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ABSTRACT
Small and medium enterprises in Nigeria are shrinking rapidly. Competition is stiff within the small and medium enterprises and product performance has not been effective compared to the last decade. The challenge currently being faced is how small and medium enterprises policies, instruments and marketing techniques to serve as a basis for the country’s sustained economic development. The study sought to establish the impact of innovative marketing strategies on business performance of SMEs in Kwara state. This study’s target population was small and medium scale enterprise. The study intended to use sample size of 312 and questionnaires were administered to the respondents. Data collected was analyzed using multiple linear regression analysis. Data analysis was done using Statistical Package for Social Sciences (SPSS version 23). Based on the findings, the study concludes that social media marketing increases market share, marketing automation enhances competitive advantage and mobile marketing improves brand awareness. The study recommends that SMEs in Kwara state should continue to improve on their marketing strategies in order to increase market share, brand awareness and gain competitive advantage. Lastly, the study draws innovation for sustainability into the multidimensional mix as a new key ingredient for sustained competitive advantage in today’s environment.
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CHAPTER ONE
INTRODUCTION
1.1 Background to the study 
Research in developing small and medium scale enterprise (SMEs) in the world particularly in Nigeria is probably long overdue as SMEs is now the hub for the economic development of the country. It is one of the most important factors that drive trade and economy in general (Francis, 2015). 
India for example is one of the very few countries to have consistently supported small-scale enterprises in order to promote greater employment and perhaps also a more egalitarian distribution of wealth. This led to the growth of small enterprises in terms of output, employment and exports. Since the time of independence, the small-scale sector in India has been a major contributor to country’s Gross Domestic Product (GDP). Phrases such as ‘lifeblood of the economy’ are used by politicians to describe SMEs’ contribution to the economic welfare of society (Vasanth, Mousumi & Krishna, 2012)
Small and medium business types are well-known for its strong roots and foundation. Through the experience and aid coming from the financial institutions, the small and medium enterprise can compete in both domestic and international market. Small and Medium Enterprises (SMEs) play a vital role for the growth of Indian economy by contributing 45% of industrial output, 40% of exports, creating 1.3 million jobs every year and produce more than 8000 quality products for the Indian and international markets. SME’s contribution towards GDP in 2011 was 17% which is expected to increase to 22% by 2012. There are approximately 30 million MSME Units in India and 12 million people are expected to join the workforce in the next three years (Vasanth, Mousumi & Krishna, 2012).
However, innovative marketing strategy has been a driving force for competitive scuffle in the present chaotic environment of Nigeria. Introducing new products and services are at the nucleus of economic growth and development. The ability to innovate has caused researchers to study activities leading to initiative advancement of individuals and organizations. Small firms all over the world furnish a strong increase to employment and economic growth specifically due to their innovative activities which becomes a main force of explaining competitive advantage and firm performance (Ussahawanitchakit, 2012).
Tinoco (2005) maintained that innovative marketing or marketing innovation is the generation and implementation of new ideas for creating, communicating, and delivering value to customers and managing customer relationships. This research argues that marketing innovation should be developed concurrently with product innovation. Moreover, in times of globalization, businesses face rapid changes both in customer needs as well as in the nature of the markets. In order for companies to gain a competitive edge and improve their performance, they have to develop new products and strategies to attract new customers and satisfy existing ones. That is why the notion of innovation, which moves a company forward, is now becoming more important. Innovation can generally be characterized as creating something new, not yet existent, which potentially has the ability to attract a customer’s attention.
Furthermore, to improve a firm’s competitiveness and performance Suraksha (2016) conducted research showing the link between marketing innovations in an enterprise and an increase in the competitiveness of the brand or retailer. It is pertinent to note that in local, national, and global world, the pressure of competition has increased and bargaining power of customers (i.e.; the people who create the demand), have strengthened. Customers are unable to deal with the flood of information and perceive that, the different products and services as substitutable in terms of quality and performance. At such stage, it becomes a herculean task for small and medium scale enterprise (SMEs) to draw the attention of customer and have a hold on target market and market share. In such a situation the SMEs should have an integrated business strategy which combines social media, marketing automation and mobile marketing to improve business performance.
Organisational performance is the extent to which a company, as a social system with certain resources, is able to fulfill its goals without being obliged to incapacitate its resources and means or putting excessive strain on its employees (Hahem, 2015). Organizations perform various activities to accomplish their organizational objectives. It is these repeatable activities that utilize processes for the organization to be successful that must be quantified in order to ascertain the level of performance and for management to make informed decisions on where, if needed, within the processes to initiate actions to improve performance. Innovative marketing overtime has help organisation achieve a set of innovative processes and actions that market and communicate new products and services to a targeted group of customers. Further, innovation is an activity which includes new ideas that have an innovative impact to a new product and services. However, the need to promote organisational products and services, introduce market research into user’s needs, trends and behaviors and develop product designing and introducing a new product in a unique place, placing the product in unique way and promoting the products in an unconventional way has led many firms to adopt innovative marketing strategies. 
On this basis, this research therefore seeks to examine the impact of innovative marketing strategy on business performance in selected small and medium scale enterprise in Kwara state.
1.2 Statement of the Problem 
It is understood that innovative marketing strategy has become a key driver for better competitiveness of firms. Small firms in particular, have been found to provide jobs for about 75% of the workforce of any country. In periods of liberalization and privatization small firms especially in emerging economics, has become vital economic tools and bedding seeds for entrepreneurship development and indigenous technology that create employment and are better positioned over bigger firms in their capacity to be innovative. 
However the need to improve market share, gain competitive edge, and increase customer satisfaction has led many businesses to improve on their marketing strategies through innovation. This research will therefore use the various innovative marketing strategies to solve the identified problems and also examine their impact on the performance of small and medium scale enterprises in Kwara state.

1.3 Research Question 
On the basis of the above research problems, the following questions was formulated:
i. To what extent does social media marketing have on market share?
ii. To what extent does marketing automation affect competitive advantage? 
iii. What effect does mobile marketing have on brand awareness? 
1.4 Research Objectives 
The main objective of this study was to examine the impact of innovative marketing strategy on business performance in selected small and medium scale enterprise. While the specific objectives where to:
i) examine the effect of social media marketing on market share. 
ii) determine the impact of marketing automation on competitive advantage.
iii) assess the effect of mobile marketing on brand awareness. 
1.5 Research hypotheses 
Ho1- there is no significant effect of social media marketing on market share.
Ho2- there is no significant impact of marketing automation on competitive advantage
Ho3- mobile marketing does not have significant effect on brand awareness.
1.6 Significance of the Study 
Marketing innovation is the capacity to re-conceive the existing industry model in ways that create new value for customers, undermine competitors, and produce new wealth for all stakeholders. This study was based on the impact of innovative marketing strategy on small firm’s performance in Ilorin, Kwara State. It would educate stakeholders in business sector especially the marketers and the management team on the benefits of innovative marketing strategy emphasizing how it can enhance the customer base of an organization leading to improved firm’s performance. 
The study would also contribute to the existing body of knowledge and would be a good reference material to students who may wish to use this study as a springboard to undertake their own research and it would also help the governments, institutions and the populace who are interested in studying more extensively on the impact of innovative marketing on organisational performance.
1.7 Scope of the study
This study covers the impact of innovative marketing strategy on small and medium firm’s performance in Ilorin, Kwara State. It would cover some selected small firms in Ilorin metropolis because they are more exposed to marketing functions. The time frame for this study is 6 months.


1.8 Definition of Terms
1.8.1	Innovative marketing strategy: is the implementation of new marketing method involving significant changes in product design or packaging, product placement, product promotion or pricing.
1.8.2	Marketing automation: Marketing automation is technology that manages marketing processes and multifunctional campaigns, across multiple channels, automatically. With marketing automation, businesses can target customers with automated messages across email, web, social, and text.
1.8.3	Social media: Social media are interactive Web 2.0 Internet-based applications. User-generated content—such as text posts or comments, digital photos or videos, and data generated through all online interactions—is the lifeblood of social media.
1.8.4	Mobile marketing: Mobile marketing is a multi-channel online marketing technique focused at reaching a specific audience on their smartphones, feature phones, tablets, or any other related devices through websites, E-mail, SMS and MMS, social media, or mobile applications. 
1.8.5	Competitive advantage: Competitive advantage refers to factors that allow a company to produce goods or services better or more cheaply than its rivals. These factors allow the productive entity to generate more sales or superior margins compared to its market rivals.
1.8.6	Brand awareness: Brand awareness is a marketing term that describes the degree of consumer recognition of a product by its name. Creating brand awareness is a key step in promoting a new product or reviving an older brand. Ideally, awareness of the brand may include the qualities that distinguish the product from its competition.










CHAPTER TWO
LITERATURE REVIEW
2.0	Preamble
This chapter reviews related literatures on the concept of innovating marketing strategies on business performance. It will be discussed on the following headings; conceptual review, theoretical review, empirical review and research gaps.
2.1	Conceptual Review
2.1.1	Concepts of Marketing
The term ‘Marketing’ has been defined in many ways by different authorities. According to American Marketing Association (AMA), marketing consists of the performance of business activities that direct the flow of goods and services from producer to consumer or user. Marketing is the management function that organises and directs all business activities involved in assessing and converting consumer purchasing power into effective demand for a specific product or service, and in moving it to the final consumer or user so as to achieve the profit target or other objectives set by the company (British Institute of Marketing). Also, it is a social process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others (Kotler, 2000). 
It is a total system of business activities designed to plan, price, promote and distribute want-satisfying goods and services to present and potential customers (Stanton, 2003). Further, it is the business function that identifies customers’ needs and wants, determines which target markets the organisation can serve best, and designs appropriate products, services, and programmes to serve these markets (Kotler & Armstrong, 2000). Marketing is the business process by which products are matched with markets and through which transfer of ownership is effected (Cundiff & Still, 1964). 
These definitions are better explained through the examination of the following terms: needs, wants, demands, products, exchange, and some others (Kotler, 2001).
2.1.2	Basic Concepts Underlying Marketing 
i. Needs: The most basic concept underlying marketing is that of human needs. Human needs are states of felt deprivation. These needs include basic physical needs for food, clothing, shelter and safety; social needs for belonging and affection; and individual needs for knowledge and self-expression. The needs are in-built in human nature itself. It is not invented by marketers. That is, they naturally exist in the composition of human biology and human condition. When the needs are not satisfied, a person will try to reduce the need or look for an object that will satisfy it (Kotler, 2001).
ii. Wants: Human wants are desires for specific satisfaction of deeper needs. For example, a man in the village needs rain and food and wants fertilizer. Also, a man may want yam, rice, body cream, a bag, a wrist-watch, etc. but needs money. Human needs may be few, but their wants are numerous. These wants are continually shaped and re-shaped by social forces and institutions such as families, church, schools and business corporations. Marketers do not create needs; needs pre-exist in marketing. Marketers, along with other operatives in society, influence wants. They suggest and inform consumers about certain products and persuade them to purchase, stressing the benefits of such products (Kotler, 2001).
iii. Demands: People have almost unlimited wants but limited resources. They want to choose products that provide the most value and satisfaction for their money. When backed by purchasing power, wants become demand. That is, demand want for specific products that backed up by an ability and willingness to buy them. For example, many desire a car such as Mercedes Benz, Toyota, BMW, Honda, etc. but only a few are really willing and able to buy one. It is therefore important for marketing executives to measure not only how many people want their company’s products, but also measure how many of them would actually be willing and able to buy them (Kotler, 2001).
iv.  Products: People normally satisfy their wants and needs with products offered in the market. Broadly, a product can be defined as anything that can be offered to someone to satisfy a need or want. Specifically, a product can be defined as an object, service, activity, person, place, organisation or idea. It should be noted that people do not buy physical objects for their own sake. For example, a lipstick is bought to supply service (beautify); toothpaste for whiter teeth – prevent germs or give fresh breath or sex appeal. The marketer’s job is to sell the service packages built into physical products. If one critically looks at physical products, one realises that their importance lies not so much in owning them as in using them to satisfy our wants. For example, we do not buy a bed just to admire it, but because it aids resting better. 
v. Exchange: Marketing takes place when people decide to satisfy needs and wants through exchange. Exchange is therefore the act of obtaining a desired object from someone by offering something in return. Exchange is only one of the many ways people can obtain a desired object. For example, hungry people can find food by hunting, fishing or gathering fruits. They could offer money, another food or a service in return for food. Marketing focuses on this last option. As a means of satisfying needs, exchange has much in its favour, people do not have to depend on others, nor must they possess the skills to produce every necessity for themselves. They can concentrate on making things they are good at in exchange for the needed items made by others. Thus, exchange allows a society to produce much more than it would (Kotler, 2001). 
However, Kotler (2000) states that for exchange to take place, it must satisfy five conditions, namely: (i) There are at least two parties, (ii) Each party has something that might be of value to the other party, (iii) Each party is capable of communication and delivery, (iv) Each party is free to accept or reject the offer, and (v) Each party believes it is appropriate or desirable to deal with the other party. These five conditions make exchange possible. Whether exchange actually takes place, however depends on the parties coming to an agreement. It is often concluded that the act of exchange has left both of them better off, or at least not worse off. Hence, exchange creates value just as production creates value. It gives people more consumption possibilities (Kotler, 2001).
vi. Relationship Marketing: Relationship marketing is a process of creating, maintaining and enhancing strong value-laden relationships with customers and other stockholders. 
vii. Markets: A market is defined as a set of all actual and potential buyers of a product and service. These buyers share particular needs or wants that can be satisfied through exchange. The size of a market depends on the need of people with common needs and has resources to engage in exchange, and is willing to offer these resources in exchange for what they want. Originally, the term ‘market’ stood for the place where buyers and sellers gathered to exchange their goods, such as a village square. However, Economists often use the term to refer to a collection of buyers and sellers who transact in a particular product class, such as clothing market electronic market, cattle market, etc. (Kotler, 2001).
viii. Marketers: A marketer is someone seeking a resource from someone else and willing to offer something of value in exchange. A marketer could be a buyer and a seller. For example, Mr. X sells TV to Mr. Y or Mr. X produces TV sets in XYZ Company which he bought for personal use (Kotler, 2001).


2.1.3	Functions of Marketing 
The functions of marketing can be classified into three: namely merchandising function, physical distribution and auxiliary function (Drucker, 1999).
(A) Merchandising Function 
i. Product Planning and Development: Product planning starts with idea generation, idea screening and development of a prototype product. It also takes into consideration the purchasing power of the consumers, taste and market segmentation. Research and development is established for the analyses of ideas generated (Drucker, 1999).
ii. Standardisation and Grading: this is concerned with setting certain standards/levels to accomplish the produced goods. This is carried out by the production department and regulated by some government agencies, such as Standards Organisation of Nigeria. For example, Sprite is 30 cl, Coke is 35 cl, etc. 
iii. Buying and Assembling: Here, we are concerned with the marketing institutions that purchase goods or services at cheaper prices in order to resell at minimum prices to the end-users. These marketing institutions include the wholesalers, retailers and agents (Drucker, 1999).
iv. Selling: This is concerned with selling of the finished goods to the end-users either through the manufacturers or the marketing channels. In order to get the attention of their target consumers, they embark on various promotional strategies, such as discounts, promo tools, bundle sales, bonuses, etc.
(B) Physical Distribution 
i. Storage: Storing of goods to meet future demands and for time and other utilities (Drucker, 1999).
ii. Transportation: The movement of goods from the manufacturer down to the target consumers. This includes material handling, warehousing, etc. 
(C) Auxiliary Function 
i. Marketing Finance: That is, allowing credits to customers and as well as obtaining credit from customers, such as Banks, individuals, etc. 
ii. Risk-Bearing: Risk means ‘uncertainty’. Entering into a business entails risks, such as loss of items, road attack, weather risk, etc. 
iii. Market Information: Gathering necessary information about the markets, the target consumers in terms of their purchasing power, taste, colour, choices, competition, and their products (Drucker, 1999).
2.1.4	The Role of Marketing 
The first and foremost role is that it stimulates potential aggregate demand and thus, enlarges the size of the market. You might ask, how does it help in the economic growth of a country? The answer is that through stimulation of demand people are motivated to work harder and earn additional money (income) to buy the various ideas, goods and services being marketed. An additional advantage which accrues in the above context is that it accelerates the process of monetizing the economy, which in turn facilitates the transfer of investible resources (Stanton, 2003).
Another important role which marketing plays is that it helps in the discovery of entrepreneurial talent. Peter Drucker, a celebrated writer in the field of Management, makes this point very succinctly when he observes that marketing is a multiplier of managers and entrepreneurs. 
It helps in sustaining and improving the existing levels of employment. You may ask, how does it happen? The answer is that when a country advances economically, it takes more and more people to distribute goods and proportionately a lesser number to make them. That is, from the employment point of view, production becomes relatively less significant than marketing and the related services of transportation, finance, communication, insurance, etc. which spring around it (Stanton, 2003).
2.1.5	Concept Marketing Strategies
According to Kotler (2000) “Marketing Strategy is the marketing logic by which the business unit expects to achieve its marketing objectives. Dibb & Simkin (2001) opined that marketing Strategy indicates the specific markets towards which activities are to be targeted and the types of competitive advantage to be exploited. According to Piercy, “marketing strategy is choosing market targets and a strong market position base on differentiating capabilities to create a robust and sustainable value proposition to customers and networks of critical relationships.” 
Thus from the above definitions one can assert that a marketing strategy is a process that can allow an organization to concentrate its limited resources on the greatest opportunities to increase sales and achieve a sustainable competitive advantage. A marketing strategy should be centered on the key concept that customer satisfaction is the main goal. Fulfillment of wants of the prospects is one the important goals of marketing activities. A prospective buyer is known as a prospect (Kotler, 2000).
Developing Marketing Strategy:
According to Anupamaa (2013), to frame a marketing strategy one should first take into consideration the Vision and Mission statements of the company. 
i. Vision Statement: Developing a vision statement is the first step in planning. Vision is what a firm would ultimately like to become, it encompasses the basic strategic intent of a firm. Vision acts as a strong motivator to take necessary action for bringing aspirations into reality. 
A typical vision statement can be for example “to be the most admired and responsible Integrated Power Company with international footprint, delivering sustainable value to all stakeholders.” 
ii. Mission Statement: A mission statement identifies the scope of a firm’s operation to achieve its organizational goals. Hunger and William (1999) state that “mission is the reason for organization’s existence”. Most of the firms obtain their mission statements from a particular set of actions they want to perform. Hence, the statements of mission have to be clear, precise, motivating, distinctive and indicative of how to accomplish the goals (Anupamaa, 2013).
Microsoft’s mission for instance is to create software for personal computer that empowers and enriches people in the workplace, at school, and at home. As the world’s leading software provider Microsoft strives to produce innovative products that meet the customers evolving needs (Issac, 2012). 
iii. SWOC Analysis: The overall evaluation of company’s Strengths, Weaknesses, Opportunities and Challenges is called SWOC analysis. In order to frame marketing strategies the firms need to analyse their Strengths, Weaknesses, Opportunities and Challenges so as to take appropriate steps to achieve its marketing objectives. SWOC analysis helps the organisation in identifying its hurdles and the available resources to overcome them (Anupamaa, 2013).
iv. PESTEL Analysis: In PESTEL analysis the marketer studies the political, economic, socio-cultural, technical, environmental and legal aspects which affect the organisation. These are the external factors which have to be studied while framing the strategies to achieve the firm‟s objectives (Anupamaa, 2013).
2.1.6	Marketing Strategy & Marketing Mix 
Marketing Mix is the term coined by Neil Borden and is used to describe the combination of the fair inputs which constitute the core of a company’s marketing programme. Once an organization has decided on its overall competitive marketing strategy, it is ready to begin planning the details of the marketing mix. The marketing mix is one of the major concepts in modern marketing. Marketing mix is defined as the set of controllable, tactical marketing tools that the firm blends together to produce the response it wants in the target market. In other words, the marketing mix consists of everything the firm can do to influence the demand for its product. It is also described as the combination of the four inputs that constitute the core of a company’s marketing system: the product, the price, place and the promotion (Kotler, Amstrong, Brown & Adam.2006). 
It should be noted however that the four ingredients in the mix are interrelated. Also, the decisions in one area usually affect action in the others. Each of these four variables contains countless variables. For instance, a company may market one product or several related or unrelated products. It may distribute its products/services through wholesalers, or directly to retailers, and so on. It therefore implies that management must select the combination that will best adapt to the environment. In essence, management is seeking the mix that will lead to the optimal synergistic results. 
Marketing Mix basically is combination of various elements, which in their totality, constitute marketing system of firm. These elements are often described as FOUR P‟s: Product, Price, Promotion and Place. The marketer needs to study these four P‟s in order to draft a marketing programme to achieve its marketing goal. Various aspects that one needs to study under each “P” are indicated as under (Kotler et al, 2006). 
a. Product: In marketing, a product is anything that can be offered to a market that might satisfy a want or need. Managing the product includes product planning, product development, product design, product mix, product innovation, standardisation and branding. Positioning is an important aspect which helps the people to categorize the product. Positioning is “how organisations want their consumers to see their product”. What message about the product or service is the company trying to put across? Developing a positioning strategy depends much on how competitors position themselves. Do organisations want to develop „a me too‟ strategy and position themselves close to their competitors so consumers can make a direct comparison when they purchase? Or does the organisation want to develop a strategy which positions themselves away from their competitors? Offering a benefit which is superior depends much on the marketing mix strategy the organisation adopts. The pricing strategy must reflect the benefit offered and the promotion strategy must communicate this benefit. 
Furthermore, product means the goods and services’ combination the company offers to the target market. A product, service or idea may be defined as something which is given to consumers in exchange for a price. Managing the product ingredients includes planning and developing the right products and/or services to be marketed by the company. Guidelines are needed for changing existing products, adding new ones, and taking other actions that affect the assortment of products carried. Activities related to a product, service or idea include the following: quality, features, style, brand name, packaging, sizes, services, warranties, returns, etc (Kotler et al, 2006). 
Research and experience in the marketplace have indicated that a marketer should treat the product as a bundle of satisfaction offered to consumers rather than as a physical item. This is so, because consumers really seek satisfaction of their needs and desires rather than physical products. For example, the purchaser of a refrigerator wants trouble-free operation, space, convenience, an aesthetic design rather than just a refrigerator cabinet and motor. Also, the buyer of a wristwatch wants accurate timing, reliability, status, attractive design and no maintenance, not merely pieces of metal, plastic, and glass. Therefore, marketers who view the product as a bundle of satisfaction are able to fulfill their mission of servicing the consumer, and can benefit accordingly through increased sales.
Positioning Strategies: There are seven positioning strategies that can be pursued: 
i. Product Attributes: What are the specific products characteristics? 
ii. Benefits: What are the gains to the customers? 
iii. Usage Occasions: When / how the products are utilized? 
iv. Users: Identify the class of customers. 
v. Against a Competitor: Positioned directly against the rival companies. 
vi. Away from a Competitor: Positioned away from the rival companies. 
vii. Product Classes: Compared to different categories of products (Kotler et al, 2006). 
b.	 Price: Price is defined as the amount of money that consumers must pay in exchange for the product, service or idea. Generally, marketers consider the following factors in setting prices: 
i. Target customers: How much they will buy at various prices, in other words, price elasticity of demand. 
ii. Cost: How much it costs to produce and market the product i.e. both production and distribution costs. 
iii. Competition: Severe competition may indicate a lower price than when there is monopoly or little competition. 
iv. The Law: Government authorities place numerous restrictions on pricing activities. 
v. Social Responsibility: Pricing affects many parties, including employees, shareholders and the public at large. These should be considered while pricing (Kotler et al, 2006). 
There are other factors as well, besides the ones listed above which a marketer has to consider. 
The management is required to determine the basis for fixing the price of the product and then establish policies for dealing with discounts, subsidies, freight payments and price related situation. Various Pricing strategies generally adopted by the firms are: 
i. Penetration Pricing Strategy: Here the product is introduced throughout the market at a lower cost. Penetration pricing is the pricing technique of setting a relatively low initial entry price, usually lower than the intended established price, to attract new customers. The strategy aims to encourage customers to switch to the new product because of the lower price. 
ii. Skimming Pricing Strategy: Skimming pricing strategy emphasizes on launching the product at a high price. This strategy is effective when the potential market size is limited, buyers are willing to pay high price and potential competition is limited. 
c. Place: Basically, place or distribution activities are used to transfer ownership to consumers and to place products, services or ideas at the right time and place. Distribution is made up of two components: (1) physical distribution, and (2) channels of distribution. 
Physical Distribution: Consists of the activities involved in moving products or services from producer to consumer. Examples include: Transportation, Warehousing and storage, Order processing, Inventory control and Location. 
Often, the objective of physical distribution is to move goods to consumers at minimum cost. The physical distribution network should be oriented towards the needs and desires of target consumers (Anupamaa, 2013).
The Channels of Distribution: Those routes through which the ownership of goods, services and ideas flows on the way from producer to consumer. In establishing channels of distribution, marketers should decide which marketing functions are needed in order to satisfy target consumers, and then determine which institution (such as wholesalers and retailers or the manufacturer himself) can best perform these functions. The overall objective is to maximise service to the consumer at a profit to the marketer. 
Under this stage of the marketing mix, the marketer has to look into various activities which place the product in the hands of the customers. Here the firm needs to select the appropriate channels of distribution and effective distribution system to place the product at right time in the market. 
Market is an arena for potential exchange (Kotler, 1986). Market segmentation becomes an important aspect in distribution. Market segmentation is sub-dividing the market into segments which are homogenous in nature for carrying out distribution efficiently to target markets. Target Marketing is to break a market into segments and then concentrate marketing efforts on one or a few key segments. It can be the key to a small business’s success. The advantage of target marketing is that it makes the promotion, pricing and distribution of the products and/or services simple and more cost-effective. Target marketing helps to focus on all of the marketing activities. When one discusses market and market dominance there are four types of market dominance strategies: 
i. Market Leader: The market leader is dominant in its industry. A market leader is always ahead in developing innovative products and new business models. A market leader has significant presence, substantial market share in the industry and is recognized as the leader by other firms. Competitors will always strive to attack the leader on its weak point or challenge in its strong area. Therefore they need to remain in that position and maintain the same, e.g. Microsoft, Gillette, LG, Hero Motor Corp. (formerly Hero Honda). 
ii. Market Challenger: A market challenger is a firm in a strong, but not dominant position that is following a forceful strategy of trying to achieve market share. It typically attacks the industry leader (e.g. Pepsi targets Coke) but it could also attack smaller, more vulnerable competitors. 
iii. Market Followers: Market followers choose to emulate the leader rather than attack it. Most follower firms make products as per the product innovations of the market leaders. If the follower targets a market leader with the similar quality offering and at the similar price, it might have to encounter severe attacks from the market leader. So, unless the follower has some strong points in its armour it will not target the market leader e.g. Panasonic following Sony. 
v. Market Nicher: In nicher strategy the firm focuses on a few selected target markets, thus also called as focus strategy. It is expected that by focusing marketing activities on one or two narrow market segments and adapting one’s marketing mix to these specialised markets, one can better fulfill the needs of that target market. The nicher has to be big enough to be profitable, but small enough to be overlooked by the major industry players e.g. Nike constantly created a new niches- cycling, walking, hiking etc. Market nicher can be attacked by big companies once they note that the niches are booming (Anupamaa, 2013).
Firms should analyse their resources and know for themselves whether they are going to be leaders, challengers, followers or nichers. Market segmentation would further help in understanding whether a firm should follow a Standard marketing strategy or a Customised marketing strategy. 
i. Standard marketing strategy: It is when a firm develops and implements the same product, price, distribution and promotion strategies in all markets. 
ii. Customised marketing strategy: Where a firm develops and implements a different marketing mix for each target market. 
d.	Promotion: Promotional activities consist of various means of communicating persuasively with the target audience. The important promotional methods are: 
i. Advertising – where an identified sponsor pays media (NTA, for instance) to transmit messages to target consumers. 
ii. Personal selling – where sales representatives employed by the firm engage in interpersonal communications with individual consumers and prospective customers. 
iii. Sales promotion – where the marketer utilises displays, demonstrations, premiums, contests, or similar devices to supplement advertising and personal selling. 
vi. Publicity and public relations – where both publicity and public relations are used to stimulate supportive news items about the firm and its products that have greater credibility with the public than advertising (Anupamaa, 2013).
Like other elements of the marketing mix, promotion should be aimed at the target audience rather than at consumers at large. If target consumers are in the upper income group, promotional messages for, say, colour TV sets might highlight movies such as status, and prestige associated with owning a colour television, whereas if they are in the lower-income group, the price of a model might be emphasised. If target consumers tend to be highly educated, promotion messages should be more sophisticated than when target consumers have low levels of education. Failure to consider the unique characteristics of the target consumer can result in ineffective promotional efforts (Anupamaa, 2013).
Promotion includes all the activities carried out to make people aware about the product. Advertising, Personal selling and various promotional programmes are the major activities which do the work of informing and persuading the prospects to buy the products. Advertising is any paid form of personal or non-personal communication. It is a notice or an announcement to the public with the use of printing materials, pictures, or written words, audio or visual media. One can use Indoor Advertisements which are in the form of newspapers, magazines, radio, television and films; Outdoor Advertising in the form of posters, painted display, travelling display, electrical sign, sky writing and sandwich men; Direct Advertising which are directly referred to individuals/institutions/companies through sales letters, circulars, broadsides, gifts, catalogues, package inserts, tele calling; Indirect Advertising through window display, interior display, showrooms and exhibitions. Digital advertising through mobiles, internet and on-line advertising is another area which can be explored for the same (Anupamaa, 2013).
Personal selling refers to oral communication made by the salesmen or the various intermediaries amongst the prospects with the intention of making sale. It is selling a product on one to one communication basis. In other words, it is promoting a product through word of mouth by the sales persons or intermediaries. 
Push & Pull strategies of Promotion are: 
i. Push Strategy: A Push promotional strategy uses company’s sales force and trade promotion activities to generate consumer demand for a product. The manufacturer promotes the product to wholesalers, wholesalers promote it to retailers and retailers promote it to consumers. Here the product is pushed on to the final consumer therefore the name- Push. 
ii. Pull strategy: A Pull strategy is based on huge advertisements and promotional activities carried out by the manufacturer to create demand for the product. Consumer pull the product through the distribution channel forcing the wholesalers and retailers to stock it, hence the name pull strategy (Vignalis & Davis, 2004).
Depending upon the decision relating to the amount to be spent on promotion one can decide how to promote a product effectively which reaches the target audience. 
Borden’s marketing mix which comprised 4P’s as discussed above was challenged by many. Especially 1980 onwards, many researchers proposed new P’s into marketing mix. Kotler (1986) includes political power and public opinion formation to the P’s concept. Baumgartner (1991) recommends the concept of 15 P’s. MaGrath (1986) proposes the addition of 3 P’s (personnel, physical facilities and process management). Vignalis & Davis (1994) suggest the addition of S (service) to the marketing mix. Goldsmith (1999) suggests that there should be 8 P‟s (product, price, place, promotion, participants, physical evidence, process and personalization). Many doubted the effectiveness of marketing mix in its original form and proposed to have alternative approaches for the same (Vignalis & Davis, 2004).
2.1.7	Marketing Strategies and Product Life Cycle 
As human beings have various stages in their life, similarly a product also goes through various stages in its life span. Product Life Cycle (PLC) is a crucial aspect which has to be studied by the firm for its survival and growth in the market. It helps a firm to manage the risk of launching a new product more effectively and further to understand the various stages in the life of a product and accordingly frame strategies to achieve the marketing goal. The typical PLC consists of four main aspects: (1) Introduction; (2) Growth; (3) Maturity; (4) Decline (Vignalis & Davis, 2004).
Characteristics of Various Stages of the Product life cycle (PLC):
i. Introduction stage of PLC: A lot of research and development is required for launching a new product in the market followed by heavy promotion. The product is advertised to create awareness. If the product has no or few competitors, a skimming price strategy can be adopted. Advertising differentiates the product. Pressure of immediate profit does not exist. 
ii. Growth stage of PLC: Due to promotion and acceptance of the product in the market the sales start increasing. Competitors are drawn into the market with very similar offerings. Products become more profitable in this stage. Companies think of forming alliances, joint ventures take each other over. Amount spent on advertising is high and it aims at building brand. Market share is likely to stabilize (Vignalis & Davis, 2004).
iii. Maturity stage of PLC: Those products that survive the earlier stages are likely to stay longest in this phase. Sales increase at a decreasing rate and then stabilize. Companies attempt to distinguish products and brands are a key to this. Price wars and severe competition occur. In this stage the market reaches saturation. Companies begin to leave the market owing to poor margins. Promotion becomes more extensive and uses a greater variety of media. Advertising puts price ahead of the competition. 
iv. Decline stage of PLC: In this stage there is a downturn in the market. Innovative products are introduced or consumer preferences have changed. There is severe price-cutting and many more products are withdrawn from the market due to obsolescence. Profits can be enhanced by reducing marketing spend and cost cutting. Firms who are not able to manage and sustain quit (Vignalis & Davis, 2004).
Kotler, Keller, Khoshi, & Jha (2013) state that Campbell, Coca-Cola, Hallmark and Amazon.com developed sustained market dominance. Nineteen of twenty five market leaders in 1923 were still the market leaders in 1983, sixty years later. In a sample of industrial goods businesses sixty six per cent of pioneers survived at least ten years, versus forty eight per cent of early followers. 
The pioneer’s advantage can be that early users will recall the pioneer’s brand name if the product satisfies them. The pioneers‟ brand also establishes the attributes the product class should possess. It normally aims at the middle of the market and so captures more users; there are producer advantages: economies of scale, technological leadership, patents, ownership of scarce assets, and other barriers to entry. An alert pioneer can lead indefinitely by pursuing various strategies. But there are pioneers who have failed due to their inability to gauge their competitors; Bowmar (hand calculator), Apple‟s Newton (personal digital assistant), Netscape (web browser), Reynolds (ballpoint pens), and Osborne (portable computers) were market pioneers overtaken by later entrants (Kotler, Keller, Khoshi, & Jha. 2013). 
Steven Schnaars (2001) studied twenty eight industries where imitators overtook the innovators. He discovered a number of weaknesses in the failing pioneers, including new products that were too crude, were inappropriately positioned, or emerged before there was strong demand, product development cost that drained the innovator‟s resources; a scarce resources to compete against entering larger firms; and managerial incompetence or unhealthy complacency. Successful imitators flourished by offering lower prices, improving and innovating the product more constantly, or by means of brute market power to overtake the pioneer. None of the companies that now dominate in the manufacture of personal computers- including Dell, HP and Acer were first movers. 
Peter Golder & Tellis (2003) in their research paper on Pioneer Advantage raise further doubts about the pioneer advantage. They have defined the following key terms used in their study: 
—Inventor is the firm(s) that develops patents or important technologies in a new product category. 
—Product pioneer is the first firm to develop a working model or sample in a new product category. 
—Market pioneer is the first firm to sell in a new product category. 
—Product category is a group of close substitutes such that consumers consider the products substitutable and distinct. 
They conclude that although pioneers may still have an advantage, a larger number of market pioneers fail then has been reported, and a larger number of early market leaders (though not pioneers) succeed. Later entrants overtaking market pioneers include IBM over Sperry in mainframe computers and GE over EMI in CAT scan equipment.
Golder & Tellis also identified five factors underpinning long-term market leadership: vision of a mass market, persistence, relentless innovation, financial commitment and asset leverage. 
Thus for solar energy product industry which is still in its introductory stage needs to study and evaluate themselves and identify their status in the market whether they are going to be pioneers, leaders, challengers, imitators/followers and accordingly frame strategy for sustainable growth. 
Porter’s Generic Strategies Framework 
Michael Porter has identified three generic strategies that could be adopted by the organisation in order to gain competitive advantage, which are as follows (Isaac, 2012): Overall Cost Leadership Strategy, Differentiation Strategy and Focus Strategy.
a. Overall Cost Leadership Strategy: This strategy calls for being the low cost producer in an industry for a given level of quality. The firm sells its product below the average industry prices to gain market share. This strategy usually targets a broad market. Some of the ways that firms acquire costs advantages are by improving process efficiencies, gaining unique access to a large source of lower cost materials, making optimal outsourcing or avoiding some costs altogether. If competing firms are unable to lower their costs by a similar amount, the firm may be able to sustain a competitive advantage based on cost leadership (Micheal, 2000).
b. Differentiation Strategy: A differentiation strategy calls for the development of a product or service that offers distinct features that are valued by the customers which are different from the product of the competitors. The firm may sell such distinct product at a cost which is higher than the average market price of the product. For a firm to succeed in differentiation strategy must have a highly skilled product development team who can help in making the product unique. 
c. Focus Strategy: The focus strategy concentrates on a narrow segment and within that segment attempts to achieve either a cost advantage or differentiation; by doing this the needs of the group can be better serviced by focusing entirely on it. A firm using a focus strategy often enjoys a high degree of customer loyalty, and this entrenched loyalty discourages other firms from competing directly (Micheal, 2000).
Buying Motives and Marketing Strategies
Buying motive is an inner urge which makes a prospect buy a product. The marketer needs to understand the buying motive behind the purchase of solar energy product. Buying motives help to understand the reasons for buying/using a product. Basically Buying Motives are bifurcated into two types: Primary Buying Motives and Secondary Buying Motives, which are further divided into: Rational Buying Motives and Emotional Buying Motives.
i. Primary Buying Motives: When consumers buy to fulfil their basic need for survival it is a primary buying motive. When the consumer spends on food, clothing, shelter and physical wellbeing it is considered as a Primary Buying Motive.
ii. Secondary Buying Motives: After fulfilling the basic necessities the consumer now spends further. These motives are further classified into: 
o Rational Buying Motives: When goods are bought taking into consideration the cost, utility, durability and economic viability then it is said to have a Rational Buying Motive. These motives are guided by rational thinking or reasoning power of the human beings. 
o Emotional Buying Motives: Here goods are bought without taking into consideration the economical/monetary aspect of the product but are bought on the basis of emotions. It can be a purchase made for a hobby, love, friendship, or leisure activity. It can be loyalty towards the brand, company or the retailer which can also be called as Patronage motive (Micheal, 2000).
Identifying the buying motive will further help in understanding the reasons for purchase of the goods. Literature review has helped the researcher to identify the factors which influence the buying decision or the use of the solar energy products. Data analysis will help in identifying the significant factors influencing the use of these products. Buying motive in case of solar energy products in cities can be treated as primary one. One cannot survive without power in urban areas. Life in cities will come to a stand still without power. But at the same time these products should be economically viable. The prospects should be made aware of the fact that after payback period they use solar energy products free of cost (Micheal, 2000).
Industrial products are generally subject to greater standardization, as against certain consumer products which require frequent changes in fashion and style. Advertising normally is an important promotional tool for consumer products, but may not be so in the case of industrial products. Personal selling and after sales service are generally more important for industrial products. Industrial products generally involve high value purchases and this involves competitive bidding based on price competition. Selling is done on the basis of quality or tangible attributes. As against this, consumer products are very often sold for psychological satisfaction. For example, in case of soaps, Lux soap is said to offer you a complexion like that of a film star! 
Consumer products require elaborate channels of distribution, but industrial products are sold through fewer outlets and often directly by the organisation itself. These are some of the salient features of marketing of consumer products as against industrial products (Micheal, 2000).
2.1.8	Innovative Marketing Strategies for SMES 
The advancement in technology has left no option for the SMEs but to adapt to these new innovative practices for prompt and accurate decision making. Implementation of the few innovative practices as mentioned below can help the SMEs to fasten their decision making process and get closer to being customer oriented (Kula & Tatotglu, 2003).
1. Internet as a Promotional Tool: It is an inevitable aspect to understand the importance and benefits of internet in today’s competitive era. Malosi (1999) intimated that internet is growing faster than all other communication technologies that have preceded it. This promotional tool is efficient, cost effective and its reach is unassuming and overwhelming. It is of utmost importance that every organization has its own website and must operate and update it regularly. Just having the website is not sufficient; it needs to be viewer friendly, well informative, self-explanatory with the latest information available, and should be interactive in nature. New international marketing paradigms may have to be developed to explain the internationalization process in electronic age (Hamill and Gregory, 1997). Due to the global competitiveness, having a strong presence in the internet is a must for SMEs. Despite some attempts on internet use by SMEs, there is lack of systematic empirical evidence regarding the extent of its use and the role of firm-and-industry specific factors affecting internet adoption by SMEs, in emerging market economies (Kula & Tatotglu, 2003). This is a supporting statement which we can bank upon to prove the need of more usage and understanding of internet by SMEs. 
2. Customer Relationship Management (CRM): The business cannot survive without understanding the importance of CRM. The 80:20 principle of Pareto’s law holds good even in industrial marketing as well. The 20% of the business customers bring 80% of the business and 20% of the sales executives bring 80% of the revenue to the organization. CRM can be the most interesting factor that SMEs can look into these days. The easiest way for SME to play larger role in international space is by embracing strategic advantage of adopting information technology driven supply chain management (SCM) and Customer Relationship management (CRM). While 80% of SMEs are using SCM component of e-business, but it has given only compartmentalized support into business development as many of them have not implemented CRM (Meshram and Chavan, 2011). It is need of hour that innovation in the perspectives of CRM should be highlighted in SMEs too (Kula & Tatotglu, 2003).
3. Digital Advertising: The overall aim of the digital agenda is to deliver sustainable economic and social benefits from a digital single market based on fast and ultra-fast internet and inter-operable applications (European Commission 2010a). Digital marketing tactics, marketing automation tools and the latest best practices can result in a tremendous revenue growth opportunity for SMEs (Kula & Tatotglu, 2003).
The world of digital marketing assists the SME entrepreneurs to spread the wings and experience global presence of the business through websites, blogs, social networking, eNewsletter, eMail Marketing, eCRM. There exist gaps in awareness and confidence levels among the SME sector in actively engaging in the digital advertising (ACCA, 2011). Digital advertisement can be used innovatively through incorporation of the advanced digital solutions in the areas of cloud computing, e-invoicing, social lending and e-commerce. 
4. ICT as a tool: The potential for information and communication technologies (ICT) to deliver efficiency gains is widely accepted. While large firms are often at the forefront in recognising and investing in IT advancements, small firms can be slower to catch up and appreciate the benefits that these can deliver (Giannakouris and Smihily 2010). The adoption and use of information and communications technology (ICT) is widely seen as critical for the competitiveness of SMEs in the emerging global market. Appropriate ICT can help SMEs cut costs by improving their internal processes, improving their product through faster communication with their customers, and better promoting and distributing their products through online presence. ICT is playing a crucial role in SMEs across the internal as well as external value chains and reshaping their business models to strengthen the competitive performance. Effective utilization of an information and decision support system will provide SMEs a disciplined business environment. 
5. Permission Marketing: Permission Marketing is a term used in e-marketing. It is a part of Email marketing with a focus on user experience, if users receive e-mail that has no value to them, it would only result in spam. The user has to increase the visibility of the business; where especially major brands have found results by focussing on it. But small and medium enterprises are yet in the implementation stage of e-mail marketing. Neglecting this key aspect may only result in the desecration of the marketing of company (Kula & Tatotglu, 2003).
Permission marketing via email is named one of the important points in the marketing strategies. The success of this with MNEs can stand as proof for the implementation of the same in SMEs too. This method will assist the industrial marketer to turn the stranger into friend and friend into customers. 
6. Re-establish Technological Listening Posts: Listening posts help organization achieve the unachieved through better understanding of their customer’s needs. Technological listening posts as a means for technological knowledge sourcing were seen to be a widespread empirical phenomenon in centers of technological excellence and innovation clusters. Customers need to know not only who they are and what they buy, but why they buy and why they choose to buy from SMEs. They need to double their efforts and dialogue through social media and get direct feedback from customers or clients through listening posts (Kula & Tatotglu, 2003).
7. Focus on Fresh Ideas: SMEs need not have to rely exclusively on a small team or just the marketing staff to produce fresh ideas. It is up to the companies to take advantage of the scope available for fresh ideas and products. Building the reputation of SME, is on their courage to shoulder responsibility, and on their performance. Manager of the enterprises need to make innovation as everyone's responsibility this fall with brainstorming sessions, company retreats or by giving special recognition to individuals with the smartest suggestions. Openness to ideas may give an organization a new perspective in whole and ensure in being innovative (Kula & Tatotglu, 2003).
8. CSR Activities: Customers today are well aware of social responsibilities and also want to associate themselves with those organizations who understand the same. CSR is mainly discussed in the context of larger enterprises; but it is also a strategic tool to enhance the competitiveness of SMEs. Generally, CSR may positively influence SMEs' competitiveness and thus increase the turnover/sales in the following ways: 
i. Improved working conditions including health and safety at work leads to higher motivation and loyalty of employees, resulting in a higher creativity and innovativeness. 
ii. Improved environment friendly products or production processes, resulting in a better customer satisfaction and loyalty. 
iii. CSR activity can be undertaken through promotional campaigns to raise charitable funds for noble causes. 
iv. Businesses that rely on local customers will benefit from helping community-based causes and help increase the goodwill among customers which can spread through word-of-mouth or viral marketing. 
Enterprises need to provide help where it's needed most and earn appreciation from customers that leads to sales. All these activities are undertaken by the majority of the MNEs but not in SMEs, even if some do, they are not in an organized way (Kula & Tatotglu, 2003).
9. Cluster Approach: According to Porter (2001), we define clusters as regional concentrations and networks of companies, specialized suppliers, service providers, firms in related industries, and associated institutions (i.e. universities, standards agencies, and trade associations) that compete partially at the marketplace but also cooperate in pre-competitive fields. SMEs can adopt cluster approach to with stand the competition. This approach relies upon the mutual understanding and trust between the cluster members. The cluster member must be involved in complementary business rather than competitive business to ensure the working of this approach. The formal way of establishing the cluster will enhance the market capabilities of the SMEs and gives the cluster members the power to bargain. This approach can surely help SMEs get better facilities and subsidies from the Government and can also help in co-branding to reach potential customers (Kula & Tatotglu, 2003). 
2.1.9 Concept of Sustainable Development:
Since the 1990s, environmental and social factors have become increasingly important strategic considerations for enterprises of any size. Emerging 21st century market conditions are now creating truly new lenses through which the world must be viewed (Friedman, 2005). By ignoring the ‘‘hidden connection’’ between business and the environment, business is missing many new sustainable development opportunities that may prevent the threat of an inevitable collapse of society (Capra, 2002). 
Thus, in addition to marketing strategy, sustainability strategies create many synergistic effects for SMEs working collaboratively, as well as systemic benefits for the commons. The different incentives for SMEs to optimize sustainability are: 
i. Becoming valuable sustainable investment targets for larger firms; 
ii. Creating highly competitive networks of sustainable SMEs in market spaces where large enterprises are less successful; 
iii. Becoming highly efficient suppliers in global supply chains through sustainable practices. 
While several successful models of the sustainable SME are evolving, it may be that networks of SMEs will become essential for addressing the systemic problems that underlie industrial ecology, enterprise resilience, and global supply chain sustainability. SMEs represent the majority of all enterprises, and rapidly evolving communication technologies allow for various routes of network formation. Thus, the integrated business strategy in the innovative marketing practices should involve sustainability component to overcome the hurdles faced by the SMEs on their business front (Kula & Tatotglu, 2003).
2.2	Theoretical Review
The evolution of theory is essential for any discipline. This assertion is taken for granted in sciences but has to be re-emphasized in an applied social science like marketing. All academic disciplines build their own bodies of theory and apply their own unique lens to particular phenomena. In this way marketing is a bit like a magpie in that it takes many of its theories from other disciplines, such as psychology and economics (Baker, 1995). The challenge for marketing as a relatively young discipline is to build its own distinct body of theory (Murray, 2002).
The most effective marketing theories are based on real-life observations and are useful not just for marketing but also for many different aspects of business. Importance marketing theories are: Maslow’s Hierarchy of Needs, Seven P’s of the Marketing Mix, SWOT Analysis, Consumer Decision Making Process, and Porter’s Five Forces. 


2.2.1 Consumer Decision Making Process Theory
Consumer decision making process is a theory marketers use to understand how a buyer makes decisions, from the moment they are first exposed to a brand or product to the point of purchase. It can be divided broadly into five sections which includes: 
1. Awareness: The customer becomes aware of a problem they need to solve or a need they want to satisfy. 
2. Interest: The customer starts looking around and researching potential products or solutions. 
3. Consideration: The customer has trimmed down their choices and is debating the pros and cons of each choice. They eventually make a choice based on factors like quality, price, or previous experience with the brand.
4. Purchase: Armed with enough knowledge, the customer is now able to justify making a purchase. They go to the sales platform for the product, add it to their cart, and click on “Buy Now.” 
5. Loyalty: Many customer journeys end with the purchase stage. However, providing an excellent post-purchase experience is crucial to ensuring that the customer will make another purchase in the future or will recommend your product to others. This is where loyalty begins (Murray, 2002).
2.2.2	Maslow’s Hierarchy of Needs Theory
Maslow's hierarchy of needs is an idea in psychology proposed by Abraham Maslow in his 1943 paper "A theory of Human Motivation" in the journal Psychological Review. Maslow subsequently extended the idea to include his observations of humans' innate curiosity. His theories parallel many other theories of human developmental psychology, some of which focus on describing the stages of growth in humans. He then created a classification system which reflected the universal needs of society as its base and then proceeding to more acquired emotions. His theories, including the hierarchy, may have been influenced by teachings and philosophy of the Blackfoot tribe, where he spent several weeks prior to writing his influential paper.
Maslow's hierarchy of needs is used to study how humans intrinsically partake in behavioral motivation. Maslow used the terms "physiological", "safety", "belonging and love", "social needs" or "esteem", and "self-actualization" to describe the pattern through which human motivations generally move. This means that in order for motivation to arise at the next stage, each stage must be satisfied within the individual themselves. Additionally, this hierarchy is a main base in knowing how effort and motivation are correlated when discussing human behavior. Each of these individual levels contains a certain amount of internal sensation that must be met in order for an individual to complete their hierarchy. The goal in Maslow's hierarchy is to attain the fifth level or stage: self-actualization.
Maslow's idea was fully expressed in his 1954 book Motivation and Personality. The hierarchy remains a very popular framework in sociology research, management training and secondary and higher psychology instruction. Maslow's classification hierarchy has been revised over time. The original hierarchy states that a lower level must be completely satisfied and fulfilled before moving onto a higher pursuit. However, today scholars prefer to think of these levels as continuously overlapping each other. This means that the lower levels may take precedence back over the other levels at any point in time.
2.2.3	Seven P’s of the Marketing Mix Theory
The 4 Ps have been associated with the Marketing Mix since their creation by E. Jerome McCarthy in 1960. The Marketing Mix 4 Ps are:
Product - The Product should fit the task consumers want it for, it should work and it should be what the consumers are expecting to get.
Place – The product should be available from where your target consumer finds it easiest to shop. This may be High Street, Mail Order or the more current option via e-commerce or an online shop.
Price – The Product should always be seen as representing good value for money. This does not necessarily mean it should be the cheapest available; one of the main tenets of the marketing concept is that customers are usually happy to pay a little more for something that works really well for them.
Promotion – Advertising, PR, Sales Promotion, Personal Selling and, in more recent times, Social Media are all key communication tools for an organisation. These tools should be used to put across the organisation’s message to the correct audiences  in the manner they would most like to hear, whether it be informative or appealing to their emotions.
In the late 70’s it was widely acknowledged by Marketers that the Marketing Mix should be updated. This led to the creation of the Extended Marketing Mix in 1981 by Booms & Bitner which added 3 new elements to the 4 Ps Principle. This now allowed the extended Marketing Mix to include products that are services and not just physical things
The extended 7 Ps:
People – All companies are reliant on the people who run them from front line Sales staff to the Managing Director. Having the right people is essential because they are as much a part of your business offering as the products/services you are offering.
Processes –The delivery of your service is usually done with the customer present so how the service is delivered is once again part of what the consumer is paying for.
Physical Evidence – Almost all services include some physical elements even if the bulk of what the consumer is paying for is intangible. For example a hair salon would provide their client with a completed hairdo and an insurance company would give their customers some form of printed material. Even if the material is not physically printed (in the case of PDFs) they are still receiving a “physical product” by this definition.
Though in place since the 1980’s the 7 Ps are still widely taught due to their fundamental logic being sound in the marketing environment and marketers abilities to adapt the Marketing Mix to include changes in communications such as social media, updates in the places which you can sell a product/service or customers’ expectations in a constantly changing commercial environment.
In some spheres of thinking, there are 8 Ps in the Marketing Mix. The final P is Productivity and Quality. This came from the old Services Marketing Mix and is folded in to the Extended Marketing Mix by some marketers so what does it mean?
The 8th P of the Marketing Mix:
Productivity & Quality - This P asks “is what you’re offering your customer a good deal?” This is less about you as a business improving your own productivity for cost management, and more about how your company passes this onto its customers.
Even after 31 years (or 54 in the case of the original P’s) the Marketing Mix is still very much applicable to a marketer’s day to day work. A good marketer will learn to adapt the theory to fit with not only modern times but their individual business model.
2.2.4	SWOT Analysis
SWOT analysis was attributed to Albert Humphrey, who led a convention at the Stanford Research Institute (now SRI International) in the 1960s and 1970s using data from Fortune 500 companies. SWOT analysis (or SWOT matrix) is a strategic planning technique used to help a person or organization identify strengths, weaknesses, opportunities, and threats related to business competition or project planning. This technique, which operates by 'peeling back layers of the company' is designed for use in the preliminary stages of decision-making processes and can be used as a tool for evaluation of the strategic position of organizations of many kinds (for-profit enterprises, local and national governments, NGOs, etc.). It is intended to specify the objectives of the business venture or project and identify the internal and external factors that are favorable and unfavorable to achieving those objectives. Users of a SWOT analysis often ask and answer questions to generate meaningful information for each category to make the tool useful and identify their competitive advantage. SWOT has been described as the tried-and-true tool of strategic analysis, but has also been criticized for its limitations.
SWOT assumes that strengths and weaknesses are frequently internal, while opportunities and threats are more commonly external. The name is an acronym for the four parameters the technique examines:
Strengths: characteristics of the business or project that give it an advantage over others.
Weaknesses: characteristics that place the business or project at a disadvantage relative to others.
Opportunities: elements in the environment that the business or project could exploit to its advantage.
Threats: elements in the environment that could cause trouble for the business or project.
The degree to which the internal environment of the firm matches with the external environment is expressed by the concept of strategic fit. Identification of SWOTs is important because they can inform later steps in planning to achieve the objective. First, decision-makers should consider whether the objective is attainable, given the SWOTs. If the objective is not attainable, they must select a different objective and repeat the process.
Thus, this research adopted consumer decision making process theory because marketers use it to understand how a buyer makes decisions, from the moment they are first exposed to a brand or product to the point of purchase. And it is pertinent to note that for a marketing strategy to be effective, consumers needs must be determined and satisfied adequately.
2.3	Empirical Review
Robert (2011) studied the relationship between Marketing Innovation and Firm Performance. The study results confirmed marketing innovation‘s powerful ability to predict firm performance, even in the presence of a multiple of control variables. Further, the quantitative findings lend statistically and practically significant support for (1) the antecedent roles of marketing insight and marketing imagination, (2) the negative (as predicted) moderating role of product innovation radicalness, and (3) several specific inter-workings among the marketing-innovation spaces that that offer substantial research contributions to the marketing strategy literature for researchers and managers.
Otakar, Jaroslava, & Katerina (2012), researched the impact of marketing innovation on the competitiveness of enterprises in the context of industry.  On the basis of the research, a pilot research was carried out among 50 enterprises that present themselves. A list of 15 basic tools of marketing innovation was compiled through an evaluation using the content analysis method. Eleven main impacts of marketing innovation which the respondents consider to be important were then generated. These impacts were described and subsequently evaluated using descriptive statistics methods, on the basis of which their importance was empirically verified. The impacts that businesses classed as being most important were: increasing the competitiveness of the company, increasing work productivity and changing the corporate culture. The results of the research showed that there are differences in how impacts are seen by SMEs and by large enterprises. The impacts are rated as most important by enterprises from the automotive industry with a European corporate culture. The research has empirically confirmed that businesses consider the greatest impact of innovative marketing in the context of Industry 4.0 to be the increase in enterprise competitiveness, which was the highest rated impact of the research. The paper has shed fresh light on our current understanding of innovation as a factor in competitiveness. 
2.4	Research Gap
Different scholars investigated into the concept of innovating marketing strategies. For instance, Robert (2011) studied the relationship between Marketing Innovation and Firm Performance. Otakar, Jaroslava, & Katerina (2012), researched the impact of marketing innovation on the competitiveness of enterprises in the context of industry.  Some scholars also assessed the conceptual and theory effect of innovative marketing strategies on organisational productivity. However, none has attempted to examine the impact of innovative marketing strategy on the performance of small and medium scale enterprises in  Kwara state which has been the gap identified by this study. 
Hence, this research aims at examining the impact of social media marketing, marketing automation and mobile marketing on business performance. 


CHAPTER THREE
METHODOLOGY
3.0 Preamble
This study examines the impact of innovative marketing strategy on small and medium firm’s performance in Ilorin, Kwara State. Thus, this chapter includes research design, population, sampling procedure, data collection method, research instruments and method of data analysis.
3.1 Research Design
This research employs descriptive survey research design, which is a systematic method of data collection that explores relationship between independent and dependent variables. The method was preferred because it helps to investigate into the state of affairs of the research and no variable is manipulated.
3.2 Population of the Study
The population of this study consists of all registered SMEs in Kwara state. According to SMEDAN the total number of registered SMEs in Kwara state is one thousand four hundred and sixteen (1,416). 
3.3 Sampling Frame and Sampling Techniques
This study used a stratified random sampling to select the respondent and this was achieved by using the Yaro Yamene’s formula. The formula is stated has:
n=          N
          1+N(E)2
Were     n=sample size
  	N= population of the study
   	E = error term

n=             1,416
    1+ 1,416(0.05)
n=             1,416
      1+ 3.54
n=             1,416
         4.54
n=	312.
Thus, for the purpose of this study, a sample size of three hundred and twelve (312) was selected from the population.
3.4 Sources of data
In order to obtain an effective and reliable data, the researcher used primary source of data. Primary source of questionnaire was administered directly to the respondents by the researcher.
3.5 Research Instruments
The primary source of data that was chosen for this research is questionnaire (close end type). The close ended provides options where respondent selected their answer in a nature of five Likert scale.  Where 5=strongly agree, 4= agree, 3= undecided, 2=strongly disagree, 1=disagree.
The questionnaire was structured into two sections with part one showing information about the respondent bio-data like age, gender, qualification etc. whereas, part two state the objectives, research questions and hypothesis of this study.
3.6 Validity and Reliability of Research Instrument
This study used content validity because it evaluates the degree to which the content of the scale corresponds to the content of the attitude system.
Reliability of this research focus on the consistency of the instrument. The study used cronbach’s alpha to check the reliability of the study. Cronbach’s alpha is the most common measure of internal consistency (reliability). It is most commonly used when there is multiple Likert in a survey/questionnaire that form a scale to determine it reliability.
 3.7 Procedure for data collection
In this study, sample survey was adopted. The population considered for the survey is SMEs in Ilorin, Kwara state and questionnaires was distributed to them to gather there response on the impact of innovative strategies on business performance.
3.8 Method of Data Analysis
The data collected was analysed using simple tabulation format. In this format, respondent was grouped according to their responses and calculated in percentiles. 
Regression analysis was used to test the formulated hypothesis and all the analysis was examined using SPSS software package to arrive at a conclusion.
3.9 Model Specification
H01, H02, H03 was analyzed using the following model below:
Y= β0+β1X1+β2X2+β3X3+……βnXn
Ho1- there is no significant relationship between social media marketing and market share.
MS= β0+β1CP+β2AP+β3SR
Where:
MS= Market share (dependent variable)
Β1….β3= coefficient
Β0= constant
FB= Facebook
TW= Twitter
IN= Instagram
Ho2- there is no significant relationship between marketing automation and competitive advantage
CA= β0+β1SY+β2LG+β3VL
Where:
CA= Competitive advantage (dependent variable)
Β1….β3= coefficient
Β0= constant
EM= Email
WE= Web
TE= Text
Ho3- there is no significant relationship between mobile marketing and brand awareness.
BA= β0+β1SY+β2LG+β3VL
Where:
BA= Brand awareness (dependent variable)
Β1….β3= coefficient
Β0= constant
MIM= Mobile internet marketing
MG= Mobile games
MMS= MMS marketing.





CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATIONS
4.1   	Introduction
In this chapter, data gathered through questionnaire are presented, analyzed and interpreted using percentages and frequencies with the help of Statistical Package for Social Science (SPSS) version 23. The total of (three hundred and twelve) 312 structured questionnaires were administered to the selected entrepreneurs in kwara state., 292 of the filled questionnaires were returned and received and this is fitted for the study.
4.2 	Presentation and Analysis of Socio-Demographic Characteristics of the Respondents
	Table 4.2.1: Age of the respondents

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	25-35
	107
	36.6
	36.6
	36.6

	
	36-44
	124
	42.5
	42.5
	79.1

	
	45-54
	43
	14.7
	14.7
	93.8

	
	55 and above
	18
	6.2
	6.2
	100.0

	
	Total
	292
	100.0
	100.0
	


Table 4.2.1 shows that (107) representing 36.6% of the respondents fall within the age of 25-35, (124) of the respondents representing 42.5%  fall within the age of 36-44 years, (43) of the respondents representing 14.7% fall within the age of 45-54 while (18) respondents representing 6.2% fall within the age of 55 and above.it thus implies that majority of the respondents fall within the age of 36-44.
	Table 4.2.2: Gender of the respondents

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	124
	42.5
	42.5
	42.5

	
	female
	168
	57.5
	57.5
	100.0

	
	Total
	292
	100.0
	100.0
	


Table 4.2.2 shows that (124) respondents representing 42.5% are males while (168) respondents representing 57.5% are females. It thus implies that majority of the respondents are females.
	Table 4.2.3: Educational qualification 

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE
	130
	44.5
	44.5
	44.5

	
	OND/NCE
	97
	33.2
	33.2
	77.7

	
	HND
	63
	21.6
	21.6
	99.3

	
	B.Sc
	2
	.7
	.7
	100.0

	
	Total
	292
	100.0
	100.0
	


Table 4.2.3 shows that (130) respondents representing 44.5% had certificate in SSCE, (97) respondents representing 33.3% had certificate in OND/NCE, (63) respondents representing 21.6 had certificate in HND, while (2) respondents representing 0.7% had certificate in Ph.D. it thus implies that majority of the respondents had certificate in SSCE. 




	Table 4.2.4: marital status of the respondents

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Married
	229
	78.4
	78.4
	78.4

	
	Single
	63
	21.6
	21.6
	100.0

	
	Total
	292
	100.0
	100.0
	


Table 4.2.4 shows that (229) respondents representing 78.4% are married while (63) respondents representing 21.6% are single. It thus implies that majority of the respondents married.  
4.3   	Presentation and Analysis of Information Related to the Subject
	Table 4.3.1: Facebook is a powerful way to communicate with customers

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	18
	6.2
	6.2
	6.2

	
	Disagree
	23
	7.9
	7.9
	14.0

	
	undecided
	30
	10.3
	10.3
	24.3

	
	Agree
	111
	38.0
	38.0
	62.3

	
	strongly agree
	110
	37.7
	37.7
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.1 shows the distribution of respondents by their responses to the statement revolving around “Facebook is a powerful way to communicate with customers” In relation to this statement, as shown in Table 4.2.1 6.2% of the respondents marked Strongly Disagree, 7.9% of the respondents marked disagree, 10.3% of the respondents marked agree undecided, 38.0% marked Agree, and 37.7% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Facebook is a powerful way to communicate with customers. 
	Table 4.3.2: Twitter helps to share updates about company, shares and industry news

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	12
	4.1
	4.1
	4.1

	
	Disagree
	13
	4.5
	4.5
	8.6

	
	undecided
	20
	6.8
	6.8
	15.4

	
	Agree
	168
	57.5
	57.5
	72.9

	
	strongly agree
	79
	27.1
	27.1
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.2 shows the distribution of respondents by their responses to the statement revolving around “Twitter helps to share updates about company, shares and industry news” In relation to this statement, as shown in Table 4.2.2, 4.1% of the respondents marked Strongly Disagree, 4.5of the respondents marked disagree, 6.8% of the respondents marked agree undecided, 57.5% marked Agree, and 27.1% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Twitter helps to share updates about company, shares and industry news.


	Table 4.3.3: Instagram assists business to form a more personal communication with customers.

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	21
	7.2
	7.2
	7.2

	
	Disagree
	33
	11.3
	11.3
	18.5

	
	Undecided
	25
	8.6
	8.6
	27.1

	
	Agree
	155
	53.1
	53.1
	80.1

	
	strongly agree
	58
	19.9
	19.9
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.3 shows the distribution of respondents by their responses to the statement revolving around “Instagram assists business to form a more personal communication with customers” In relation to this statement, as shown in Table 4.2.3, 7.2% of the respondents marked Strongly Disagree, 11.3%of the respondents marked disagree, 8.6% of the respondents marked agree undecided, 53.1% marked Agree, and 19.9% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Instagram assists business to form a more personal communication with customers.


	Table 4.3.4: Email enable businesses to track customers experience

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	10
	3.4
	3.4
	3.4

	
	Disagree
	20
	6.8
	6.8
	10.3

	
	undecided
	16
	5.5
	5.5
	15.8

	
	Agree
	120
	41.1
	41.1
	56.8

	
	strongly agree
	126
	43.2
	43.2
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.4 shows the distribution of respondents by their responses to the statement revolving around “Email enable businesses to track customers experience” In relation to this statement, as shown in Table 4.2.4, 3.4% of the respondents marked Strongly Disagree, 6.8%of the respondents marked disagree, 5.5% of the respondents marked agree undecided, 41.4% marked Agree, and 43.2% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Email enables businesses to track customer’s experience.


	Table 4.3.5: Web application helps business to create a standard environment for the use of business software

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	16
	5.5
	5.5
	5.5

	
	Disagree
	25
	8.6
	8.6
	14.0

	
	Undecided
	39
	13.4
	13.4
	27.4

	
	Agree
	119
	40.8
	40.8
	68.2

	
	strongly agree
	93
	31.8
	31.8
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.5 shows the distribution of respondents by their responses to the statement revolving around “Web application helps business to create a standard environment for the use of business software” In relation to this statement, as shown in Table 4.2.5, 5.5% of the respondents marked Strongly Disagree, 8.6%of the respondents marked disagree, 13.4% of the respondents marked agree undecided, 40.8% marked Agree, and 31.8% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Web application helps business to create a standard environment for the use of business software.


	Table 4.3.6: Text is a form of marketing that convey information about the product to customers

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	16
	5.5
	5.5
	5.5

	
	disagree
	11
	3.8
	3.8
	9.2

	
	undecided
	22
	7.5
	7.5
	16.8

	
	agree
	110
	37.7
	37.7
	54.5

	
	strongly agree
	133
	45.5
	45.5
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.6 shows the distribution of respondents by their responses to the statement revolving around “Text is a form of marketing that convey information about the product to customers” In relation to this statement, as shown in Table 4.2.6, 5.5% of the respondents marked Strongly Disagree, 3.8%of the respondents marked disagree, 7.5% of the respondents marked agree undecided, 37.7% marked Agree, and 45.5% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Text is a form of marketing that convey information about the product to customers.


	Table 4.3.7: Mobile internet enables local businesses in brand building

	options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	12
	4.1
	4.1
	4.1

	
	disagree
	19
	6.5
	6.5
	10.6

	
	undecided
	23
	7.9
	7.9
	18.5

	
	Agree
	126
	43.2
	43.2
	61.6

	
	strongly agree
	112
	38.4
	38.4
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.7 shows the distribution of respondents by their responses to the statement revolving around “Mobile internet enables local businesses in brand building” In relation to this statement, as shown in Table 4.2.7, 4.1% of the respondents marked Strongly Disagree, 6.5%of the respondents marked disagree, 7.9% of the respondents marked agree undecided, 43.2% marked Agree, and 38.4% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Mobile internet enables local businesses in brand building.


	Table 4.3.8: Mobile games attract more customers for the business

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	6
	2.1
	2.1
	2.1

	
	Disagree
	8
	2.7
	2.7
	4.8

	
	undecided
	21
	7.2
	7.2
	12.0

	
	Agree
	145
	49.7
	49.7
	61.6

	
	strongly agree
	112
	38.4
	38.4
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.8 shows the distribution of respondents by their responses to the statement revolving around “Mobile games attract more customers for the business” In relation to this statement, as shown in Table 4.2.8, 2.1% of the respondents marked Strongly Disagree, 2.7%of the respondents marked disagree, 7.2% of the respondents marked agree undecided, 49.7% marked Agree, and 38.4% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Mobile games attract more customers for the business.


	Table 4.3.9: Multimedia marketing assists business to communicate to a large amount of customers

	Options 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	12
	4.1
	4.1
	4.1

	
	Disagree
	11
	3.8
	3.8
	7.9

	
	undecided
	41
	14.0
	14.0
	21.9

	
	Agree
	129
	44.2
	44.2
	66.1

	
	strongly agree
	99
	33.9
	33.9
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.9 shows the distribution of respondents by their responses to the statement revolving around “Multimedia marketing assists business to communicate to a large amount of customers” In relation to this statement, as shown in Table 4.2.9, 4.1% of the respondents marked Strongly Disagree, 3.8%of the respondents marked disagree, 14.0% of the respondents marked agree undecided, 44.2% marked Agree, and 33.9% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Multimedia marketing assists business to communicate to a large amount of customers.



	Table 4.3.10: Social media marketing improves better communication with customers

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	10
	3.4
	3.4
	3.4

	
	Disagree
	23
	7.9
	7.9
	11.3

	
	Undecided
	22
	7.5
	7.5
	18.8

	
	Agree
	83
	28.4
	28.4
	47.3

	
	strongly agree
	154
	52.7
	52.7
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.10 shows the distribution of respondents by their responses to the statement revolving around “Social media marketing improves better communication with customers” In relation to this statement, as shown in Table 4.2.10, 3.4% of the respondents marked Strongly Disagree, 7.9%of the respondents marked disagree, 7.5% of the respondents marked agree undecided, 28.4% marked Agree, and 52.7% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Social media marketing improves better communication with customers.


	Table 4.3.11: Online marketing increases customers satisfaction

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	18
	6.2
	6.2
	6.2

	
	disagree
	38
	13.0
	13.0
	19.2

	
	undecided
	25
	8.6
	8.6
	27.7

	
	agree
	84
	28.8
	28.8
	56.5

	
	strongly agree
	127
	43.5
	43.5
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.10 shows the distribution of respondents by their responses to the statement revolving around “Online marketing increases customers satisfaction” In relation to this statement, as shown in Table 4.2.11, 6.2% of the respondents marked Strongly Disagree, 13.0%of the respondents marked disagree, 8.6% of the respondents marked agree undecided, 28.8% marked Agree, and 43.5% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Online marketing increases customers satisfaction.


	
Table 4.3.12: Social media marketing increases sales

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	6
	2.1
	2.1
	2.1

	
	disagree
	12
	4.1
	4.1
	6.2

	
	undecided
	25
	8.6
	8.6
	14.7

	
	agree
	133
	45.5
	45.5
	60.3

	
	strongly agree
	116
	39.7
	39.7
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.12 shows the distribution of respondents by their responses to the statement revolving around “Social media marketing increases sales” In relation to this statement, as shown in Table 4.2.12, 2.1% of the respondents marked Strongly Disagree, 14.1%of the respondents marked disagree, 8.6% of the respondents marked agree undecided, 45.5% marked Agree, and 39.7% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Social media marketing increases sales.


	Table 4.3.13: Social media marketing enables business to gain more business contact

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	6
	2.1
	2.1
	2.1

	
	disagree
	21
	7.2
	7.2
	9.2

	
	undecided
	16
	5.5
	5.5
	14.7

	
	agree
	148
	50.7
	50.7
	65.4

	
	strongly agree
	101
	34.6
	34.6
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.13 shows the distribution of respondents by their responses to the statement revolving around “Social media marketing enables business to gain more business contact” In relation to this statement, as shown in Table 4.2.13, 2.1% of the respondents marked Strongly Disagree, 7.2%of the respondents marked disagree, 5.5% of the respondents marked agree undecided, 50.7% marked Agree, and 34.6% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Social media marketing enables business to gain more business contact.


	Table 4.3.14: Communication cost is reduced by social marketing

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	4
	1.4
	1.4
	1.4

	
	Disagree
	8
	2.7
	2.7
	4.1

	
	Undecided
	31
	10.6
	10.6
	14.7

	
	Agree
	129
	44.2
	44.2
	58.9

	
	strongly agree
	120
	41.1
	41.1
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.14 shows the distribution of respondents by their responses to the statement revolving around “Communication cost is reduced by social marketing” In relation to this statement, as shown in Table 4.2.14, 1.4% of the respondents marked Strongly Disagree, 2.7%of the respondents marked disagree, 10.6% of the respondents marked agree undecided, 44.2% marked Agree, and 41.1% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Communication cost is reduced by social marketing.


	Table 4.3.15: Marketing research is aided with the use of social marketing

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	6
	2.1
	2.1
	2.1

	
	Disagree
	16
	5.5
	5.5
	7.5

	
	Undecided
	24
	8.2
	8.2
	15.8

	
	Agree
	85
	29.1
	29.1
	44.9

	
	strongly agree
	161
	55.1
	55.1
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.15 shows the distribution of respondents by their responses to the statement revolving around “Marketing research is aided with the use of social marketing” In relation to this statement, as shown in Table 4.2.15, 2.1% of the respondents marked Strongly Disagree, 5.5%of the respondents marked disagree, 8.2% of the respondents marked agree undecided, 29.1% marked Agree, and 55.1% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Marketing research is aided with the use of social marketing.


	Table 4.3.16: Social media marketing increases brand awareness

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	4
	1.4
	1.4
	1.4

	
	disagree
	16
	5.5
	5.5
	6.8

	
	undecided
	19
	6.5
	6.5
	13.4

	
	Agree
	108
	37.0
	37.0
	50.3

	
	strongly agree
	145
	49.7
	49.7
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.16 shows the distribution of respondents by their responses to the statement revolving around “Social media marketing increases brand awareness” In relation to this statement, as shown in Table 4.2.16, 1.4% of the respondents marked Strongly Disagree, 5.5%of the respondents marked disagree, 6.5% of the respondents marked agree undecided, 37.0% marked Agree, and 49.7% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Social media marketing increases brand awareness.


	Table 4.3.17: Online marketing enables better customer satisfaction

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	5
	1.7
	1.7
	1.7

	
	Disagree
	16
	5.5
	5.5
	7.2

	
	Undecided
	20
	6.8
	6.8
	14.0

	
	Agree
	150
	51.4
	51.4
	65.4

	
	strongly agree
	101
	34.6
	34.6
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.17 shows the distribution of respondents by their responses to the statement revolving around “Online marketing enables better customer satisfaction” In relation to this statement, as shown in Table 4.2.17, 1.7% of the respondents marked Strongly Disagree, 5.5%of the respondents marked disagree, 6.8% of the respondents marked agree undecided, 51.4% marked Agree, and 34.6% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Online marketing enables better customer satisfaction.



	Table 4.3.18: Social media marketing helps business in market place awareness.

	Options
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagree
	4
	1.4
	1.4
	1.4

	
	Disagree
	15
	5.1
	5.1
	6.5

	
	undecided
	18
	6.2
	6.2
	12.7

	
	Agree
	131
	44.9
	44.9
	57.5

	
	strongly agree
	124
	42.5
	42.5
	100.0

	
	Total
	292
	100.0
	100.0
	


Source: Researcher’s Field Survey, 2025
Table 4.3.18 shows the distribution of respondents by their responses to the statement revolving around “Social media marketing helps business in market place awareness.” In relation to this statement, as shown in Table 4.2.18, 1.4% of the respondents marked Strongly Disagree, 5.1%of the respondents marked disagree, 6.2% of the respondents marked agree undecided, 44.9% marked Agree, and 42.5% marked Strongly Agree. It implies that that majority of the respondents are of the opinion that Social media marketing helps business in market place awareness.


4.4 Test of Hypotheses 
H01: there is no significant effect of social media marketing on market share Objective 1: examine the effect of social media marketing on market share
	Model Summary

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

	1
	.901a
	.812
	.810
	.519

	Source: Researcher’s Field Survey, 2025
Predictor: (Constant), social media Marketing 
Table 4.4.1a presents the model summary. It shows that the correlation coefficient r is .901 (i.e. r = 0.901) which indicates that there exists a very strong positive linear relationship between market share (dependent variable i.e. the variable being predicted) and social media marketing (independent variable). It is also crystal clear from the table 4.4.1a that the r2 which is the coefficient of determination is 0.812 approximately 81%. This implies that 81% of market share can be explained by social media marketing while the remaining 19% are variables that are not included in the model.








	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	335.710
	3
	111.903
	415.523
	.000b

	
	Residual
	77.560
	288
	.269
	
	

	
	Total
	413.271
	291
	
	
	

		a. Dependent Variable: market share

	a. Predictors: (Constant), social media marketing


Table 4.4.1b presents ANOVA table. The F-statistic as shown from the table below is significant since the ANOVA significance of .000 is less than the alpha level of .05, thus the model is fit. As a result of this the null hypothesis (social media marketing has no significant effect on market share) was rejected and the alternate hypothesis was accepted (social media marketing has significant effect on market share).


	







	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.425
	.109
	
	3.881
	.000

	
	Facebook 
	.770
	.050
	.751
	15.358
	.000

	
	Twitter
	.140
	.048
	.142
	2.941
	.004

	
	Instagram
	.036
	.032
	.040
	1.121
	.013


Source: Researcher’s Field Survey, 2025
a. Dependent Variable: market share
The table above indicates that Facebook, twitter and instagram all have significant effect on market share since p-value of 0.000, 0.004 and 0.013 were derived respectively. This implies that social media marketing have significant effect on market share.


H02: there is no significant impact of marketing automation on competitive advantage
Objective 2: determine the impact of marketing automation on competitive advantage.
	Model Summary

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

	1
	.803a
	.645
	.642
	.551

	Source: Researcher’s Field Survey, 2025
Predictor: (Constant),  Marketing automation 
Table 4.4.2a presents the model summary. It shows that the correlation coefficient r is .803 (i.e. r = 0.645 which indicates that there exists a very strong positive linear relationship between competitive advantage (dependent variable i.e. the variable being predicted) and marketing automation (independent variable). It is also crystal clear from the table 4.4.2a that the r2 which is the coefficient of determination is 0.645 approximately 65%. This implies that 65% of competitive advantage can be explained by marketing automation while the remaining 35% are variables that are not included in the model.









	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	159.302
	3
	53.101
	174.601
	.000b

	
	Residual
	87.588
	288
	.304
	
	

	
	Total
	246.890
	291
	
	
	

		a. Dependent Variable: competitive advantage

	b. Predictors: (Constant), automation marketing


Table 4.4.2b presents ANOVA table. The F-statistic as shown from the table below is significant since the ANOVA significance of .000 is less than the alpha level of .05, thus the model is fit. As a result of this the null hypothesis (automation marketing has no significant effect on competitive advantage) was rejected and the alternate hypothesis was accepted (automation marketing has significant effect on competitive advantage).


	










	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.845
	.154
	
	5.502
	.000

	
	Email 
	.247
	.043
	.276
	5.773
	.000

	
	Web 
	.029
	.041
	.034
	.695
	.018

	
	Text 
	.572
	.034
	.671
	16.623
	.000

	Source: Researcher’s Field Survey, 2025
a. Dependent Variable: competitive advantage 

The table above indicates that email, web and text all have significant effect on competitive advantage since p-value of 0.000, 0.018 and 0.000 were derived respectively. This implies that automation marketing have significant effect on competitive advantage.


H03: Mobile marketing does not have significant effect on brand awareness.
Objective 3: Assess the effect of mobile marketing on brand awareness
	Model Summary

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

	1
	.881a
	.777
	.774
	.422


Source: Researcher’s Field Survey, 2025
Predictor: (Constant), mobile marketing 
Table 4.4.3a presents the model summary. It shows that the correlation coefficient r is .881 (i.e. r = 0.777 which indicates that there exists a very strong positive linear relationship between brand awareness (dependent variable i.e. the variable being predicted) and mobile marketing (independent variable). It is also crystal clear from the table 4.4.3a that the r2 which is the coefficient of determination is 0.777 approximately 78%. This implies that 78% of brand awareness can be explained by mobile marketing while the remaining 22% are variables that are not included in the model.
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	178.162
	3
	59.387
	333.576
	.000b

	
	Residual
	51.273
	288
	.178
	
	

	
	Total
	229.435
	291
	
	
	

		a. Dependent Variable: brand awareness

	c. Predictors: (Constant), mobile marketing


Table 4.4.3b presents ANOVA table. The F-statistic as shown from the table below is significant since the ANOVA significance of .000 is less than the alpha level of .05, thus the model is fit. As a result of this the null hypothesis (mobile marketing has no significant effect on brand awareness) was rejected and the alternate hypothesis was accepted (mobile marketing has significant effect on brand awareness).


	

	







	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.395
	.127
	
	3.101
	.002

	
	Mobile internet marketing 
	.098
	.036
	.116
	2.765
	.006

	
	Mobile games 
	.667
	.045
	.653
	14.733
	.000

	
	Multimedia marketing 
	.168
	.032
	.195
	5.290
	.000


Source: Researcher’s Field Survey, 2025
a. Dependent Variable: brand awareness
The table above indicates that mobile internet marketing, mobile games and multimedia marketing all have significant effect on brand awareness since p-value of 0.006, 0.000 and 0.000 were derived respectively. This implies that mobile marketing have significant effect on brand awareness.








[bookmark: _Toc532922929]CHAPTER FIVE
[bookmark: _Toc532922930]SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc532922931]5.1	Summary of Findings
[bookmark: _Toc532922932]This study examines the impact of innovative marketing strategy on business performance in selected small and medium scale enterprise in Kwara state. Innovative marketing is a set of innovative processes and actions that market and communicate new products and services to a targeted group of customers. Innovation is an activity which includes new ideas that have an innovative impact to a new product and services. Marketing is the tool which enables the marketers to promote their products and services. The concept of innovative marketing is all about introducing market research into user’s needs, trends and behaviors and develop product designing and introducing a new product in a unique place, placing the product in unique way and promoting the products in an unconventional way.
However, based on the data analysed, it was revealed that social media marketing increases the market share of SMEs in Kwara state. Social Media marketing programs usually center on efforts to create content that attracts attention and encourages readers to share it with their social networks. A corporate message spreads from user to user and presumably resonates because it appears to come from a trusted, third-party source, as opposed to the brand or company itself. Also, it was deduced from the findings that marketing automation have a significant effect on competitive advantage. Marketing automation is technology that manages marketing processes and multifunctional campaigns, across multiple channels, automatically. With marketing automation, businesses can target customers with automated messages across email, web, social, and text. And lastly, it was gotten from the results that mobile marketing improves brand awareness. Mobile marketing is a multi-channel online marketing technique focused at reaching a specific audience on their smartphones, feature phones, tablets, or any other related devices through websites, E-mail, SMS and MMS, social media, or mobile applications.
5.2	Conclusion
Information and knowledge have become significant sources of SMEs development in Nigeria, particularly in Kwara state. Marketing managers spend lot of money to provide fruitful services to the consumers of a company’s product still some users are not satisfied with the services. The managers try to serve the consumers by providing innovative marketing strategies through social media marketing, marketing automation and mobile marketing. All these strategies are centered to satisfy the customers and provide suitable environment for them during purchase and consumption of the company’s product. Marketing is an important activity in SMEs performance, it need active participation of marketing professionals and implementation of marketing process. Hence, based on the findings, this study concluded that social media marketing increases market share, marketing automation enhances competitive advantage and mobile marketing improves brand awareness.
[bookmark: _Toc532922933]5.3	Recommendations
The following recommendations are made in line with the findings of the study:
i. Small and medium scale enterprise should continue to improve on their social media platform in order to increase market share.
ii. They should use marketing automation such as email, web and text to enhance competitive advantage.
iii. Lastly, they should enhance their mobile marketing in order to improve their brand awareness.
Thus, marketing innovation is the capacity to re-conceive the existing industry model in ways that create new value for customers, undermine competitors, and produce new wealth for all stakeholders, according to the organizational knowledge literature.
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APPENDIX 
Department of Business Administration and Management,
Institute of Finance and Management Studies,
Kwara State Polytechnic
Ilorin,
Dear respondents, 
You have been selected to participate in this survey which seeks to examine the impact of innovative marketing strategies on business performance of SMEs. This questionnaire is meant for academic purpose and aim to elicit responses which will be used to achieve the aforementioned objectives as well as enable the completion of my HND in the above mention institution. All information discloses are strictly confidential and will be used solely for academic purpose. 
Thanks in anticipation of your corporation and responses.
Yours faithfully,
Researcher
HND/23/BAM/FT/1042
AYINLA, Rasheedat Olajumoke



















Section one
Gender 	
Male (  )    female (  )
Age 		
25-35 years (  ) 35-44 years (  )  45-54 years (  ) above 54 years (  )
Marital status	
Single (  )   married (  )  Widowed (  )  divorced (  )
Educational qualifications 
ND (  )     NCE (  )  HND (  ) BSE (  ) Master (  )     
PhD (  )   others (please specify) 




Section two
Scale responses to each item are measures on five point scale with the anchors label (1) strongly disagree, (2) disagree (3) undecided (4) agree (5) strongly agree.
Innovative marketing strategies
	Social media marketing

	S/N
	ITEMS
	SA
	A
	UD
	D
	SD

	1
	Facebook is a powerful way to communicate with customers
	
	
	
	
	

	2
	Twitter helps to share updates about company, shares and industry news
	
	
	
	
	

	3
	Instagram assists business to form a more personal communication with customers.
	
	
	
	
	

	Marketing Automation

	4
	Email enable businesses to track customers experience
	
	
	
	
	

	5
	Web application helps business to create a standard environment for the use of business software
	
	
	
	
	

	6
	Text is a form of marketing that convey information about the product to customers
	
	
	
	
	

	Mobile marketing

	7
	Mobile internet enables local businesses in brand building
	
	
	
	
	

	8
	Mobile games attract more customers for the business
	
	
	
	
	

	9
	Multimedia marketing assists business to communicate to a large amount of customers
	
	
	
	
	



SMEs performance
	Market share

	S/N
	Items 
	SD
	D
	UD
	A
	SA

	10
	Social media marketing improves better communication with customers
	
	
	
	
	

	 11
	Online marketing increases customers satisfaction
	
	
	
	
	

	 12
	Social media marketing increases sales
	
	
	
	
	

	Competitive advantage

	S/N
	Items
	SD
	D
	UD
	A
	SA

	 13
	Social media marketing enables business to gain more business contact
	
	
	
	
	

	 14
	Communication cost is reduced by social marketing
	
	
	
	
	

	 15
	Marketing research is aided with the use of social marketing
	
	
	
	
	

	Brand awareness

	S/N
	Items 
	SD
	D
	UD
	A
	SA

	 16
	Social media marketing increases brand awareness
	
	
	
	
	

	 17
	Online marketing enables better customer satisfaction
	
	
	
	
	

	 18
	Social media marketing helps business in market place awareness.
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