consumer, in the market and provided way to satisfy those want. Data are collected, classified, analyzed and interpret concerning feeling about them.
	Andrew, (2001) describes strategic marketing as an important management function which other functions depend. If all other function are performed efficiently and strategic marketing is done wrongly all the efforts, time, and finance use on other function will have been wasted thus anything planning is an important aspect of any management function in any organization. 	
According to Tunde Agbi (2000) explain planning model involves some of operation or activities which may be sequent performed in the proper implementation of marketing task seven steps was identified as process or in marketing planning.
Step One: Corporate Objective
	This is the first operation in performing marketing function under which the organization step intended goals to be achieved within a given time. The objectives where I general which may not primarily based on marketing alone/it may be on activities that occur before marketing e.g. ways goods, are to be produced. It laid on the estimate of total objective to be achieved such as profitability and growth in the nearest future. 
 Step Two: Gather Information
	After cooperate objectives had been set gathering information becomes necessary management need information serving as the determinant of the organization success. In gathering information at this level, marketing research may be used to obtain information about changes in the societal economic status. Political legal effect, technology, competitors, suppliers etc. the marketing department of business organization is usually saddled with the function of gathering the information need at his level since they are the most familiar with all about marketing activities in the business organization. 
Stept Three: Assess the Existing Situation
	This is done by undertaking a market analysis by examine the market conditions such as market sizes, market shares, markets growth and segmentation. Also the analysis of strength weakness opportunities and treats (SWOT) involves at this stage. The above mentioned points are the most important points used by business organization in the setting of objectives.
Step Four: Select Marketing Strategic
The strategic to be used have depending on some factor like size of the organization, type of product, type of market etc. each organization make use of the strategic that best sort it need. This is the long-term plan to achieve the marketing objectives it all about pursing the marketing objectives set e.g. application of not matrix when the marketing strategies such as marketing penetration, marketing development, new product development and diversification may be used in pursing market to objective. The strategic use must be efficient so as to enable the organization achieve it goals.  
Step Six: Implement Marketing Plan
	After the marketing strategies had been set, the next stage is to ensure that the strategies laid down for the achievement of marketing objective is properly executed or implemented by effective use. The will enable the organization to achieve it goals the entire step mentioned above will not be succefull if it is wrongly implemented.
Step Seven: Review
	After proper implementation of strategies, the objectives will be measure to see whether the marketing and corporate objective is achieved. If not achieved, more information will be gathered to prevent reoccurrence of deviation in the nearest future. At this stage necessary control. Step have to be develop to ensure that the plan confirm to it way supposed to go.
Importance of Strategic Marketing
	According to Held (1998), explain the important of strategic marketing as follows;
· It provide way to achieve the marketing objective in an organization 
· It helps to creating strategic development to meet organizational growth.
· It ensures efficient and effective utilization of the organization resources 
· Through the proper analysis of marketing tools such as products, price, place, promotion and other elements marketing plans assists the organization to meet the immediate needs of consumer.
· It provide opportunities to beat competitors
· It ensures the realization of out al organization objective which is profit about maximization. 
· It brings about flexibility in marketing as organization will quickly adapt to changes with might effect marketing formation since the most have been planned for. 
Contribution Of Strategic Marketing To Business Performance
According to Sassier E. (1976), explain the contributions of strategic marketing to business performance that in any business organization strategic marketing is very essential to ensure the achievement of organization objective, marketing helps the organization to effectively and efficiently utilized general resources of marketing department to eliminate waste quantity of goods get to the right set of consumer willing to consume the goods. 
	A good marketing plan act as a time table as it provide a basis for which organization performance is to be measured, marketing also allow the organization objective which is profit maximization.
Challenges And Problem Of Marketing Planning
	Sassier, E. (1976) explain despite the importance of marketing in an organization, it is still face by various challenges which find to hider it effectiveness, some of the challenges are:




· Lack Of Adequate Control And Information 
	For any planning to be effective, it must under effective control to prevent occurrences of deviation since there is sequential follow-up to give immediate correction of the action and deviation so that planning objectives and achieved. Since there is sequential follow up immediate correction of the action and deviation so that planning objective are achieved. Since there is lack of control and information the strategic marketing will not succeed.
· Lack Of Proper Commitment To Planning
	Strategic marketing objective may not be achieved with poor deviation and commitment. Some organization all in their strategic marketingactivities as a result of poor dedication and commitment.  
· Over Ambition In Content Of Plans 
	When unrealistic goals are set in strategic marketing effort will prove abortive in the attainment of organization goals.
· Social Unpreditabe Elements
	The elements of changes in the societal particularly the environmental etc. have adverse effect on strategic marketing in an organization.


· Lack Of Top Management Support For Objective Of Any Nature To Be Achieved In An Organization
	It must be in line with maximization support of the management executed at upper level. If the top management refuse to give their co-operation. The strategic marketing activities can not be carried out.
Evaluation Of Business Organization 
	According to Andrew (2011), explained evaluation of business organization as an integral part of management function which is carry out by ht e top management. It is also done by the shareholder of the organization. Business organization can also be evaluate by various government institution like central bank of Nigeria etc.
	It is the measuring of business performance to know how the business is performing evaluation will expose the strength and weakness of the business organization. A good business will always be evaluate from time to ensure that all the organization activities including strategic marketing is carried out in the normal way. It also prevents fraud and illegal business practice in an organization.   
2.1.2	Concept Of Business Performance
According to Korom (2007) performance means: the difference between the starting point and the target point in the dimensions of capabilities, opportunities, organization, activities, space and time. According to Böcskei and Fekete (2012), business performance is determined by the economic efficiency. And generally, the economic efficiency will lead to efficiency. But, in certain cases, the economic efficiency is not connected to efficiency: it is possible that some economic efficiency companies do not reach their goals, because there is no demand for their product. However, it is also possible for an economically inefficient company to achieve its goals (Böcskei, 2012)
Wimmer (2002) connects the business performance with the organizations capability of value creating. It is important to create value, but not only shareholder value. The consumer value creation will lead to increase in the shareholder value. In my opinion, the value creation is a tool to achieve the objectives. If we create value, we can get to the goals. Basically, all business purpose has a financial nature: to reach higher profits. In our opinion, the business performance express how much we reached the beforehand exactly determined goals (the level of the goals achievement).
According to Lee (2021) Business performance consists of two components: financial performance and non-financial performance, and it is critical to control and combine the two types of performance for start-up development (Seo & Lee, 2019). Financial performance refers to firm performance that can be measured in terms of money value and financial operations, whereas non-financial performance refers to firm performance that cannot be measured in terms of money value, such as brand reputation, customer satisfaction, organizational performance, and innovation activities (Nguyen et al., 2021). Financial performance is usually connected with a company's short-term survival, but non-financial performance is more likely to be concerned with long-term sustainable growth (Nguyen et al., 2021). Financial performance is, to some extent, more crucial for early-stage start-ups or businesses than non-financial performance (J. H. Choi et al., 2018). Businesses now face new opportunities and problems as a result of social commerce (Chang & Li, 2019). While location-based social commerce (LBS) platforms improve business visibility and reduce information asymmetry, they have also expanded and increased corporate competitiveness (Chang & Li, 2019). To survive and grow in such a highly competitive market, businesses must be able to adapt to their surroundings by developing harmony with the surrounding firms (Chang & Li, 2019). Raut et al. (2021) identified Organizational practices, lean management practices, supply chain management practices, social practices in supply chain management, environmental practices, and total quality management are the seven factors influencing intentions to adopt Big Data Analytics (BDA) to understand its impact on the overall business performance of the organization. Developing economies, such as India, require BDA acceptance to effectively apply sustainable practices in the manufacturing supply chain (Raut et al., 2021). Lee (2021) found that When an accounting firm engages in work in China and uses e-commerce in operation, and when the salary percentage of senior employees, percentage of management consultants, percentage of certified public accountants (CPA)-qualified employees, professionalism of employees, and concentration of business markets are all higher, the two models of annual revenues and operating profits of management consulting companies show consistent results. Furthermore, increasing percentages of management consultants and CPA-qualified personnel in the accounting firm can have a favorable impact on the accounting firm's and management consulting company's allied management consulting business performance (Lee, 2021).
2.2	THEORETICAL REVIEW
Theoretical Foundation: An Overview Having identifies the core principle of early on strategic marketing, to use this principle to construct a theoretical foundation for the field. This foundation is intended to do two innovative things: first, to identify and then provide a theoretical explanation for the two central research and have deep conceptual.Social marketing theory
The theory underlying the discipline of social marketing is to induce voluntary change by selling ideas or lifestyle changes that benefit a target audience or society in general. In basic marketing, to promote a product there are four initial Ps to consider – Product, Price, Promotion, and Place. These Ps represent a blend of basic concepts that provide the background theory. Social marketing subsequently appends four additional Ps: Public, Partnership, Policy, and Purse-string, enabling the marketing program to operate effectively (Kar, 2011).
	According to an advertising consultant, “In marketing terms, a service qualifies as an intangible product. And successful products either bring in money or generate usage and provide benefits” (Gierveld, 2006). An institutional repository meets the criteria as a product that needs to attract its own market through its services to garner scholarly materials and provide the benefit of global access to research.
	A strategic marketing plan has the ability to endorse a library’s scholarly archive. Borrowing a social marketing communications strategy used for a project that persuaded people to increase their recycling habits, the approach offers a practical contextual framework of four elements that can be applied to develop and deliver a communications methodology to influence faculty to engage in showcasing their intellectual property in an open access repository (Gierveld, 2006).
2.4	EMPIRICAL REVIEW
Kotler (2015) expanded the perspective of strategic marketing as a strategic thinking that involves the components of marketing analysis, planning, decision making, marketing mix strategy, innovation, segmentation; targeting, positioning and differentiation focus among others. The concept emphasised that strategic marketing should be adopted as a field of study and contemporary framework help the organisation design and adapt its market strategies in responding to changing environment while creating new customer value. 
In line with this position, Cravens, Piercy, and Cravens (2012) provided a broad perspective with respect to critical domains of strategic marketing by describing it as a market-oriented approach which focuses on organization’s long-term vision, and how it drives its marketing and other operational activities using resources and capabilities to match dynamic, turbulent and competitive environment towards achieving competitive advantage through value adding effort and innovation. The given perspective is considered more holistic view of the meaning of strategic marketing because of its more encompassing domains which form the larger essence of strategic marketing as a perspective and practice. To further advance this broad concept, Osuagwu (2004) defined strategic marketing in a nutshell as involving a process which takes an organization from where it is currently situated to where it intends to be in future time.
A more critical view explains strategic marketing as a process involving how firms behave in ensuring constant interaction with their competitive marketing environment in order to guarantee creation, communication and delivery of value for consistent exchanges and attainment of specific goal and objective (Varadarajan, 2018). This concept gives more encompassing view of strategic marketing. It hinges on the ability of a business organisation to develop strategic thinking capability and use it appropriately to support its operational and marketing activities in dealing with the realities of the changing operating and marketing environment. It should be emphasised that strategic thinking as a key factor involves how a firm thinks, designs and applies appropriate marketing strategy to deal with emerging competitive market situation (Yan & Chew, 2017).
The Chartered Institute of Marketing London (2018) explains strategic marketing as a practice that emphasizes how marketing contributes to creation of value and competitive advantage, while gaining and retaining customers for business success. This perspective further explains how strategic marketing can be adopted in an organization to identify market opportunities, make effective use of limited resources, engage in long-term positioning and achieve superior performance. The given context has not taken cognisance of issue of value creation to drive the sustaining power of organisation’s positioning in the competitive market. In a related perspective, Akinyele (2011) defines strategic marketing as a framework that makes organizations in their varying sizes become responsible to making the best use of their available resources to harness identified market opportunities towards achieving superior market performance in response to changing competitive environment. The author’s perspective of strategic marketing is slightly different in terms of how it ensures an organisation carries out strategic responsibility in terms of managing its changing operating environment in order to ensure survival and success.









CHAPTER THREE
METHODOLOGY
3.0	INTRODUCTION
	This chapter will discuss the method and procedures that will be used in carrying out the research and it will also discuss the research design, population of study, sampling procedures, research instruments, validity and reliability of the instrument and method that will be employed for data analysis.
3.1	RESEARCH DESIGN
The nature of individual research efforts and the targeted are often determined which design or method to employ in realizing them. A researcher, depending on her focus could decide to employ any of the method.
	Due to the nature of the research work, the researcher has chosen to use survey design or survey method to carry out the research work. This will enable the researchers to gathered information combined with the process observing the population for critical analysis. Survey design method was adopted to realize the research objective since it is essentially a design that recognizes importance of people in data gathering about people’s reaction to micro fiancé banks.
	Survey research method is always used by researcher is interested at study certain characteristics attitude motivations, behavior or options of a populations, which may be large or small without attempting to manipulate any variables.
3.2	POPULATION OF STUDY
	population is referred to all objects of particular types, sharps, colour or characters.
	Population is very difficult to observe all the entire staff of MTNIlorin as regard to risk management therefore the total population of the staff of star time Ilorin branch which is going to be used in this research work were 58 .   

n = N*X / (X + N – 1),
3.3	SAMPLING SIZE AND SAMPLING TECHNIQUES
The sample size for this study shall be drawn from the entire population of the staff records of 58 staff of MTN office Ilorin, and the required sample size for this study shall be derived using the Taro Yamane (1967), formula, as stated below;
Formula n where n desired sample size 
Formula n=  	   N
                 1+N (e)2    
N = desire sample size

N = population size 
e = margin error 
For the purpose of research work, stratified random sapling technique were used to determine the sample size (i.e. method it arranging in strata or grades) as sampling techniques used in the research works.

Population is very difficult to observe all the entire staff of MTNIlorin as regard to risk management therefore the total population of the staff of star time Ilorin branch which is going to be used in this research work were 58.   
How did you arrive at 50 respondents as sample?
Using Yaio Tamani Formula	∩ = N
1 + N (e)2
· n = Sample Size
N = Total Population
1 = 1 is Constant
· n = N/1+N (e)
So here we have the following
n = 58/1+58 (0.05)2			
n = 58/1+58 (0.0025)		
n = 58/1+0.145			
n = 58/1.145					
n = 50
3.4	METHODS OF DATA COLLECTION
The method adopted in conducting this research on “impact of strategic marketing on business performance in an organization” was through personal interview and company record.
The research focused on planning section and financial analysis handled the financial control section an main finance department.
INTERVIEW
Interview is a process of asking questions demanding immediate answer to each question through personal contact system.
Interview method was adopted as the foundation for collecting vital information for the study. Some of the official in charge of budget preparation in the organization were interview as well as the some officer in some department.
PERSONAL OBSERVATION
Personal observation was involved during this research work. This involves spending some time with the source officer to observe how accounts are being prepared, some documents in MTN office for the year were also examined.
3.5	INSTRUMENT OF DATA COLLECTION 
	Primary data will be obtained from the selected MTN office Ilorin staffs, customers and general public. Using questionnaire constituting of closed ended questionnaire targeted to Star time office Ilorin, staffs customers and general public.
	This will consists of structural items to elicit information from the respondents; this is adopted because it allows a systematic collection of information about the object of the study.
3.6	METHODS OF DATA ANALYSIS 
Based on the finding of the research work the collected data will be represented in tabular form in the next chapter for each understanding, the collected data will be analyzed and presented using description method and simple percentage the belief behind using this is to ensure effective and easy analysis of the research work. 








CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
1. Introduction
This chapter is concerned with the analysis of the data collected during the course of the investigation of the study.
No matter the quantity and quality of the data collected for a particular study, no much meaningful results can be obtained unless proper and adequate analysis and processing were carried out. In this section, the analysis tools mentioned in chapter three are adequately applied in order to obtain the necessary information required to achieve the set objectives of the study.
In order to answer the research questions, two sections of questionnaires were administered. The questionnaires were administered on the 50 respondents from MTNMobile telecommunication industry in Ilorin. This was done with a view to getting balanced information from the employees of MTNin the subject matter.
The data collected for this study were broadly presented through percentages analysis using descriptive statistical techniques encompassed with inferential analysis. A total of 50 questionnaires were administered out of which all the 50 were completely received for data grid preparation. All fifty copies of returned questionnaires were used for the data analysis and computation. The analysis is carried out to explain such issues as impact of strategic marketing on business performance at MTNmobile telecommunication industry. Data presentation and analysis was done to answer research questions according to how they related to the objectives of the study under 5% level of significant.
4.2 Demographic Characteristics of Respondents
This section presents the socio-demographic information of the respondents presented in frequencies tables and percentages. The study found it crucial to provide evidence of demographic data since it was deemed necessary to obtain such information on account that the respondents background sometimes are clear indicator of the factors that may have economic implication to strategic marketing on business performance in telecommunication industry. The analysis relied on this socio-economic data of the respondents and relate its relevance to the study objectives.
	Table 4.2.1 Gender distribution

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	30
	60.0
	60.0
	60.0

	
	Female
	20
	40.0
	40.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
30 respondents representing 60% indicate by specifying they are male while 20 respondents representing 40% indicate they are female. This means that the majorities (60%) of respondents are a male and this implies male were the agile active workforce dominated in the telecom industry than the female. 
	Table 4.2.1 Age distribution

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	20-30 years
	11
	22.0
	22.0
	22.0

	
	35-40 years
	28
	56.0
	56.0
	76.0

	
	45-50 years
	8
	16.0
	16.0
	92.0

	
	50 years above
	3
	8.0
	8.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
11 respondents representing 22% indicate by specifying their age between 20-30 years, 28 respondents representing 56% indicate their age between 35-40 years, 8 respondents representing 16% indicate their age between 45-50 years while 3 respondents representing 8% indicate their age above 50 years. This directly implies majority of respondents are matured in their early youthful age between 35-40 years and they remain the active workforce in the selected telecommunication industry which means they should be able to provide objective responses especially on issue pertaining to strategic marketing and actual business performance.
	Table 4.2.3 Marital status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Singled
	32
	64.0
	64.0
	64.0

	
	Married
	18
	36.0
	36.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
32 respondents representing 64% indicate by specifying they are singled while 18 respondents representing 36% indicate they are married. This directly implies majorities (64%) of respondents were singled who are highly committed to job related task at STARTIMEwithout distraction because of their low affinity to family responsibilities like the married ones.   
	
Table 4.2.4 Educational Qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE/OND
	7
	14.0
	14.0
	14.0

	
	OND/NCE
	15
	30.0
	30.0
	44.4

	
	HND/BSc
	28
	54.6
	54.6
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
7 respondents representing 14% were SSCE/OND holders, 15 respondents representing 30% indicate the holders of Diploma certificates, while 28 respondents representing 54.6% were degree holders. This means that the literacy cut across the selected industry and they have basic education to provide objective responses in the study.
	Table 4.2.5 Experience

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	5-10 years
	13
	26.0
	26.0
	26.0

	
	10-15 years
	20
	40.0
	40.0
	66.0

	
	20-25 years
	10
	20.0
	20.0
	86.0

	
	25 years & above
	7
	14.0
	14.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025 
13 respondents representing 26% indicate they have minimum of 5-10 years working experience, 20 respondents representing 40% indicate their experience between 10.15 years, and another 10 respondents representing 20% indicate 20-25 years, while 7 respondents representing 14% indicate above 25 years of working experience.  This means that all respondents are experienced staff well exposed to the daily routine jobs and task in the selected industry and will be enable them to provide objective responses that are very vital to the business performance within the various marketing strategies deployed.
4.3: Data Presentation and Analysis
Q1: What factors affecting strategic marketing of the organization’s products in MTN?
	Variable
	No. of Respondents
	Percentage

	
	
	
	

	
	Social 
	15
	30%

	
	
	
	

	
	Values
	5
	10%

	
	
	
	

	
	Technology driven
	30
	60%

	
	
	
	

	Total
	
	50
	100%

	
	
	
	


Source: Field Survey 2025.
In an attempt to explore the factors affecting strategic marketing, 60% of the respondents signify that technological driven affects the product’s performance in MTN, 10% attribute it to product’s values, 30% claimed the social factors of strategic marketing. This implies that technology driven is the most strategic marketing affecting the organizational products at startime.
Q2: What do you think/consider the most important attribute of a Product performance?
	Variables
	
	No. of Respondents
	Percentage

	
	
	
	
	

	
	Price
	
	5
	10%

	
	
	
	
	

	
	Quality
	
	30
	60%

	
	
	
	
	

	
	Quantity
	
	                           15
	                   30%

	
	
	
	
	

	Total
	
	
	50
	100%

	
	
	
	


Source: Field Survey 2025.
In question 2 above, 60% of majority consider quality as an attribute of product performance at MTN. 30% of respondents attribute products performance to quantity while 10% of respondents indicate the price as a marketing strategy to promote product performance. This implies that quality is consider most important attribute of business performance at MTN.
Q3: Do you think there is any relationship between strategic marketing and business performance?
	Variable
	
	
	No. of Respondents
	Percentage

	
	
	
	
	
	

	
	Yes
	
	
	25
	50%

	
	
	
	
	
	

	
	No
	
	
	5
	10%

	
	
	
	
	

	
	
	Not all the time
	20
	40%

	
	
	
	
	
	

	Total
	
	
	
	50
	100%

	
	
	
	
	

	Source:
	
	Field Survey, 2025.
	



From the table in question 3, it could be deduced that 50% of respondents indicate there is relationship between strategic marketing and business performance, 10% claimed there is no linked, while 40% indicate that there is no relationship between strategic marketing and business performance at all. This implies that though not all the times but there is tendency that strategic marketing is related with business performance. 
Q4: Do you agree that strategic marketing helps in effective utilization of organizational resources?
	Variable
	No. of Respondents
	
	Percentage

	
	
	
	
	

	
	Yes
	35
	
	70%

	
	
	
	
	

	
	No
	10
	
	20%

	
	
	
	
	

	
	Undecided
	5
	
	10%

	
	
	
	
	

	Total
	
	50
	
	100%

	
	
	
	


Source: Field Survey 2025.
The table above reveals information on the effectiveness of strategic marketing at MTN. 70% agreed that strategic marketing is effectively promoting organizational resources. 20% of respondents disagree while 10% of respondents neither agree nor disagree. This directly implies that more than two-thirds (70%) agreed that strategic marketing helps in effective utilization of resources.
Q5: Do you agree that planning plays an important role in the organizational marketing strategy?
	
	Variable
	No. of Respondents
	Percentage

	
	
	
	

	
	Yes
	50
	100%

	
	
	
	

	
	No
	-
	-

	
	
	
	

	Total
	
	50
	100%

	
	
	
	


Source: Field Survey 2025.
The above table show that all the 50 respondents i.e. 100% claimed that planning plays a vital role in strategic marketing.

Q6:If “YES” which of these departments handles planning of strategic marketing in MTN?
	
	Variable
	No. of Respondents
	Percentage

	
	
	
	

	A.
	Marketing/sales department
	30
	60%

	
	
	
	

	B.
	Accounting department
	-
	-

	
	
	
	

	C.
	Admin/personnel
	-
	-

	
	
	
	

	D.
	 Customer care department
	20
	40%

	
	
	
	

	Total
	
	50
	100%

	
	
	
	


Source: Field Survey 2025.

The table above shows that the marketing and customer care departments jointly undertake the planning of strategic marketing thus it was most recognized to be the responsibility of marketers in the selected telecommunication industry, that is, 60% agreed unanimously that the marketing department is sole responsible for strategic marketing activities even though there customer care do the same in MTN. 
Q7: Does strategic marketing decision in the organization depend on the outcome of the marketing research activities?
	Variable
	No. of Respondents
	Percentage

	
	
	
	

	A.
	Most times
	43
	86%

	
	
	
	

	B.
	Often
	3
	6%

	
	
	
	

	C
	Seldomly
	4
	8%

	
	
	
	

	D.
	Rarely
	-
	-

	
	
	
	

	Total
	
	50
	100%

	
	
	
	


Source: Field Survey 2025
Q7above show the influence of marketing research outcomes on strategic marketing decision at MTN. It is clearly seen that marketing research outcomes are utilized most times in the rating of marketing decisions of the management as testified by 43 respondents representing 86%, while 3 respondents representing 6% of the total say oftentimes and 4 respondents representing 8% believe that marketing research outcomes are seldom used in marketing decisions in the organization. 
Q8:  How often does your organization undertake marketing research?
	
	
	
	

	A. 
	  Annually
	                   3
	              6%

	B.
	Semi-Annually
	2
	4%

	
	
	
	

	C.
	Quarterly
	-
	-

	
	
	
	

	D.
	Occasionally
	45
	90%

	
	
	
	

	Total
	
	50
	100%

	
	
	
	


Source: Field Survey 2025
Table 4.1.3 above reviews the frequency of marketing research undertaken in bank. It shows that marketing research undertaken in most telecom industry is an occasional event as acclaimed by 45 respondents representing 90% of the total.6% of respondents claimed its annual routines while about 4% claimed it is semi-annual event to undertakes marketing research in selected telecommunication industry. This implies that it is occasional routines to undertakes marketing research in mtn telecommunication industry.
Q9: can one rate the business performance of marketing research activities in your organization?
	Variable
	No. of Respondents
	Percentage

	
	
	
	

	A.
	Very high
	-
	-

	
	
	
	

	B.
	High
	2
	4%

	
	
	
	

	C.
	Average
	40
	80%

	
	
	
	

	D.
	Low
	8
	16%

	
	
	
	

	Total
	
	50
	100%

	
	
	
	


Source: Field Survey 2025.
Q9 above indicates the business ratings performances of marketing research activities. It completely reveals that only 2 respondents representing 4% of the total indicates that the business performance ratings of marketing research activities are high. The business performance ratings of marketing research activities is rated average as clearly revealed by 40 respondents representing 80% while the business performance ratings was believed to be low by 8 respondents representing 16% of the total.


Q10: How would you rate the quality of personnel responsible for carrying out strategic marketing research?
	Variable
	No. of Respondents
	Percentage

	
	
	
	

	A.
	Very high
	-
	-

	
	
	
	

	B.
	High
	45
	90%

	
	
	
	

	C.
	Average
	3
	6%

	
	
	
	

	D.
	Low
	2
	4%

	
	
	
	

	
	Total
	50
	100%

	
	
	
	


Source: Field Survey 2025.
Q10 above shows that the ratings of strategic marketing research personnel at MTNis high as acclaimed by 90% of respondents. However, 3 respondents representing 6% of the total, rated the quality of personnel responsible at MTNaverage, while 2 respondents representing 4% rated the quality of personnel responsible for strategic marketing as low.
4.3 DATA ANALYSIS ACCORDING TO THE RESEARCH QUESTIONS
RESEARCH QUESTION 1:Does Strategic marketing have impact on business performance?
Table 4.3.1: How often do you use strategic marketing for product modification?
	Variable
	No. of Respondents
	Percentage

	
	
	
	

	A.
	Most time
	40
	80%

	
	
	
	

	B.
	Sometimes
	6
	12%

	
	
	
	

	C
	Not at all
	4
	8%

	
	
	
	

	D.
	Not all the time
	-
	-

	
	
	
	

	Total
	
	50
	100%

	
	
	
	


Source: Field Survey 2025.
The table above reveals that 40 respondents representing 80% feels that most times marketing research has impact on product modification, 6 respondents representing 12% feels that sometimes while 4 respondents representing 8%suggest that not at all. Therefore, majorities conceded strategic marketing has impact on product modification. This enhance business performance at MTN.
Table 4.3.2: Does MTNundertake strategic marketing research for promoting business performance?
	Variable
	No. of Respondents
	Percentage

	
	
	
	

	A.
	Yes
	40
	80%

	
	
	
	

	B.
	No
	6
	12%

	
	
	
	

	C
	Sometimes
	4
	8%

	
	
	
	

	D.
	Not all the time
	-
	-

	
	
	
	

	Total
	
	50
	100%

	
	
	
	


Source: Field Survey 2025.
The above table shows that majority of respondents representing 80% suggest that the organization adopt strategic marketing research to promote business performance at MTN,8% suggest “sometimes”, while 12% indicate “no responses”. This implies that part of the organization strategic marketing is to promote business performance





Research question 2: What are the effects of product features on business product development?
Table 4.3.3 product feature has no significant on business performance.
	
	Variable
	No. of Respondents
	Percentage

	
	
	
	

	A.
	Yes
	50
	100%

	
	
	
	

	B.
	No
	0
	0%

	
	
	
	

	C.
	Undecided
	-
	-

	
	
	
	

	Total
	
	50
	100%

	
	
	
	


Source: Field Survey 2025.
Table 4.3.3 above indicates the significance of product features in selected telecom industry. It revealed that the 50 respondents, which are 100% agree strongly that product features have significance importance on business performance. This enhance business product development.
Research question 3: to what extent does planning of marketing research influence business performance?
Table 4.3.4 planning of marketing research is an effective tool for exploiting new business opportunities.
	
	Variable
	No. of Respondents
	Percentage

	
	
	
	

	A.
	Yes
	44
	88%

	
	
	
	

	B.
	No
	-
	-

	
	
	
	

	C.
	Undecided
	6
	12%

	
	
	
	

	
	Total
	50
	100%

	
	
	
	


Source: Field Survey 2025.
Table 4.3.4shows that the effective tool for exploiting new business opportunities at STARTIMEis planning of marketing research. Finding show that 44 respondents which represent 88% strongly agree that planning of marketing research is an effective tool while 6 respondents which represent 12% were undecided. This implies that 88% of majorities conceded in the claim.
4.4 Test of Hypothesis
H01: Strategic Marketing Has no significant Impact on Business Performance
	Table 4.4.1 Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.486a
	.236
	.220
	.44274

	a. Predictors: (Constant), Strategic Marketing


To assess the level of significant impact between strategic marketing and business performance, simple regression analysis was carried out. The result of the regression model in the table shows the value of the regression coefficient R= .486, R- square = .236 and adjusted R- square = .220. From this result, the extent of significant impact between strategic marketing is clarified by the value of the R square. The R- square value denotes 23.6% of business performance is accounted specifically by the strategic marketing adopted by the selected telecom industry.
	Table 4.4.2 ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	2.911
	1
	2.911
	14.851
	.000b

	
	Residual
	9.409
	48
	.196
	
	

	
	Total
	12.320
	49
	
	
	

	a. Dependent Variable: Business Performance

	b. Predictors: (Constant), Strategic Marketing


The analysis of variance table (Anova table above) showed regression sum of square value of (2.911) which is lower than the residual sum of square value of (9.409). This implies that the model accounted for most of the variations in the dependent variable. More so, the F calculated value of (14.851) is greater than the tabulated value of (1.96) indicating a significant impact. In addition, the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (strategic marketing) is positively related with the dependent variable (business performance). Hence, it is posited that there is significant impact betweenstrategic marketing and business performance at 5% level.
	Table 4.4.3: Regression Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	6.374
	.475
	
	13.425
	.000

	
	Strategic_ Marketing
	.389
	.101
	.486
	3.854
	.000

	a. Dependent Variable: Business Performance


The regression coefficient above reveals a direct positive impact of strategic marketing on business performance which implies that as product development increase so the business performance increases as a result of 1% increase in strategic marketing of the selected telecom industry. The effect which show the beta-coefficient (Beta=0.389) to be significant at 5% level. This implies that 38.9% increase in business performance is caused by a unit increase in strategic marketing development at MTN. Therefore, the null hypothesis 1is rejected and alternate hypothesis 1 accepted by posited that there is significant impact of strategic marketing on business performance at 5% level.
H02: Strategic Marketing Enhance Organizational Profitability.
	Table 4.4.4: Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.925a
	.856
	.850
	.34289

	a. Predictors: (Constant), Strategic Marketing


To assess the strategic marketing management enhance organizational profitability, simple regression analysis was carried out in table 4.4.4. The result of the regression model in the table shows the value of the correlation coefficient R= .925, R- square = .856 and adjusted R- square = .850. From this result, it showthatstrategic marketing management enhance organizational profitabilityis clarified by the value of the R square. The R- square value denotes 85.6% of organizational profitabilityis accounted for a change in a unit of product features, and the remaining 14.4% is accounted for the remaining factors outside the strategic marketing management in startime.
	Table 4.4.5 ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	32.954
	2
	16.477
	140.142
	.000b

	
	Residual
	5.526
	47
	.118
	
	

	
	Total
	38.480
	49
	
	
	

	a. Dependent Variable: strategic marketing 

	b. Predictors: (Constant), organizational profitability


The analysis of variance table (Anova table above) showed regression sum of square value of (32.954) which is higher than the residual sum of square value of (5.526). This implies that the model accounted for most of the variations in the dependent variable. More so, the F calculated value of (140.142) is greater than the tabulated value of (1.96) indicating a significant imapct. In addition, the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (strategic marketing management) is positively related with the dependent variable (organizational profitability). Hence, it is posited that strategic marketing management enhance organizational profitabilityat 5% level.
	Table 4.4.6: Regression Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-1.930
	.868
	
	-2.224
	.031

	
	strategic marketing management
	1.305
	.079
	.922
	16.521
	.000

	
	organizational profitability
	.081
	.206
	.022
	.394
	.695

	a. Dependent Variable: BPD


The regression table 4.4.6 show that strategic marketing management (Beta=1.305) influence organizational profitabilitybut not the strategic marketing management(Beta=0.081) at 5% level of significant i.e. p=0.000<0.05. Hence the zero of these two features will bring about 2-times reduction in organizational profitabilityat 5% level of significant. Hence the null hypothesis is rejected and alternative hypothesis accepted by posited that strategic marketing management enhance organizational profitability at 5% level.
HO3: That Relationship Exist Between Strategic Marketing Management and Service Delivery
	Table 4.4.7: Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.525a
	.276
	.261
	.43106

	a. Predictors: (Constant), Strategic Marketing


To assess the level of relationship exist between strategic marketing management and service delivery, simple regression analysis was carried out. The result of the regression model in the table 4.4.7 shows the value of the correlation coefficient R= .525, R- square = .276 and adjusted R- square = .261. From this result, the extent of relationship between strategic marketing management and service deliveryis clarified by the value of the R square. The R- square value denotes 27.6% of the strategic marketing management is accounted for a change in a unit of increase in service delivery.
	Table 4.4.8: ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	3.401
	1
	3.401
	18.304
	.000b

	
	Residual
	8.919
	48
	.186
	
	

	
	Total
	12.320
	49
	
	
	

	a. Dependent Variable: service delivery

	b. Predictors: (Constant), strategic marketing management


The analysis of variance table (Anova table above) showed regression sum of square value of (3.401) which is lower than the residual sum of square value of (8.919). This implies that the model accounted for most of the variations in the dependent variable. More so, the F calculated value of (18.304) is greater than the tabulated value of (1.96) indicating a significant relationship. In addition, the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (strategic marketing management) is positively related with the dependent variable (service delivery). Hence, it is posited that there is significant relationship exist between strategic marketing management and service delivery at 5% level.
	Table 4.4.9: Regression Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	5.892
	.317
	
	18.573
	.095

	
	strategic marketing management
	.297
	.069
	.525
	4.278
	.000

	a. Dependent Variable: service delivery


The regression coefficient above reveals a direct positive relationship between strategic marketing management and service delivery which implies that as strategic marketing management increases so the service delivery increases in the selected telecom industry. The effect which show the beta-coefficient (Beta=0.297) to be significant at 5% level. This implies that 29.7% increase in service delivery is caused by a unit increase in strategic marketing management. Therefore, the null hypothesis 3is rejected and alternate hypothesis 3 accepted by posited that there is exist relationship between strategic marketing management and service delivery at 5% level.
0. DISCUSSION OF FINDINGS
In an attempt to evaluate the use of strategic marketing to exploit business opportunities on product performance of MTN telecommunication industry, Ilorin, the following findings have been revealed.
· That most telecom industry provide the marketing research department of its own to promote business performance.
· That most of the telecom industry source information for research from compilation of data from marketing and customers care department
· That strategic marketing decision of most telecom industry is significantly based on the products’ features in term of product quality and product quantity
· That the MTNresorted to strategic marketing management to overhaul the organizational profitability in favour of reducing the organizational profitability for effective utilization of resources as obtained in regression analysis in hypothesis 2.
· There are adequate qualified and trainees personnel for strategic marketing research in telecommunication industry.
· Strategic marketing management is consider the most vital instrument for service delivery as obtained in regression analysis in hypothesis 3.




















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	Introduction
This chapter is made up of summary, conclusion and recommendation. The summary entails what each of the previous chapters contain, while the conclusion is the outcome of the overall research work and the recommendation is what the researcher finds out on the impact of strategic marketing on business performance.
5.1      Summary
This research looks into the impact of strategic marketing on business performance in the telecom industry which is divided into five chapters.The findings from hypothesis 1 reveals that 23.6% of business performance is accounted specifically by the Strategic marketing adopted by the selected telecom industry. The effect which show the beta-coefficient (0.486) to be significant at 5% level. Therefore, null hypothesis is rejected and the alternative hypothesis one is accepted. 
Findings from hypothesis 2 show that product quality is part of strategic marketing process that influence business product development at 5% level of significant i.e. p=0.000<0.05 and the fact that customers were attached to product quality rather than product quantity. Hence the zero of these two features will bring about 2-times reduction in business product development and ditto the performance reduce at 5% level of significant. Hence the null hypothesis is rejected and alternative hypothesis 2 is accepted. 
Lastly it was found in hypothesis 3 that as planning of marketing research increases so the business performance increases in the selected telecom industry. The effect which show the beta-coefficient (Beta=0.297) to be significant at 5% level. This implies that 29.7% increase in business performance is caused by a unit increase in planning of the marketing research undertaken at startime.  The alternative hypothesis 3 is equally supported. Therefore, this study supported among others the generalist theories that strategic marketing has significant impact on business performance at 5% level.

5.2        Conclusion
Despite the huge amount of money spent for the promotion activities in most telecom industry, the products are not well recognized. This means that the planning and marketing research of the telecom industry are the most important areas to consider as part of strategic marketing process. Organization succeed more with uniqueness in product quality rather than quantity or uniformity in product features. Uniqueness entails doing things completely different from the usual way adopted by competitors in the telecom industry. To have uniqueness in product features, the organization need to employ the right caliber of people who are to plans extensively in marketing research to improve business performance. So, for the industry to exploit new business development aimed at bring change in product quality for the purpose of gaining a competitive edge and advantage over the competitors, planning is essential for strategic marketing. To achieve these, MTN must devise a means for planning stage so that strategic marketing will bring a positive change to business performance. If sufficient marketing research is undertaken, then the chances of failure are reduced and business performance increase. Indeed, the danger that many telecom industries wish to avoid is the business development of products without proper planning stage for marketing research. Planning of marketing research would lead to higher new product features and increase product performance as integral process of business performance. Therefore, telecom industry which use strategic marketing intensively and understand customers response in great depth are more likely to have higher success rates in business performance. The more extensive use of strategic marketing appears to be related to more experience in doing and a larger role for business product development. Finding have shown that use of strategic marketing is also allows telecom industry to set quantitative goals for product quality that enhance business performance.
5.4         Recommendations
In order to undertake strategic marketing process and business performance, thestudy is making the following recommendations. 
I. Most telecom industry should invest in strategic marketing activities to enable more customers to patronize them and to increase the business performance.
II. Also, telecom industry should adopt the scientific method of product planning of marketing strategy to exploit new business opportunities as obtained in the analysis. 
III. Another recommendation that can be put forward is that, more money should be invested in marketing research to enhance products’ improvement in term of quality. 
IV. They should also take note of the types of research approach used at the stage which includes monadic approach which is concern with comparing the concept with or against existing competitors. 
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