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ABSTRACT
	This research work will try to examine what pricing strategy to employ by a leader of an industry, by a challenger, by a follower and by a rich organization in a market.
	This project is to expose the people and organization alike that effective pricing strategy, if in place will increase the market shares of organizations in the face of the competitive atmosphere being witnessed in the economy.
	Price strategy is an idea implemented into a plan to get the optimum price for a service or product that will yield the highest profit. It also refers to the method by which a business calculates how much it will charge for a product or service. It is based not only on the cost of the product but also on profit margin and a holistic view of market and future viability.
	Market shares is the portion of the consumer base, in a given industry, that is controlled by any one of the competitive companies in that industry.
	For example 100,000 people buy toilet paper, amounting to 100, 000 dollars in total market size. There are only 2 companies that sell toilet papers, brand A and brand X. if 75% of the 100,000 people buy brand X, then Brand A has made 75,000 dollars and have achieved 75% market share and Brand A has only 25%.
	Chapter two will be devoted to literature review of related text of the project topic chapter three will focus on research methodology, research approach and sources of data, data collection, instruments, research population and simple size, sampling procedure employed and method of data analyzed.
	Chapter four will highlight presentation and analysis of data
	While chapter five will contain summary of study, conclusion, Recommendation, References, Appendix and Questionnaire.
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CHAPTER ONE
1.4 GENERAL INTRODUCTION
In a global village like where competition among organization in the same industry is so powerful for the survival of any business is them important that organizations look like inward and see what can be done in order to salvage the problems confronting our organizations when marketing its products and service
Organizations must drive different pricing strategies that stand as a tool of winning market shares in a competitive atmosphere.
This research work will try to examine what pricing strategy to employ by a leader of an industry, by a challenger, by a follower and by a rich organization in a market.
The project is to expose the people and organizations alike the effective pricing strategy, if in place will increase the market shares of organizations in the face of the competitive atmosphere being witnessed in the economy. 
The researcher intends drawing up inference on the relationship that exist between the strategy and market shares.
1.5 STATEMENT OF THE PROBLEM
What strategy to be adopted by a firm?
What is the firms position in the market?
What effect has the pricing strategy on the firms market shares?
Is there any interrelationship between pricing strategy and market shares?
Would good pricing strategy improve level of market shares held by the organization?
What are consumer responses to the adopted strategy?
Is pricing strategy a better alternative for fighting market shares?
How do you measure this effect of the pricing strategy on a market shares?
1.6 OBJECTIVE AND SIGNIFICANCE OF THE STUDY
The main aim and objective of the study is to help an organization actualize its purpose of gaining a greater shares of the market in the best possible and fast way and also in the rapid expansion of an organization thereby enhancing greater profitability ratio and the company.
It is of great important to every business organization to know what is strategy to employ towards the achievement of it’s predetermined goals, to know the effect pricing strategy has in the cause of attaining the organizations aim to check for the relationship between pricing policy and market shares, to investigate the organizations position in the market.
1.4	SCOPE AND LIMITATIONS OF THE STUDY
	The scope of this study is to innovate and customize solutions to the problem of what pricing strategy to be adopted by business organizations and firms, and also increase the production rate. This project is focus on the on the pricing strategy adopted by Haier – Paterzon Zochnis (PHZ) Limited as a tool of winning it marketing share in the society today.
	The study was faced with the problem of un cooperate attitude of the respondents and the organization itself that that can be summarized as:
a. Bureaucratic procedure stipulated by the organization such as filling of visitor, form, written permission from the administration sector were time wasting.
b. Refusal to attend to the research team by respondents and some key information.
c. The researcher was also faced with other problems such as shortage fund, unavailability of relevant materials, telecommunication problem etc.
1.6 DEFINITION OF KEY WORDS
STRATEGY
Strategy is a plan that is intended to achieve a particular purpose, it is the techniques or method through which an organization achieves its plans 
MARKETING MIX
Marketing mix are the sets of controllable variables which a marketer uses to influence buyers response and these variables include product, price, place and promotion.

PRICE
Price is referred to as   the amount of money needed to acquire a given quantity of good and services. Price is one of the conditions for purchase order, price is generally used for objects which you are buy and sell.
MARKET SHARES
Is the given proportion of the market held by a firm i.e. the percentage of a whole market each firm competing in the same product line will or are commanding.
SETTING PROCEDURE
Setting procedures, we need to recognize that the sellers pricing attitude varies with the type of market. Economist distinguishes four types of market, with each presenting a different pricing challenge.


CHAPTER TWO
LITERATURE REVIEW
2.1	HISTORICAL BACKGROUND OF THE CASE STUDY
	Haier-Paterson Zochnic (HPZ) Limited is a joint venture between PZ Industries Plc and Haier Group. PZ was over (100 years) of commercial experience in Nigeria and has proud manufacturer of the thermocool brand for over (35 years) and over this time has won the trust and royalty of Nigeria consumers.
	Haier was incorporated in 1981 and growing to be the largest manufacturer of right goods in the world with operations in twenty three (23) different countries including Europe and America. Haier has strenght in technology designed to meets the needs of the Nigeria environment. Haier thermocool products are backed by a twelve month warranty that is supported by a nation wide network of   sales and services centres.
HPZ aims and objective is to satisfy the global urge for digital convergence through wide and broad systems interconnectivity the new modern haier thermocool plasma and LCD television are new dimension in TV technology.
	In addition to several technology based features for special applications, haier thermocool TV are superior in several other ways including the definition, the sound production and the design appeals. The following features put Haier Thermocool a head of others including the ICN (Image Close to Nature) display technology that controls picture sluggishness and video signal loss. In every aspect, haier thermocool TV stands a head of others most especially when they are supported by one year warranty and emerging world standard services centres across Nigeria. They are deal appliances for homes and commercial uses.
	The software and hardware conformity are key to modern electronic and appliance designs and technology are globally for interactive communication on receiving and deploying signal. With haier thermocool plasmas and LCDs this posses to limitation threat. They are equipped with several features to handle this including multi-receive system, this ensures that haier TVS are not country or region specific. They are designed to conform with communication in receiving and developing signals in most part of the world.
The HPZ has many sales and services centres these include. Sokoto, Jigawa, Delta (Warri),  Sokoto, Jigawa, Yobe state (Potiskum), Borno, Kano, Zamfara, Kebbi, Niger state (Minna), Kaduna state (Zaria), Kwara (Ilorin), Lagos, Osun (Osogbo), Nasarawa, Plateau, Oyo, Benue (Markudi), Cross river (Calabar), Akwa ibom, Rivers, Delta (Warri), Bayelsa state and so on
2.2	LITERATURE REVIEW
	According to Nigeria marketing association NMA (Now chattered Institute of marketing) all profit oriented organizations and non-profit organizations face the task of setting a price on their products or services. Price goes by many names, you pay rent for your parliament, tuition for education and fee for physician or dentist, fares you pay for transportation.
How are prices are sets?
Historically, price were by buyer and seller negotiation with each others. Sellers would ask for a high, price that they are expected to receive, and buyers would offer less than the expected to pay. Through bargaining they would arrive at an acceptance price.
	Setting one price for all buyers is a relatively modern idea. It was inspects by the developments of large scale retailing at the end of nineteen century. F.W Wood Worth, Tiffany and Co. John Wana Maker, H. Hudson, and others a “Strictly One Price Policy” because they carried so many items and supervised so many employees.
	Price is the only element in the marketing mix that produces revenue, others elements present cost. Yet many price set independently of the rest of the marking mix rather than as an instinct element of market-positioning strategy and price is not varied enough for different product items and market segment.
	Companies handle enough pricing in a variety of ways in small company prices are often set by top management rather than by the marketing or sales department.
	In large companies, pricing is typically handled by divisional and product line managers. Even here, top managements set the organizations general pricing objectives and policies and often approach’s the prices, proposed by lower levels of the management.
	In industry were pricing is a key factor (aerospace, railroads, oil companies) companies will often establish a pricing department to set price or assist others in determining appropriate prices. This department report to either the marketing or top management.
2.3 	PRICING IN DIFFERENT TYPES OF MARKETS 
	Before examining price-setting procedures. We need to recognize that the sellers pricing attitude varies with the types of market. Economist distinguish four types of markets, with each presenting a different pricing challenge.
PURE COMPETITION
	A pure competitive markets consists of many buyers and the sellers trading in a homogenous commodity, such as copper or financial securities. No single buyer or seller has much influence on the going market price.
	A seller cannot charge more than the going price because buyers can obtain as much as they need at this price. Nor would sellers charge less than the market price because they cannot sell they want at the market price. Pure competitive market are characterized by high mobility of resources and high information among buyers and sellers.
MONOPOLISTIC COMPETITION
	A Monopolistically competitive  market consists of many buyers and sellers who transact over a range of price rather than  a single market price. The reason for the prices range is that seller are able to differentiate their offers to the buyers. Either the physical product can be varied in quantity, features, style or the accompanying services can be varied resulting and buyer being different offers and willing to pay for differ customer segment and freely used branding advertising and personal for differ customer segment and freely used branding advertising and personal selling in addition to price, to distinguish other offers.
	Seller who can maintain differentiated offers can earn above average rate of return. Their continued success depends on barriers they encounter such as advertising, good will, patents, licensing, procedures and high capital requirement, because there are many competitors each firm is less affected by competitors marketing strategy than on oligopolistic market.
OLIGOPOLISTIC COMPETITION
	Oligopolistic market consist of few seller who are highly sensitive to each other pricing and marketing strategy. The product can be homogenous (steel, aluminum) or heterogeneous  (car, computers).
	The reason for the few seller is high barriers to entry in the form of patients high capital requirement control overall material propriety knowledge, scale location and so on. All   oligopolistic is never sure that it will gain anything permanent through a price out on the other hand, if the oligopolistic raise the price, the competitors might not follows this lead, the oligopolistic would have traced it’s price increase or risk losing customers to competitors.


PRICE MARKET
	A pure monopoly consists of one seller. The seller may be a government monopoly, a privative non regulated monopoly. Pricing a handled differently in each case.
	 All government monopoly can pursue a variety of pricing objectives. It might set a pricing below cost because the product is important to buyers and they cannot afford to pay full cost. In a regulated monopoly, the government permits the company to setrate that will yield a “fair return” or that will enable the company to maintain and expand its plan as needed. Non regulated monopolies, on the other hand are free to price at valiant the market will bear. However, they do not always charge the full price for a member of reason fair of government regulation desire not to attract competitors, desire to penetrate the market faster with a low price.
2.4	PROCEDURE FOR SETTING THE BASE PPRICE
	As an entrepreneur, setting a pricing strategy and policy for your products/services for the first time when you develop it or when you introduce your product /services into a new geographical area, can be a big headache. Reason being, that price is not just a new geographical area, can be a big headache. Reason being, that price is not just a tag on the product or service, it communicates to your customers your business’s intended value positioning and also determines your profitability.
When setting the price strategy you have to consider the following (s) factor	s.
1. Select the pricing objective to decide where you want to position your market offering. The five major that you can pursue are survival, maximum current profit, maximum market share, maximum market skinning or product- quality leadership. Having a clearer objective makes it easier to a set a price.
2. Determine the demands: The price you set will affect the demand level and impact your business objectives differently. In normal situations, price and demand are inversely related, in that the higher the price the lower the demand and vice versa.
3. Estimate the cost: While doing this, you want to charge a price that covers your cost of production, distribution and selling of  the products plus a decent return for your efforts and risks.
4. Analyze competitors, costs, prices, offer and possible reactions; you should consider your earnest competitor’s price, product features and evaluate them to check their worth to the customers. You can then decide to charge more, same as competitors or less.
5. Select a pricing method: when selecting, consider the cost of the product or service, competitor prices and the customer’s assessment of the unique features. The pricing method you decide should include one or more these consideration.
2.5	OBJECTIVES OF PRICING
A goal that guides a business in setting the cost of a product or service to potential consumers. A  pricing objectives underlines the pricing process for a product, and it should reflect a company’s marketing. Financial, strategic and product goals, as well as consumer price expectations and the levels of available stock and production resources. Some examples of pricing objectives include maximizing short run profits, increasing sales volume, matching competitor’s prices, encouraging smaller competitors to change industries, or meeting target rates of return, each pricing objective requires a different price-setting strategy in order to successfully achieve business goals.
2.6	MARKETING SHARES ANALYSIS
	Market shares is the percentage of all sales within a market that is held by one brand/product or company. Market shares can be measured in several ways. However, the two most important measures are by:
· Sales revenue
· Sales volume (the number of units sold)
2.7	MARKETING STRATEGIES
	After setting the objectives the marketing strategies are done. Strategic planning is a process of developing and maintaining a link between the organization’s goal and capabilities and   its changing marketing opportunities. The marketing strategy is shaped by the overall business goals meaning that it broadly explains what actions are required to achieve the goals and objectives. The marketing strategy can be thought of as a game plan that outlines, often in a list form factors such as the target market, positioning, distribution channels, price, advertising and possible research and development.
2.8	COMPETITIVE STRATEGIES FOR DECLINING FIRMS
	Full cost plus pricing strategy:- this is the commonest pricing strategy and option open to a declining firm and involves a through analysis of the cost of production after which a predetermined percentage is added to the cost the mark up vary on investments of sales.  The percentage consider equally vary with the management understanding of behavior of different kind of costs.
	Multiple pricing strategy-in multiple pricing, two or more units of the same product are priced together. Their types of refrigerator may be packed one by one as #80,000 instead of combined price. This is a good  price, but  call for an increase of sale.


2.9	FACTORS AFFECTING THE CHOICE OF A PRICING STRATEGY
Demand structure
This implies that pricing  strategy is to be adopted when demand for a particular product is high it must be one that maximize profit such as cost plus target on return and even monopolistic pricing  on the other hand, if the demand for the product is low, our pricing strategy must be tailored to improving or creating demand. However, factors affecting the demand for a product will surely affect the pricing tactics such factors include fashion, taste and income.
Competition
What competitors are doing can not be ignored when setting prices, very often it will be for any development of pricing strategy since consumer will need a lot for convincing them, they are to accepts something different. What the major competitor in the field are currently charging may be used start with.


Seasonality
The seasonal production or demand for a particular product will no doubt affect its demand the regular will dictate the pricing tactics to be used.
Cost manufacturing
Prices could only be arrived at by starting from the cost of manufacturing the product. This is an important element in determining price, cost plus calculating the basic production cost and adding a margin for profit are the most common approach.
Target profit in view
The company must normally aim at a satisfactory level of product. A company can start price based on the influence of expected level of profit a company can set as its objective  a return of 10%, 20% on the capital employed in the business.
Government policies
	Government may prohibit some pricing practice like disseminating among buyers giving cumulative quality discount etc. control prices. These laws act all level of government do influence the companies decision on price to set for its product in an organization.
2.10	COMPETITIVE STRATEGIES FOR LEADERS AND DOMINANT FIRM
		According to Thompson (1995), the competitive position of industrial leader and dominant firm normally range from stronger than average of powerful. Leaders are typically well known, strongly entrenched leaders have strategies key either to low cost leadership or to differentiate. 
		A  main competitive strategy issues for an industrial leader is how best to sustain what has been achieved and how to become or remain a leader.
2.11	FORMULATION OF HYPOTHESIS
Ho:	Price has no significant influence on market share of an enterprise, quality of the product determines.
Hi: 	Price strategy has great influence on the market share of an enterprise and thereby enhancing great expansion and profitability ratio.
CHAPTER THREE
3.1		RESEARCH METHODOLOGY
		This chapter describes in describes in details the methods and form adopted by the researcher in the collection of data and the analysis of such data. It attempt to provide answers to the following questions
Who and what will form the population of the research?
Should every member of the population be studied or just a sample of them?
What method is adopted in studying the population?
As well as the primary and secondary data that are used in the conduction of this research.
3.2		RESEARCH DESIGN 
		Under the research design, every research was conducted scientifically and also has a frame work of controlling data collection.
		Since the research design is the plan, frame work, structure and strategy of investigation conceived by the selection of a number of people of the work force of Haier Paterzon Zochnics limited, therefore the data gathered will be extensively analyzed and presented with aid of tables. Tables of data gathered will be extensively analyzed and presented with and of tables. Tables of data analyzed are from questionnaire administered on the sample population these include all the information’s about all personal working for the organization such as their  age, sex, distribution etc. 
3.3		SOURCES OF DATA
		Primary sources which are data obtained from the main sources which include questionnaire and oral interview.
		The questionnaire dealt with both the personal characteristics of the respondents and the subject matter of inquiry following the fact that the study population were expected to be able to read and write the questionnaire administered to them. By this approach, the questionnaire was handed over to the respondents to complete by themselves. The questionnaire divided into  two parts, the first part being classified as part “A” requires such details about the respondents personalities like sex, age, education qualification and position held by the respondents in the organization.
		The second part being classified as part “B”  entails questions relating to the subject matter of the study “employing pricing strategy as a tool of winning the market shares”. The oral interview involves the asking of a set of questions by the researcher and the respondent is to supply the answers. The interview gave room for quick response and allowed the researcher to explain a question again which led to a high response rate.
		The secondary sources which are obtained from records by an agency was also adopted.
3.4		SAMPLE POPULATION
		In order to achieve the target aim of this research work, the concepts of population is to fundamental importance. The major reason that can be considered for this is that research is carried out to involve the element of animate or non animate objects. In research, the meaning of population is not limited to human beings alone, it is an group of people, objects, events all having at least one characteristics in common.

3.5		SAMPLE TECHNIQUES
		For the purpose of this study, the sample was drawn using simple random sampling method. This method was adopted because it gives every member of staff equal chance of being selected and as well geared up matters of reasonable thoughts to make all staffs in various department existing in Haier Paterzon Zochnics to be a participant in the sampling process.
3.6		SAMPLING SIZE
		The sampling size of thirty (30) respondents was drawn from the entire population. this was used for controllability sake considering the total number of the work force  of the organization and also to save cost and time.
3.7		METHODS OF ANALYZING DATA
		Data collected from the questionnaire returned by the respondents and also the respondent given from the interview conducted will be analyzed qualitatively and quantitatively.
		The quantitative method employs the use of frequency distribution tables, percentages and hypothesis among other things will be analyzed for easy assimilation.
3.8		RESEARCH INSTRUMENT
		The research instrument used was questionnaire and oral interview. The questionnaire was designed using open ended questions, the open ended questions permitted the respondent free response alternative while the close ended questions provided for fixed alternative which allows for easily coding and analysis.


CHAPTER FOUR
4.1		PRESENTATION AND ANALYSIS OF DATA
		This stage of the project involves the analysis of the data collected from the company used as a case study, the data collected need to be analyzed to make them meaningful to any interested reader.
		The research work was carried out to evaluate the effect of pricing strategy on market share with reference to Haier Paterzon Zochnis ltd (HPZ) Ibadan.
		In the course of this study, 35 copies of the questionnaire were personally distributed to the management and staff of the organization of which 30 copies were returned for analysis.

ANALYSIS OF DATA
	Below are the analyses of the response from the questionnaire returned.


QUESTIONNAIRE ADMINISTERED
	Questionnaire
	Frequency of respondent
	Percentage(%) of the respondent

	Returned
	30
	85.7%

	Not Returned
	5
	14.3%

	Total
	35
	100%


Source: Field survey 2025
		Bar chart to represent the returned and non returned questionnaire
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SOURCE: FIELD SURVEY, 2025
		The chart above shows that out of 35 copies of questionnaire distributed, 30 were copies were returned.
TABLE 1: SEX DISTRIBUTION
	Sex
	Frequency of respondents
	Percentage(%) of the respondents

	Male 
	20
	66.7%

	Female
	10
	33.3%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
		Table 1 above shows that we had higher number of male respondents and lower number of female respondents. Twenty (20) respondents were male while the other ten (10) were females
TABLE 2: AGE DISTRIBUTION
	Age range
	Frequency
	Percentage of respondents

	18-30
	7
	56.7%

	31-40
	13
	43.3%

	41-50
	-
	-

	50 and above
	0
	0%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
		Table 2 above shows the age analysis of the staff sample used. The 56.7% of the respondents that are between the age of 18-30 have greater contribution to the questionnaire.
TABLE 3: MARITAL STATUS
	Marital status
	Frequency of respondents
	Percentage of respondents

	Single
	19
	63.3%

	Married
	11
	36.7%

	Widow
	-
	-

	Divorce
	-
	-

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
The table above shows that 63.3% of the respondents are single and 36.7% of them are married.
TABLE 4: EDUCATION QUALIFICATION
	Qualifications
	Frequency of respondent
	Percentage of respondent

	WAEC
	4
	13.3%

	ND/NCE
	13
	43.3%

	BSC/HND
	13
	43.3%

	Total 
	30
	100%


SOURCE: FIELD SURVEY, 2025
         The table here shows that four (4 ) respondents are WAEC holders, thirteen (13) respondents are ND/NCE holders and thirteen (13) other are BSC/HND holders.

TABLE 5: YEAR OF WORKING EXPERIENCE
	Experience
	Frequency of respondent
	Percentage of respondents

	1-5
	6
	20%

	6-10
	5
	16.7%

	11-15
	15
	50%

	16 and above
	4
	13.3%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	The table shows the numbers of years of work experience acquired by the staffs in which 50% of the staff has gotten enough experience of 11-15 years.

TABLE 6: THE ORGANIZATIONS POSITION IN THE MARKET ACCORDING TO RESPONDENTS
	Alternatives
	Responses
	Percentage of respondents

	Leadership
	20
	66.7%

	Challenger
	-
	-

	Follower
	-
	-

	Niche
	10
	33.3%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	The  table here shows that majority of these respondents in fact 66.7% believe that the organization is maintaining a leadership in the market 


TABLE 7: THE TYPE OF STRATEGY EMPLOYED BY THE ORGANIZATION TOWARDS GAINING TARGET MARKET SHARES ACCORDING TO RESPONDENTS
	Alternative
	Responses
	Percentage  of respondents

	Skimming 
	15
	50%

	Penetration
	5
	16.7%

	Odd pricing
	-
	-

	Promotional
	10
	33.3%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	The above table shows that 50% of the respondents supported skimming while 33.3% are in support of promotional pricing and 16.7% supported penetration.
TABLE 8: EFFECTS OF PRICING STRATEGY ON AN ORGANIZATION MARKET SHARES ACCORDING TO RESPONDENTS
	Alternatives
	Responses
	Percentage of respondents 

	Positive
	30
	100%

	Negative
	-
	-

	Uncertain
	-
	-

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
		From the table above, the whole respondents are of the view that pricing strategy has positive effects on the market shares of the organization.

TABLE 9: RELATIONSHIP BETWEEN PRICING STRATEGY AND MARKET SHARES ACCORDING TO RESPONDENTS
	Alternatives
	Responses
	Percentage of respondents

	Yes
	25
	83.3%

	No
	5
	16.7%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
		From the above, 83.3% of the respondents are of the view that there exist relationship between the two variables while 16.7% do not believe so.
TABLE 10: GOOD PRICING STRATEGY IMPROVES THE LEVEL OF MARKET SHARES HELD BY THE ORGANIZATION ACCORDING TO RESPONDENTS
	Alternatives
	Response
	Percentage of respondent

	Yes
	30
	100%

	No
	-
	-

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	The table above shows that the entire respondents believe that a good pricing strategy improves the level of market shares held by the organization.


TABLE 11: CONSUMERS RESPONSE TO THE ORGANIZATION PRICINGS STRATEGY ACCORDING TO RESPONDENTS
	Alternative
	Responses
	Percentage of respondents

	Positive
	26
	86.7%

	Negative
	-
	-

	Uncertain
	4
	13.3%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	From table above, 86.7% of respondents are of the opinion that consumers respond positively while 13.3% are uncertain about their view of the matter.
TABLE 12: PRICING STRATEGY IS A MATTER ALTERNATIVE FOR FIGHTING MARKET COMPETITION THEREBY INCREASING MARKET SHARES
	Alternatives
	Responses
	Percentage of respondents

	Yes
	20
	66.7%

	No
	10
	33.3%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	The table above shows that 66.7% believes that it is a better alternative while 33.3% do not agree.
TABLE 13: THE WAYS OF MEASURING THE EFFECTS OF PRICING STRATEGY ON MARKET SHARES
	Alternatives
	Responses
	Percentage of Respondents

	Good return
	5
	16.7%

	High market shares
	15
	50%

	Growth and expansion
	7
	23.3%

	Good reputation
	3
	10%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	From the table above, the researcher was able to gather that 16.7% respondents believes that good return is a basic for measuring market shares, 50% are of the opinion that high market shares is a basic for measuring the effect of pricing strategy on market shares, 23.3% are of the opinion that the level of growth and expansion is the basis for measuring market shares and finally, 10% are of the opinion that good reputation  is the basis for measuring market shares.
4.2		TEST OF HYPOTHESIS
		Hypothesis is an assumption or generalization of an outcome of an event subject further to proof or investigation. It is tested to confirm whether the assumption agrees with observed facts or not. The statistical tool to be used is the chi-square statement of hypothesis.
Ho: 	Price has no significant influence on the market shares of an enterprise, quality of their product determines
Hi-	Pricing strategy has great influence on the market shares of an enterprise.
		To test this hypothesis, the frequency observed from table 1,2,3.4,5 and 6 will be used for hypothesis 1
Hypothesis 1
	Cell
	fo
	Fe
	(f0-fe)
	(fo-fe)2
	(Fe-fe)2
    Fe

	Q1
	3.34
	45.73
	-42.39
	1796.91
	39.29

	Q2
	15.54
	45.73
	-30.19
	911.44
	19.93

	Q3
	2.14
	45.73
	-43.59
	1900.1
	41.55

	Q4
	8.61
	45.73
	-37.12
	1377.9
	30.13

	Q5
	28.48
	45.73
	-17.25
	297.56
	6.51

	Q6
	33.34
	45.73
	-12.39
	153.51
	3.36

	Total
	91.45
	
	
	
	140.77



Since the calculated value of chi-square (x2) = 140.77 which is greater than the tabulated value of 3.841, we reject Ho and accepts H1 
Hypothesis 2
To test for this, the observed frequency of table 7,8,9,10,11,12 and 13 will be used.
	Cell
	fo
	Fe
	(fo-fe)
	(fo-fe)2
	(fo-fe)2
   fe

	Q7
	23.34
	77.43
	-54.09
	2925.7
	37.8

	Q8
	22.5
	77.43
	-54.93
	3017.3
	39

	Q9
	24
	77.43
	-53.43
	2854.8
	36.8

	Q10
	30
	77.43
	-47.43
	2249.6
	29

	Q11
	31.14
	77.43
	-46.29
	2142.8
	27.7

	Q12
	3.34
	77.43
	-74.09
	5489.3
	70.9

	Q13
	20.54
	77.43
	56.89
	3236.5
	41.8

	Total
	154.86
	
	
	
	283


Since the calculation of chi-square value is greater than the tabulated value of 5.841, we reject Ho and accepts Hi.
4.3 		SUMMARY OF FINDINGS
		From the hypothesis tested, it has been observed that pricing strategy is a better, if not the best alternative for fighting market competition thereby increasing market  shares. It also helps the organization to maintain a leadership position in the market as well as having positive effect on market shares.
	Above all, good effective and efficient pricing strategy improves the level of sales and market shares.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1		SUMMARY OF THE STUDY
		The essence of this study is to examine the relationship between pricing strategy and market shares. It is of great important that every organization devise means, methods or way at which the corporate objective of the organization which is usually centered at making profit and gaining a higher percentage of the market shares is achieved or attained.
		The response received from the respondents of the questionnaire confirms or establish the definition of pricing as stated in available literature review. Respondents of the questionnaire confirms or establish the definition of pricing as stated in available literature review. Respondents confirmed that pricing strategy.
	The quantity method used in the analysis of the data generated through questionnaire method, in doing this simple frequency table was used. The two hypotheses were tested with the chi-square statistical test.
	The study was divided into five chapters, having chapter one as introduction, chapter two focuses on the literature review, chapter three consists of the research design and methodology , data collected were also analyzed in chapter four and chapter five entails the summary of the study, conclusion and recommendation.
5.2		CONCLUSION
		The study has investigated the impact of pricing strategy and has confirmed it as a good tool for winning the marketing share using Haier Paterzon Zochnis Limited as the case study.
		It has been concluded from the research been carried out and it is believed that pricing strategy plays a prominent role in the growth of an organization. Therefore, the researcher would like to include that suitable pricing strategy pricing strategy to create  favourable impression in the minds of the  buyers of the product with a view of stimulating demand and this will increase the sales volume, profit maximization and increased market shares.


5.3		RECOMMENDATIONS
		Based on the findings of this study, feasible recommendations are essential to alleviate the problem of business  organizations who are not really making it in terms of market share. Their future depends on whether they take to some of this recommendations or not.
		Firstly, it is therefore generally recommendation that all organization whose target is achieving substantial market share should ensure the use of appropriate pricing strategy with given market condition.
		Secondly, since the environment is dynamic the firm should ensure that research are carried out as all when due in order to understand the environment and know what strategy to adopt.
		Thirdly, the researcher also recommends that price should not be set independently of the rest of the marketing mix, rather it should be done as an intrinsic elements of market positioning strategy.
	Moreover, pricing should be taken with all seriousness because it is the only element on the marketing mix that produces revenue.
	Finally, based on the study and review of relevant texts, it is recommendation that big organizations like Haier Paterzon Zochnis Limited should have a separate department for pricing, to set prices or assists others in determining the appropriate prices. If these recommendations are taken and implemented, then there should be no doubt that effectiveness and efficiency of business organizations will be imported.
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APPENDIX
Department of Marketing
Institute of Finance and Management Studies,
P.M.B 1375, 
Kwara State Polytechnic, Ilorin. 
Dear Respondents,
	I am a student of the above-named department in Kwara State Polytechnic, Ilorin its par t of the conditions for the Award of Higher National Diploma (HND). I am conducting e research on the topic: Employing Pricing Strategy as a Tool of Winning the Marketing Share “A case study of Haier Paterzon Zochnis Limited (HPZ)”.
	Kindly read through the questioaAAAAnnaire and respond to the questions as honestly as possible by ticking the space provided. The questionnaire is purposely selected to test the level of significance of pricing strategy on market shares, I guarantee that the information given will be treated confidentially and used solely for the purpose of the study thank you for your co-operations
							Yours faithfully,
							
					Akwore Agnes Christiana

QUESTIONNAIRE
Introduction please tick the space provided (      ) properly with the chosen answers in order to avoid any mix up. All questions filled in this questionnaire will be kept secret.
PART A
1. Sex Distribution:  a. Male  (   )   b. Female (   ) 
2. Age: Distribution:  a. 18-30 (   ) b. 31-40 (   )  c.  41-50  (   ) 
d. 50 and above (   )
3. Marital status:  a. Single (   ) b. Married (    )  c.  widow (   )
	d. Divorce (    )
	4. 	Educational qualifications of the respondents. a. WAEC (   )   
b. ND/NC c. BSc (   ) d. HND (   ).
5.  	Years of working experience of respondents a. below 1-5 (   ) b. 6-10 years (   ) c. 11-15 years (   ) d. 16-20 year (   )
6.  	What is your organization position in the market? A leadership (   ) b. challenger (   )  c. follower (   ) d. niche (   )
7. 	What type of strategy does your organization employ towards gaining target market shares?  a skimming (   )  b. penetration  (   ) c. odd pricing  (  ) d promotional (    )
8. 	What effect has this pricing strategy on your market shares? a. positive (   ) b. negative (   )  c. Uncertain (   )
9. 	Is there any relationship between pricing strategy and market shares?	a. Yes (   ) b. No (   )
10. 	Would good pricing strategy improve the level of market shares held by your organization? a Yes  (   )  b. No (    )
11. 	What is the consumer’s response to your organization pricing strategy? 	a. positive (    )  b. negative  (   )
12. 	Is pricing strategy a better alternative for fighting market competition? a Yes (   )  b. NO (   )
13. 	How do you measures the effects of pricing strategy on market shares?	a. Good return (   )  b. high market shares (   ) c. growth and expansion (   ) d. good reputation (    )


