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ABSTRACT
This research work was design to determine the impact of entrepreneurial marketing on the survival of small scale busineSSBs. Questionnaire were administered in for gathering information on this topic. The objective of the study includes the influence of entrepreneurial marketing on sales. To determine the influence of entrepreneurial marketing on profitability, influence of entrepreneurial marketing on market share and to investigate the influence of entrepreneurial marketing on customer satisfaction. Some literatures were reviewed in relation to the topic with the themes and sub-themes of the study. However, questionnaire was used as instrument of data collection, while primary and secondary sources of data collection were employed. For data analysis chi-square was used and the results of the study are: The result for the study shows that the problems of implementation proper subsidy programme are the pipelines and inadequate of infrastructural distribution like good road in the course of study importance or benefit of fuel subsidy removal must be made know to the small scale entrepreneur. Some recommendation were also made that government policy should be favourable and consistency to entrepreneur while frequent changes of government should be avoided. Money accrue from fuel subsidy removal should properly monitored through setting up of regulatory bodies by the government.
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CHAPTER ONE
INTRODUCTION
1.1 	Background to the Study
Ensuring long term organizational performance is a challenge in our present technology driven and competitive business world. For Small Scale Enterprises (SSBs), the capability to put in place appropriate marketing practices has long been deemed a key strategic differentiator and means of achieving high and sustained performance and leverage over competitors. Marketing, a matrix of business activities organized to plan, produce, price, promote, distribute goods, services and ideas for the satisfaction of relevant need is important for the success of any organization whether service or product oriented. It is the pivotal part of any business that provides essential inputs to the firm‘s overall strategies and is central to success in today‘s fast moving competitive markets just as measuring marketing‘s performance is critical to managing it effectively. It can also be seen as a bridge that all busineSSBs need cross by practicing it appropriately if they must improve their performance, remain relevant and effectively take care of competitions (Masato & Troilo, 2015, Zaefarian, 2014).
When the principles of Marketing are consistent, appropriate and feasibly carried out in a sustained period of time, they are referred to as marketing practices. For Such practices to be effective, they must adopt and utilize philosophies, strategies and activities associated with the marketing concept capable of winning competition and enhancing high performance. They must also represent a broad range of practices based on marketing principles. Ghouri, Khan, Malik and Razzaq, (2011), and Zaefarian, (2014) have suggested that sound and appropriate marketing practices are an important contributor to business performance.
Entrepreneurial Marketing are associated with marketing activities of firms like SSBs which are small and resource constrained, making such firms to rely on creative and often unsophisticated marketing tactics that make heavy use of personal networks (Naelati, & SobrotulImti, 2014). This implies that entrepreneurial marketing practices are an integrative process designed to innovatively apply the collective knowledge, skills, and resources of the firm to market related needs of the business to enable the business add value to its goods and services and meet competitive demands. As opined by Itodo, (2015) EM practices must in addition involve a process by which firms derive strategies to enable them anticipate and respond innovatively to the dynamic business environment, adding that such efforts inevitably improve the competitiveness of business firms and eventually their performances.
Entrepreneurial marketing have been identified as one of the most important key ingredients for superior performance and global competitiveness in SSBs (Junde, 2014). Firm performance (the strategic outcomes that organizations use to realize its goals) has therefore been established as a focal phenomenon in business studies. SSBs performance is therefore a complex and multidimensional phenomenon that has been established to directly depend on efficient marketing practices. Enhancing business performance through appropriate marketing practices is of increasing interest to all busineSSBs (Kelson, 2014). The success or non performance of SSBs rests in part on the nature and types of marketing practices they put in place for their busineSSBs (Ediri, 2014).
Survival, considered to be a subset of the broader concept of organizational success is a fundamental feature for survival and sustainability as performance factors like appropriate entrepreneurial marketing practices have been found to spur business expansion, sales growth, customer satisfaction and return on investment in all claSSBs of SSBs (Itodo, 2015). Prior research efforts (Eniola & Entebang, 2015) suggest that sound marketing practices are an important contributor to performance in business. To this end, Taiwo (2010) conclude that marketing practices have a significant impact on performance variables as they interact with different components to facilitate performance. It is therefore clear that there is a strong correlation between marketing practices and SSBs performance.
Achieving accelerated performance in SSBs demands their marketing practices to be entrepreneurially and properly carried out and correctly implemented at the right time and in the right proportion (Kinyua, 2014). Besides, the modern day competitive environment demands the successful implementation of marketing practices if a firm is to achieve an appreciable performance in its chosen market segment. Firm performance has been established to directly depend on efficient marketing practices (Naelati, and SobrotulImti, 2014). Studies relating to both large firms and Small Scale Enterprises (SSBs) constantly emphasize a positive relationship between business practices, management activities and performance, as it is often articulated that best business practices produce superlative business performance (Arsalan, Naveed & Muhammad 2011).
Small Scale Business Enterprises are a wide variety and heterogeneous group of enterprises and a very important business segment that provides national socioeconomic development both for developed and developing markets and economies. They embody diverse kinds of sophistication, skills, capital, growth orientation and are found in both formal and informal sectors (Eniola, 2015). They may be owned by individuals, groups, corporate organizations and government and their owners may or may not be poor (Naelati, and SobrotulImti, 2014). These claSSBs of enterprises are found in a wide variety of industries and operate in very different markets (rural, urban, local, national, and international) and social environments (Ediri, 2014) and are drivers of economic growth as they contribute greatly to economic development of both developed and developing nations in diverse ways including reducing unemployment (among many others) even though they are usually characterized by lack of adequate resources, owner/manager operation, flexibility and low-tech involvement (Shehu, 2014).
The important roles small business enterprises play in the economy of every nations has continued to be crucial in diversifying the sources of national income, in improving the competitiveness and economic development and in contributing to the flexibility and resilience of the economies (Harrigan, Ramsey & Ibbotson 2011). Such roles include: entrepreneurship, innovation, productivity, competition, job creation, diversification, earning, and growth in many economies of the world (Gilmore, Galbraith & Mulvenna 2013). It has even been argued (Itodo, 2015) that SSBs make up the largest business sector in every world economy and contribute to the development of the society through the redistribution of political power arising from the ownership of small and medium scale businesses by more people in a country. In addition, these classes of enterprises offer consumers a greater opportunity for choice by operating in fragmented or niche markets which larger firms either cannot economically enter or are reluctant to enter because of unattractive risk-return consideration.
In Nigeria, Small Scale Enterprises which came into the mainstream of the country‘s economic activities in the 60‘s owing to its obvious vital contributions plays a very important role in the process of industrialization and sustainable economic growth (Ocheni, 2015). Like in the developed countries, SSBs in the country have enabled entrepreneurship activities through which employments are constantly generated and poverty is reduced and sustainable livelihood achieved (Ogunmokun, Li & Ling-yee, 2014). These classes of enterprises make up about 97% of businesses in Nigeria and provide on average 50% of Nigeria‘s employment and its industrial output (Ocheni, 2015). Government and development experts have therefore realized the fact that SSBs poSSBss the needed catalyst to turn the economy around for good (Tubastive & sobrotullmtikhanah, 2014). However, for SSBs to effectively and continuously carry out their roles as enumerated above, they must continually perform effectively. The use of appropriate entrepreneurial marketing can fuel firm performance in Small Scale Enterprises (Eniola, 2015). 

1.2 	Statement of the Problem
The contributions of SSBs in economic development of both developed and developing nations have always been acknowledged (Aliyu & Mahmood 2014 and Junde, 2014). But as Ediri (2014) opines, SSBs can only maintain such a position when a good number of strategies including the formulation and application of appropriate entrepreneurial marketing practices are put in place at the right time and in the right proportion to exert positive effect on performance.
Naelati and SobrotulImti, (2014) argues that entrepreneurial marketing affect performance, however, little has been established on which of the entrepreneurial marketing influence the long term performance of SSBs and the extent of its impact. Attempts in this regard have always resulted in mixed, conflicting, inconsistent and inconclusive findings.
Most studies on the relationship between entrepreneurial marketing and small business performance have always focused on large firms in developed markets and economies (Salavou, Baltas and Lioukas 2004) as well as in the Middle East and North Africa (Dutta 2006). Though few of them are conducted in Nigeria (Mba and Emerti, 2014), none is conducted in the study area. This study therefore fills the gap. Besides, similar studies may not have the same framework, similar entrepreneurial marketing and performance variables.
The marketing practice of SSBs is usually assumed despite the fact that SSBs are an important factor in the successful existence of any economy and that they dominate the landscape of all economies, from developed to developing and underdeveloped. Since marketing is concerned with the creation of customer, it should be the basis for the existence of any business organization. It is important that the effects of marketing practices on the performance of these claSSBs of enterprises that dominate economies of the world should be investigated and understood so as to be able to improve on them.
The academic research on Small Business Enterprises have mainly concentrated on the factors militating against the success of these claSSBs of busineSSBs. Only few of the studies concentrated on aspects related to marketing application (Mba & Emerti, 2014). Hills and Hultman, (2008) advocate for EM research in all contexts. This study therefore positions itself with the objective of studying entrepreneurial marketing in small business enterprises to bridge this gap.


1.3	Research Questions
This study focused on the impact of Entrepreneurial Marketing on the survival of Small Scale Business Enterprises in Ilorin. Accordingly, the following specific research questions are posited:
· Can entrepreneurial marketing influence sales performance?
· Does entrepreneurial marketing influence profitability?
· Can entrepreneurial marketing influence market share?
· How does entrepreneurial marketing influence customer satisfaction?

1.4	Objectives of the Study
The main objective of this study is to determine the effect of entrepreneurial marketing practices on the survival of small and medium scale enterprises in Makurdi metropolis of Benue state. The study seeks specifically to:
· To examine the influence of entrepreneurial marketing on sales. 
· To determine the influence of entrepreneurial marketing on profitability.
· To aSSBss the influence of entrepreneurial marketing on market share.
· To investigate the influence of entrepreneurial marketing on customer satisfaction. 

1.5		Research Hypotheses
This research work was guided by the following hypotheses. Therefore all the hypotheses were written as null hypotheses.
H0: There is no significant evidence that entrepreneurial marketing influence sales performance 
H0: There is no prove that entrepreneurial marketing influence profitability 
H0: There is no significant evidence that entrepreneurial marketing influences customer satisfaction
H0: There is no significant evidence that entrepreneurial marketing influence profitability 
1.6		Significance of the Study
This study is very significant. First, little or nothing is known about the impact of entrepreneurial marketing on the survival of small scale enterprises in Ilorin. The study therefore, fits into the quest to unveil the impact of EM on the survival of SSBs in the study area. It will offer a combination of academic contributions for scholars and researchers, managerial implications for policy makers and practical contributions for practitioners and operators.
Based on the gaps identified, this study seeks to determine the impact of entrepreneurial marketing on the survival of SSBs in Nigeria. The knowledge to be gained from such a study will enable SSBs to understand and focus on implementing marketing practices that can lead their busineSSBs to improved performance. Achieving this will contribute to the reduction of the high SSE failure rates and increase SSBs long-term performance and survival.
The study is also very significant as its outcome will spell out the relevance of marketing and the correct marketing practices on the performance of small scale enterprises. It has a large sample size while respondents are owner/managers who have first hand and reliable information on the research topic. This will help SSE regulatory agencies in knowing the kind of policies to propose and implement for SSBs. The study will also help the relevant tiers of government (i.e. Federal, state and local) in terms of SSBs performance in their areas. The study is conducted in Nigeria which will enable the study instruments to be further tested in other parts of the country and other African countries.
Further, the suggestion for achieving successful business performance through appropriate EM practices as is reviewed by the research findings will be effectively communicated to policy makers and SSBs managers who will be expected to design suitable strategies and programs to address factors which are important in the achievement of successful relationship between entrepreneurial marketing practices and their effects on business and performance.
1.7	Scope of the Study 
1.	Conceptual Scope: The conceptual scope of this study is entrepreneurial marketing. In modern world, marketing has become important in small and medium organization. Therefore every organization need to act entrepreneurially in order to achieve more competitive advantage over other competitors.
2.	Industrial Scope: The industrial scope of this study is distributive industry (i.e. supermarket). They are into distributing and making shopping convenience for customers. In a convenience store. They are into selling of provision, wine, coSSEtics, food stuff etc. 
3.	Geographical Scope: This study is carryout in Ilorin metropolis. Ilorin the state capital of Kwara is located on lattitude 4020 and 4035E of the equation, the state has River Niger as its Natural boundary along its Northern and eastern margins and shares a common international boundary with Niger state in the north Kogi state in the east, Oyo, Ekiti and Osun in the south and international boundary with the republic of Benin in the west Ilorin was choose for this research work because Ilorin is the closest place to the researcher and Ilorin is known for its well organization settings.
4.	Time Scope: The time scope of the study is two years i.e 2019 to 2020

1.8	Limitation and Constraint of the Study 
	There were some limiting factors that hindered the researcher from the peak of the research work to the end of the research some of these factors are: 
1.	Time constraint: Time is one of the limiting factor and crucial to the study. The researcher have many activities to attend with limited time available at her disposal whereby Friday is allocated for field work while Monday to Thursday were for lectures and other academic work, Saturday is allocated for report writing thereby Sunday was assign for revision of the report writing. And the researcher report to her supervisor on Monday. 
2.	Finance Constraint: The study of this nature required money for materials. The researcher has no means of income and the study was not sponsor by an organization, it was purely academic exercise. However, the researcher overcomes this problem by making it known to her parents who then later gave the money carry out this research work.
3.	Respondent Constraint: Another major constraints was respondent attitude towards understanding of the study, many respondent were hostile because they didn’t understand the purpose of the study. Many respondents were reluctant to release information thinking that the information may be used against them or maybe given to their competitor. This problem was overcome through explanation and departmental letters and people involved.

1.9	Definition of Terms 
i.	Market: In marketing field, market is the population of both current and potential customer of a particular product. 
ii.	Organization: A customer basic attitude, beliefs or feelings in relation to a product.
iii.	Market Orientation is a company philosophy focused on discovering and meeting the needs and desires of its customer through its product mix. 
iv.	Company Performance: Increasing revenues and profits are major objectives for all small business owners, and the company’s progress toward these goals is used to evaluate the business performance, but the business owner has other ways of measuring performance as a 
v.	Competitor: A company in the same industry or a similar industry which offers a similar product or service. 
viii.	Small scale busineSSBs: They are non-subsidiary, independent firms which employ fewer than a given number of employees.



CHAPTER TWO

LITERATURE REVIEW 

2.1	Introduction
This chapter presents a review of literature that relates to the effect of EM practices on performance or survival of SSBs. The chapter explores the theoretical and empirical literature on the research topic and gives details of other studies conducted in the same area.


2.2	Conceptual Review
2.2.1	Entrepreneurial Marketing 
An understanding of Entrepreneurial Marketing (EM) is clearer when marketing and marketing practices are properly conceptualized since the two concepts come together to form one (Sunday & Agbo, 2015).
Kotler, (2013) defines marketing as a social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others. The process of marketing is therefore finding ways to provide people with products and services that they either need to function normally or desire to improve their well-being.
Marketing practices refer to the adoption and utilization of philosophies, strategies and activities associated with the marketing concept. Such practices are generally broad based and are usually defined as constructs which are based on marketing principles. Onu (2010), described marketing practices as a consistent, appropriate and feasible set of principles through which a particular company hopes to achieve its long run customer and profit objectives in a particular competitive environment. The above definitions clearly position marketing practices within the firm where innovation and creativity interact in the midst of available resources to achieve earlier stated tasks.
Achieving long term survival in SSBs however transcend beyond putting in place general marketing practices, such marketing practices must in addition have the right mix of entrepreneurial mindset, characteristics and approaches. Njau and karugu, (2014) agree that the place of entrepreneurial marketing practices in enhancing the performance and success of SSBs in today’s competitive and technological driven business environment has been acknowledged globally. The author therefore defines EM practices as the creative and innovative methods, proceSSBs, generally accepted techniques and standards used by busineSSBs in the pursuit of objectives to accomplish a set of outlined tasks. Such EM practices usually consist of ways of transforming business values into proceSSBs for achieving stated objectives (Mwangi & Bwisa, 2013).
Evidences abound that show that the application of the entrepreneurial concepts and tools make marketing to achieve high level of success in the marketplace. Entrepreneurs, in their character of innovativeness have found the use of marketing principles and strategies very effective in engendering success in entrepreneurial practices. Subsequently, there is a high rate of adoption of marketing principles in the entrepreneurial practices all over the world and the eventual development of Entrepreneurial Marketing (EM).
Entrepreneurial marketing (EM) seems to thrive in a highly fluctuating environment as experienced in Nigeria. Most often, before any formal marketing planning is concluded, new condition would have arisen to render the plan ineffective. Carson et al (1995), remark that EM is effective within fluctuating and changing environments which restrict opportunities for formal planning. Good marketing is inherently entrepreneurial. It is coping with uncertainty, assuming calculated risks, being proactive and offering attractive innovations relative to competitors. And good entrepreneurship is inherently marketing oriented.
Importantly, EM represents a different approach to envisioning the business itself, its relationship with the marketplace, and the role of the marketing function within the firm. Thus, the business is viewed as an ―innovation factory‖, where all departments and functions are defined in terms of an internal value chain and have an ongoing responsibility for identifying new sources of customer value. With regard to the marketplace, the firm seeks to lead customers as opposed to reacting to or following them, and attention is devoted to the creation of new markets rather than better serving existing markets. A review of literature suggests that most successful firms are the ones that engage in more EM activities including marketing.
Njau and Karugu, (2014) opine that EM practices are an important marketing paradigm that helps firms rethink their ways of doing marketing and formulate marketing practices based on innovative and creativity and in line with the realities of the business, the environment and the prevailing competition. Several scholars (including Moorman et al. 2014) support the idea that entrepreneurial marketing practices are important for a company‘s performance, affecting it directly and positively. Their rationale is that entrepreneurial marketing practices develop vital innovative skills that allow firms to connect customers to their products. From the above submission, it can be concluded that marketing practices are the tonic that busineSSBs need to improve their performance and stay on top of competitions.

2.2.2		Performance
Performance is a concept that is subject to open and wide variability of meanings as it is somewhat an imprecise word when it functions as a place holder in research (Folan, Braume & Jegede, 2007). The lack of consensus on the definition of the concept creates confusion and clearly limits the potential for a clear generalisability and comparability of research in this area (Franco-Santos, et.al 2007). To accurately aSSBss how well a business is performing, Moulin, (2003) opines that one needs to develop some quantifiable measures by identifying those aspects of the business proceSSBs that need improvement and those that are working well. This can then be used to evaluate the company's productivity over a set period of time.
Porter (2008), defines performance as the above-average rate of return sustained over a period of years. Firm performance could mean the success level of the firm in the market within which it operates. It could also be described as the ability of the firm in creating commendable profit. Yahya, (2014) sums it as a measure of how well a mechanism/process achieves its purpose. He adds that a firm‘s performance is an important dependent variable in business research. Naelati, Tubastuvi and SobrotulImti, (2014) view the concept as the ability of an object to produce results on a dimension that has been determined beforehand in relation to a set standard or target and often relates to action and proceSSBs that lead to some outcome and the result of the action is also generally included in the examination. It is clear from the foregoing that Performance can be conceptualized as a process or the manner by which the business owner or manager of SSBs executes their functions and crucial elements to improve the standard of their busineSSBs. In enterprise management, Moullin (2003) defines an organization‘s performance as ―how well the organization is managed‖ and ―the value the organization delivers for customers and other stakeholders. Performance also refers to the firm‘s success in the market, which may have different outcomes. We can conclude that performance is the accomplishment of a given task measured against preset known standards of accuracy, completeness, cost, and speed.
Firm performance is a focal phenomenon in business studies. It is also a complex and multidimensional phenomenon which can be characterized as the firm‘s ability to create acceptable outcomes and actions and which has been established to directly depend on efficient marketing practices (Naelati, and SobrotulImti, 2014). Every serious business must ensure that its practices evolve to continue enhancing its performance. The performance of a firm can be viewed from several different perspectives, and various aspects can jointly be considered to define firm performance. Studies relating to both large firms and Small and Medium Enterprises (SSBs) constantly emphasize a positive relationship between busineSSBs practices, management activities and performance, as it is often articulated that best business practices produce superlative business performance (Arsalan, Naveed and Muhammad 2011). This entails re-examining the operations of a number of practices and determining which of them are most successful. This will help to set standards against which similar busineSSBs are measured to ensure that the plans for progress are directed towards achieving similar and even superior goals (Kolsum, 2014).
Whatever the definition adopted and regardless of the size of the firm, firm performance evaluation is very crucial to ascertaining the success or failure of the firm so as to take proper actions to ensure that it clearly achieve its objectives.

2.2.3 	Performance Measurement
Performance Measurement is viewed as a process of quantifying the efficiency and effectiveness of past actions through acquisition, collation, sorting, analysis, interpretation and dissemination of appropriate data (Neely, 2012). While Neely‘s definition describes the process, it does not give much guidance to organizations about what it is essentially all about. A more apt definition of the concept is provided by Ogunmokun and Li (2014) who defined performance measurement as an evaluation of how well organizations are managed and the value they deliver for customers and other stakeholders. Ogunmokun and Li‘s (2014) definition clearly shows the purpose of performance measurement and emphasizes the aSSBsSSEnt both of the value an organization gives to its various stakeholders and the way the organization is managed.
According to Wirtz, Tuzovic and Kuppelwieser, (2014) aSSBssing a firm‘s performance and its measurement is difficult, because performance refers to several organizational outcomes, which include both subjective and objective elements. Peilei, (2011), assert that most managers are likely to act on their subjective opinions with regard to a competitor‘s performance. With regard to objective measures, Yusoff, Nasir, and Zainol, (2012) believe that there are clear attractions in objective measures. It will therefore be helpful to select a blend of some key organizational outcomes when measuring a firm‘s performance.
By measuring a firm‘s performance, a company can identify its strengths and weakneSSBs, upgrade the extant performance in terms of seeking new opportunities internally or externally, redesigning better strategies or action plans, obtaining overall business performance and capabilities improvements, and acquiring sustainable growth in the long run.
To ensure the continuous benefit of performance in firms, it must be measured at all times (Navickas, Skackauskiene & Navkaite, 2014). In the views of Kolsun (2014), Performance Measurement provides the basis for an organization to aSSBss how well it is progressing towards its predetermined objectives. The authors add that the process helps to identify areas of strengths and weakneSSBs, and decides on future initiatives, with the goal of improving organizational performance. Whatever the definition adopted and regardless of the size of the firm, a firm performance evaluation is very crucial to monitor the success or failure of the firm so as to take proper actions to ensure competitive advantage (Trkman, 2009). Effective performance measurement system plays an important role in supporting managerial development in the SSBs organizations. (Spithoven, Vanhaverbeke & Roijakkers, 2013) conclude that a good Performance Measurement System (PMS) should promote a common language, practices and procedures. The tools for measuring firm performance have always been controversial among researchers since there is the lack of universally accepted tools for it. Some studies use growth of the firm to measure firm performance (Chandler & Jenson, 1992) and argued that measuring firm performance with its growth is more logical and accurate than any accounting or financial measurement. According to Wiklund (1999), firm performance consists of measuring the growth and financial performance of the organization. Since organizations have different needs, Providing multiple approaches allows an organization to pick and choose which approach, or combination of approaches, is right for it (Navickas, Skackauskiene and Navikaite, 2014) The authors maintain that a sound approach to performance measurement is a necessary ingredient for ensured success, but it alone is not sufficient. Considering only one measurement approach is inadequate for firm performance since there is need to take account from both financial and non-financial performance measurements (Panigyrakis et al., 2007).
Business performance may be measured by two distinct approaches that is judgmental (subjective) and objective. Subjective measures of performance are commonly used because of consistent evidence they produce. However, both subjective and objective measures of performance are strongly correlated (Yahya, 2014). Subjective measures ask informants to aSSBss the overall performance, while objective measures relate to absolute values of measures (mainly financial measures), e.g. return on assets (ROA), return on equity (ROE), return on investments (ROI), growth in sales, growth in profits, etc. The problem is if the latter are self-reported because many informants are unwilling to reveal truthful data on financial measures, therein might lie one possible explanation for the often reported strong correlation between subjective aSSBsSSEnts of performance and their objective (though self-reported) counterparts.
In this study, the subjective performance method will be adopted in aSSBssing the effects of entrepreneurial marketing practices on their performance. The decision to this effect is informed by the perceived reluctance of many SSE owners and managers to divulge confidential information on their objective performance and the difficulty in obtaining such data from documentary sources. Pandza (2011), confirms that the accuracy of objective data in explaining performance in organizations is limited. Moreover, it has been found that subjective evaluations have a strong correlation with objective measures of performance (Venkatraman and Ramanujam, 1987). Subjective methods are also regarded as a reliable means of aSSBssing performance (Pearce et al, 1985).

2.3	Small Scale Business
Small Scale Enterprises occupy a place of pride in virtually every country or state. Because of their significant roles in the development and growth of various economies, they have aptly been referred to as the engine of growth and catalysts for socio-economic transformation of any country.
Despite their unique contribution to economic development of many nations, SSBs suffer greatly from a universally accepted definition. This is in spite of Eniola, Entebang, and Sakariyau‘s (2015) submission that a proper definition of SSBs is important to distinguish between the different categories of the production units in terms of factors like; number of employees, the value of fixed assets, production capacity, basic characteristics of the inputs, level of technology used, capital employed, management characteristics, etc. But arriving at a definition of small and medium scale enterprises that will attract a common global acceptance has till date eluded stakeholders, researchers and practitioners in that area.
Obore and Ayozie, (2013) attribute lack of a globally accepted definition of SSBs to the fact that economies of countries differ and people take on particular standards for special uses. Akande, (2013) maintain that the definition of Small and Medium Enterprises is slippery, elastic, heterogeneous and relative and has remained elusive till date. The definitions of SSBs vary within and between continents and from country to country and from one time to another in the same country depending upon the pattern and stage of the country‘s development, government policy and administrative set up of the particular country with different criteria used to classify them in order to serve each country‘s political and economic purposes (Njau and Karamu, 2014). Different institutions, nations and individuals use different standards to define SSBS since a lot of their bodily proceSSBs depend on the industry in which they operate, also are the personalities and ambitions of those in charge of these busineSSBs.
Mooney and Sixsmith (2013) confirm that Studies on SSBs identify more than fifty different definitions in seventy-five countries but concludes that there is hardly any unique, universally accepted definition of SSBs because the classification of busineSSBs into small and large scale is a subjective judgment.
In Nigeria, like everywhere in the world, there is no clear cut definition of SSBs nevertheless, a good number definitional efforts of the concept exist. The multiplicity of the definitions is quite apparent as the yardstick used to measure the concept varies over time from organization to organization. Various organizations or institutions and even individuals in Nigeria have at specific times defined SSBs in different ways. Though the definitions of the concept are varied, almost all of them appear to have common measures including; fixed assets, gross output, and the number of employees. It is clear therefore that the definition of the concept is relative, slippery, elastic and depends mainly on both the geographical location and the nature of economic activity being performed.
In 2012, SSEDAN came up with a different and a current definition of SSBs in Nigeria. Cottage/micro firms are those with a labor size of not more ten workers, and the total cost of not more than five million Naira, excluding land but including working capital; Small scale firms are those enterprises with a labor size of between ten to forty nine workers, with a total cost of five million Naira (but not exceeding fifty million Naira) excluding cost of land but including working capital; Medium- scale are those enterprises with a labor size between fifty and one hundred and ninety nine, with a total cost of above fifty million Naira, but not exceeding five hundred million Naira, excluding cost of land but including working capital. 
From the foregoing, it is clear that there is no universally accepted definition of what constitute small and medium scale enterprise. Instead, countries use different definitions for classifying their SSE sector. The definitions in use at any point in time depend on the purposes those definitions are required to serve and the policies which govern the SSE sector at that time (Ediri, 2014). However, the three parameters generally applied by most countries, singly or in combination are: capital investment on plant and machinery; number of workers employed; and volume of production.
In spite of the degree of definitional problem, there exists a high level of consensus agreement on the role and importance of SSBs especially the SSBs sub-sector for economic growth and development. Ogunmokun and Ling-yee, (2014) noted that the importance of SSBs varies with sectors and with the developmental stage of each country. He opined that developing characteristics such as the degree of capital allocation and requirements, management size and arrangement as well as limited market access which makes SSBs less amenable to the unsatisfying effects of growth schemes that concentrate on large, capital intensive and high import dependent industrial plants as well as failed public enterprises.

2.6 	Theoretical Review
2.6.1	Resource Based View Theory
The RBV of the firm which was first coined by Birger Wernerfelt in 1984 (Yahya, 2014) attempts an explanation of the relationship between the firm resources and sustenance of modest advantage of superior firm performance (Ringim, 2012) and provides a theoretical ground for the aSSBsSSEnt of the firm‘s specific factors that affect their performance and if any of these factors is lacking the performance of the firm will be affected (Aliyu, 2014). It describes a firm as a unique bundle of tangible and intangible resources (assets, capabilities, competencies, organizational proceSSBs, firm attributes, information and knowledge and so forth) that are controlIed by the firm (Barney, 1991). These resources enable a firm to implement strategies designed to improve its efficiency and effectiveness (Barney, 1991). The resource-based view suggests that valuable firm resources are usually scarce, imperfectly imitable and lacking in direct substitutes. A firm's resource must have four attributes: 1) it must be valuable; 2) it must be rare among a firm's current and prospective competition; 3) it must be imperfectly imitable; and 4) it cannot be substituted for strategically equivalent resource (Barney 1991).
According to the Resource- Based View theory, organizations can have competitive advantage through the development of resources that are peculiar and diversely distributed (Aliyu & Mahmoud, 2014). The RBV does not have a single accepted definition, hence, the term resources and capabilities are used interchangeably (Aliyu, 2014). It holds much promise as a framework for understanding strategic marketing issues. Similarly, understanding a firm‘s resource-base is central to effective positioning.
2.6.2	Resource Advantage Theory
R-A theory on the other hand is an evolutionary, process theory of competition in which each firm in an industry is a unique entity in time and space as a result of its history (Almansour, (2012). The theory defines resources broadly to include such phenomena as organizational culture, knowledge, and competencies, and argues that many of these non-economic resources are replicable rather than scarce. It is a theory that clearly allows both for conventional approaches to marketing and for entrepreneurial marketing. Consistent with the dynamics of competition under R-A theory, marketing can facilitate the ability of firms to create new resources and greatly enhance the productivity of current resources (a) through the various leveraging approaches mentioned earlier and (b) by championing innovation in the form of new combinations of resources. Sustainable innovation lies as the heart of the R-A theory of competition, and this implies a role for marketing in providing both leadership and support for an innovation portfolio within the firm. Such a portfolio includes an array of product, service and process innovations reflecting different degrees of innovativeness and risk. Further, the ongoing seeking of new markets in which the firm‘s resources provide comparative advantage would be a core role for marketing in the context of R-A theory. Moreover, under R-A theory, firms must learn and then adjust when their resource portfolios result in positions of competitive disadvantage. It would seem that, in such circumstances, a firm must be able to exhibit strategic flexibility, again, justifying marketing role as a conduit for enhancing such flexibility.
Competition is also defined in R-A theory as a knowledge discovery process. The competitive interplay of firms results in marketplace positions that reflect the relative efficiency and effectiveness of each entrant, which in turn allows firms in disadvantaged positions to learn where they need to acquire additional resources or to use existing resources more efficiently/effectively. The firms therefore, are motivated to neutralize and/or leapfrog advantaged competitors by better managing existing resources and/or by acquisition, imitation, substitution, or major innovation. It is clear that all the performance variables in the study have a direct linf to the theories as their success of failure is directly a function of availability and management of resources.

2.7	Empirical Review
Ramos (2016) examined the impact of entrepreneurial marketing on performance of small business enterprises in a turbulent market. Desktop research approach was employed and secondary qualitative methods to uncover typical entrepreneurial practices used. The study reviewed the current literature on subject matter, highlighted the history and defined the characteristics, and then offered a model that firms, both small and large, can utilize to implement entrepreneurial marketing. The model offered in this research applies the defining characteristics of entrepreneurial marketing: Opportunity creation, innovation, personal networking, and resource leveraging––to each element of the Four P Model. This model requires an innovative management strategy and a keen external focus on the market. Based on the literature review, the paper concluded that applying entrepreneurial marketing principles to either Small and Medium Enterprises or to larger firms should significantly proliferate the success of a firm, increase competition among firms, and better meet the needs of the market through nichemanship.
Muthee and Karanga, (2014) investigated the influence of entrepreneurial marketing on the growth of small and medium enterprises in Kiambu town, Kenya. The emphasis of the investigation was to identify the impact of product development on the growth of small enterprises. Questionnaire was used as the primary data collection tool. Multiple regression analysis revealed that product development strategy (P- value=0.001<0.005), Pricing strategy (P-value=0.003<0.005), Promotional strategy (P-value= 0.004<0.005) and Distribution strategy (P-value=0.045<0.005), further evidence show that product development strategy was the key critical factor of entrepreneurial marketing that influences growth of Small and Medium Enterprises in Kiambu-CBD. The study therefore recommends that owner entrepreneur manager should utilize product development as a strategy for growth of the business.
Becherer, helms and Mcdonald (2012) investigated the effect of entrepreneurial marketing and small business enterprises performance. The study examined the relationship between entrepreneurial dimension and business performance. Using factor analysis, three variables were considered: financial, customer and company success. Using stepwise regression analysis and revealed that entrepreneurial marketing influence outcome variable
Nwaizugbo and Anukam, (2014) empirical examined the similarities and dissimilarities between entrepreneurial marketing practice and marketing concepts among small and medium enterprises in Owerri, Nigeria. Questionnaire and collection and 20 Small and Medium Enterprises were randomly selected for study. The study revealed that traditional marketing is structured and its framework required certain condition to achieve formal planning and theoretical structures. While entrepreneurial marketing improvises, and does not seek for a perfect condition to grow a firm. The study concluded that entrepreneurship should be taught as a philosophy of marketing, as a way of thinking and acting, to cultivate a mindset
	Zaindin Awang (2016) carries out an empirical study on the impact of marketing strategy on small and medium scale enterprises. This study used descriptive survey research design and a sample size of 384 SSBs (Small and Medium Enterprises) was drawn through simple ransom sampling out of the registered for this study primary data was employed and collected through the administering of close-ended structured questionnaire and for that SPSS software was used to analyzed the respondents profile and to test the hypothesis. Amos software was used. This research work is exposed the entrepreneurial marketing strategy has significant impact on the performance of SSBs. The study also suggest that there is a dire need to concentrate on EM strategy at it works for the enquire of boosting SSBs performance.
	Rahman et al (2013) carried out an empirical study on marketing practice of small and medium enterprises (SSBs) perspective from developing country. The primary purpose of this paper is to present research based findings of the marketing practice of SSBs in Nigeria. This paper is divided into four segments, the literature reviews, summary of the findings on empirical investigation of marketing practice of SSBs by the lead author. 
	Rachmawat et al (2018) carried out an empirical study on firm performance model in small and medium enterprises (SSBs) based on learning orientation and innovation conceptual model and hypothesis were empirically examined using structural equation modeling. The study involved a questionnaire based survey of owner of small and medium enterprises (SSBs). The study has implication for SSBs aiming at increasing their firm performance based on learning orientation and innovation capability. 
Ndesaulwa and Kikula (2016) examine the impact of Innovation on Performance of Small and Medium Enterprises (SSBs) in Tanzania: A Review of Empirical EvidenceThis explanatory study uses a desktop methodology to investigate the world wide existing empirical studies results on the relationship between Innovation on Small and Medium Enterprises (SSBs) performance. The literature survey reveal that the studies on innovation and its effect on performance are observed to have concentrated on the Western, Middle and Far East and very little empirical evidence is noticeable in Africa. The issue of innovation and how it relates to firm`s performance and especially SSBs is, therefore, yet to be exhaustively explored. The results from review further find that no consistent results on whether the innovations altogether influence firms performance. The conclusion is, therefore, not generally viable. The nature of the empirical study indicates a need for such studies especially in Africa where the research fissure is widely observed in this area. The study is thus a wakeup call for empirical studies that aSSBss the impact of innovation on SSBs performance in Africa and Tanzania in particular where the studies of this nature are rarely found in the review of literature conducted in this study.




CHAPTER THREE
RESEARCH METHODOLOGY
3.1	 Introduction
The first chapter addressed issues regarding background of the study, problem statement, research objectives and scope of the study. In the second chapter, the attention was on reviewing empirical work on the Sales Promotion as an effective Marketing Strategy for Improving Product Performance. The current chapter provides information on the methodology used for the study. This includes the research design, population, sample and sampling techniques, data collection methods and analysis, validity and reliability tests as well as profile of the case study area.

3.2	Research Design 
	Research design of a study could take the form of exploratory, explanatory or descriptive in nature. Descriptive studies tend to poses more guidelines and describe products, people or situation. Descriptive studies tend to poses guiding research questions however commonly are not driven by structured research hypothesis (Robson 2002). The purpose of exploratory study is to create problems and elucidate concept and can begin with a literature search, a focus group discussion or case studies Explanatory studies seek to establish the relationship that existed between the independent as well as dependent variable and hypothesis testing provides an understanding of the relationships which exist among the variables. The basic aim of explanatory research is to elucidate why phenomena occur and to predict future occurrences (Mark et al. 2009).
	This study therefore adopted explanatory purpose to achieve the objectives set for the study. The study is explanatory as it established the relationship between entrepreneurial marketing on the survival/performance of SSBs in Ilorin. The study tested underlying hypothesis of the construct and as well explain the relationship (positive and negative) as well as significance of the variables used in the study. 

3.3	Population of the Study 
Population in studies is explained by entire quantity of all units of the subject matter or happening to be evaluated into which all the likely observations of the same kind are made (Kumekpor, 2002). The study population consisted of SSBs in the areas of manufacturing and services within Ilorin metropolis. This population comprised owner/managers as well as executives that manage SSBs on behalf of their owners because of the unstructured nature of SSBs in Nigeria for that matter Ilorin metropolis, It is difficult to ascertain the actual population of SSBs. 

3.4	Sampling Technique 
	Using appropriate sampling methods will allow researchers the possibility to reduce cost, speed and efficiency in data collection hence resulting in information accuracy. Sampling is seen as the act process or technique of selecting a suitable sample or representative part of a population for the purpose of examining parameters or features of the whole population (Mark et al. 2009).
	This research used convenient or judgmental sampling method to accomplish the study convenience sampling involves participants that are readily accessible and willing to participate convenience sampling (Judgmental sampling) looks at picking haphazardly  respondents that are very easy to access for sample selection as the selection of the sample process is continued until the required sample size is achieved (Mark et al. 2009) Saunders M, 2009) most of these SSBs are scattered all  over Ilorin metropolis hence convenience sampling method was deem appropriate probability method in choosing these SSBs. In selecting the SSBs, the study adopted NBSS, definition of SSBs that placed employee base between 1 to 99 and this is used in the selecting of SSBs. These SSBs were selected from the sampling frame NBSSI within Ilorin metropolis.

3.5	Sample Size 
	Sample of research population is described as a sub group of a population or a representative taste of the group (Botan, Frey and Kreps, 2000). In this study sample of 500 SSBs were selected within Ilorin metropolis. The sample has been restricted to Ilorin metropolis because majority of business within the region are located within the metropolis. This corresponds to studies that have been conducted using cities and states with 500 SSBs as sample out of which 39% response rate was realized (Blankson and Ming-sung, Cheng, 2005) Shafique, Ahmad, Abbas and Hussain (2015) conducted a study in Pakistan and used a sample of 391. Stutely (2003) is also of the opinion that as small as of 30 samples is enough for successful statistical study if the characteristics of the respondents are homogenous in nature hence a sample of 500 is more than  enough to be a representatives of SSBs within Ilorin metropolis. There was also a similar study done in the cities of Accra and Tema in Ghana where a sample of 600 was used out of which 191 (13.83% response rate) response were received (Mohammed Abdulai Mahmoud, 2010). A sample of 500 for one city alone for that matter Ilorin metropolis is more than enough for the study. This study records 78.2% response rate by receiving 391. 

3.6	Sources of Data Collection
	As far as data concerned it can be seen as evidence belief and statistical information that have been collated and documented for referrals (Saunders 2011). The data that was used for this study were from both the primary as well as secondary sources.
Primary Data Collection: The study used questionnaires in collecting primary data from the respondent on the research under the study. Closed ended structured questionnaires were designed for the respondents under the market orientation variables of customer orientation competitor orientation, inter functional orientation, dissemination of information and planned and implemented response as well as innovation and performance construct. A 7-point Likert scale was use with the responses ranging from very strongly disagree (1) to very strongly agree (7) to the statements of the questionnaires. The researcher employed 4 additional field personnel who assisted in the collection of data after the pilot testing was done with 5 SSBs where some questions were reframed. Training was done for field personnel’s to get acquitted with the questions which make data collection easy. 
Secondary data collection: With respect to secondary data used, information’s were taken from student papers, manuals, journal reports, publication and article from the internet which duly acknowledge. 

3.7	Data Analysis 
	After collecting data from SSBs (Small Scale Enterprises), the data is then was coded for analysis purposes. The study makes use of statistical package for social science (SPSS) and stata to conducting the analysis. Confirmatory factor analysis was done after which problematic indicators that loaded poorly was taken out. After the purification, construct validy (0.8 and above) was achieved, factor loading (0.4 above) was good and cronbach alpha co-efficient above 0.7 was achieved. Correlation analysis and variance inflation factor (VIF) was conducted and found that, constructs are valid and the problem of multi collinearity is not a threat to the analysis. Structural Equation Model (SEM) was the main tool used to estimate the analysis by way of path diagram. SEM helped in estimating coefficient and conduct straight forward test of mediation analysis.

3.8	Validity and Reliability of the Instrument
	The test retest reliability method is one of the simplest ways of testing the stability and reliability of an instrument every time. The test retest approach was used by the researcher in establishing the reliability of the instrument. In doing this 150 copies questionnaires were administered on one hundred and fifty respondents. After two weeks another150 copies of the same questionnaire where re-administered on the source group. There response on the occasion was correlated using Pearson product moment correlation. 
	
CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	Introduction
	In this chapter all the raw data gathered through the use of methods stated in chapter three would presented and analyzed. 	Two hundred and twenty two questionnaires were administered to the customer and due to the technicalities involved in drafting of the questionnaire all the topics where fully completed and returned. The respondents that were qualified are tabulated below:

4.2	Demographic Characteristics of the Respondents
Table 4.1: Distribution by sex Respondents
	RESPONSES 
	FREQUENCY
	PERCENTAGE 

	Male
	75
	30

	Female
	147
	70

	Total
	222
	100


Source: Field Survey, 2025. 
	
The above table shows that 30% of the total respondents were male, which 70% were 

Table 4.2: Age group of the Respondents
	RESPONSES 
	FREQUENCY
	PERCENTAGE 

	Below 25years
	142
	69.2

	26-40years
	80
	30.58

	41-50years
	0
	0

	Above 50years
	0
	0

	Total
	222
	100


Source: Field Survey, 2025. 
	
Table 4.2 show the age group of respondents according to the table, 69.2% of the respondents were below 25years of age, 30.8% fall between 26-40years of age while none of the respondents fall between the age of 41 and above. 

Table 4.3: Staff Cadre
	RESPONSES 
	FREQUENCY
	PERCENTAGE 

	Management
	7
	5.8

	Junior Staff
	155
	64.2

	Senior Staff
	60
	30

	Total
	222
	100


Source: Field Survey, 2025. 
	
The table 4.3 above shows that 5.8% were management 64.2% were junior staff and 60% were senior staff. 

Table 4.4: Working Experience of the Respondents
	RESPONSES 
	FREQUENCY
	PERCENTAGE 

	Below 6years 
	222
	100

	7-10years
	-
	-

	11-15years
	-
	-

	15years above
	-
	-

	Total
	222
	100


Source: Field Survey, 2025. 
	
The table above shows that the respondents with 100% had below 6years work experience. 




Table 4.5: Religion
	RESPONSES 
	FREQUENCY
	PERCENTAGE 

	Christianity
	181
	80

	Islam 
	41
	20

	Total
	222
	100


Source: Field Survey, 2025. 
	
Table shows that 80% were practicing Christianity religion while 20% were practicing Islam religion respectively. 

Table 4.6: Marital Status of the Respondents
	RESPONSES 
	FREQUENCY
	PERCENTAGE 

	Married 
	20
	10

	Single
	202
	90

	Divorce
	-
	-

	Total
	222
	100


Source: Field Survey, 2025. 
	
Table 4.6 above shows that 10% were married while 90% were single and none of them were divorce. 

4.3	Analysis of Data Collection
The analysis of the data collection will be based on advertising consumer response to sale promotion is often strongly influenced by the degree of the advertisement carried and awareness about the campaign of sale promotion. 
Price Discount Influence: This is also important factor gathered since most of their participants were purposely to win the price.
Marketing Performance of Small Scale Enterprise: The degree responsiveness of the ownership of any small scale business to have a good marketing strategy depend solely on organization in other to make profit volume increase in small scale enterprises, because most of the consumer believes its good while others considers their price therefore this factor affects the degree of performance of any small scale enterprises. 

Table 4.7: Is Your Organization Depends on Fund Outside Own Capital
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	40
	33.3

	Agreed
	15
	12.5

	Neutral
	20
	16.67

	Disagreed 
	45
	37.5

	Strongly disagreed
	120
	20

	Total
	222
	100


Source: Field Survey, 2025
	
The table above (table 7) below that 33.3% of the respondents strongly disagreed that their organization depends on fund outside own capital while 12.5% of the respondents agreed, 16.67% of the respondents were neutral while 37.5% of the respondents disagreed and 10% of the respondents were strongly disagreed. 

Table 4.8: Small Scale Enterprise Can Stand On Their Own
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	99
	46.00

	Agreed
	109
	49.0

	Neutral
	7
	2.5

	Disagreed 
	7
	2.5

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
	From the above table (table eight) it would be seen that 46.00% of the respondents declared strongly disagreed that small scale enterprise can stand on their own, 49.0% of the respondents agreed, 2.5% of the respondents were neutral 2.5% of the respondents disagreed. 

Table 4.9: Small Scale Enterprise Companies Operating Efficiently
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	113
	49.0

	Agreed
	50
	24.5

	Neutral
	50
	2.5

	Disagreed 
	9
	0

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
	
Table (table nine) shows that 49.0% of respondents strongly agreed that small scale enterprise operate efficiently 24.5% of the respondents agreed 24.25% of the respondents were neutral, while 2.5% disagreed. 

Table 4.10: The Organization Comply With Applicable Law And Regulation
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	100
	40.0

	Agreed
	60
	24.25

	Neutral
	11
	2.5

	Disagreed 
	80
	32.25

	Strongly disagreed
	5
	1

	Total
	222
	100


Source: Field Survey, 2025
	
The table (table ten) shows that 40.0% of respondents strongly agreed that organization comply with applicable law and regulation 24.2, 5% of the respondents agreed, 24.25% of the respondents agreed, 24.25% of the respondents were neutral while 32.25% disagreed lastly 1% of the respondents strongly disagreed. 

Table 4.11: There Are Constraints Facing Small Scale Enterprise Finding And Supervision In Your Own View
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	100
	40.0

	Agreed
	63
	33.25

	Neutral
	50
	24.25

	Disagreed 
	9
	2.5

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
	The table (table eleven) shows that 40.0% respondents strongly agreed that there are constraints facing small scale enterprises, 33.25% of the respondents agreed 24.25% of the respondents were neutral, while 2.5% disagreed. 

Table 4.12: Introduction of Small Scale Enterprises by Government has had any Contribute to the Growth of Small Medium Enterprises
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	110
	44.25

	Agreed
	66
	33.25

	Neutral
	37
	20.00

	Disagreed 
	9
	2.5

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
	
The table (table twelve) shows that 44.25% of respondents strongly agreed that introduction to small scale enterprise has contribution to growth and development 33.25% of the respondents agreed, 20.0% of the respondents were neutral while 2.5% disagreed.
Table 4.13: Small Scale Enterprises has the ability to Creating New Ideas
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	100
	40.0

	Agreed
	63
	33.25

	Neutral
	50
	42.25

	Disagreed 
	9
	2.5

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
	
The table (table thirteen) shows that 40.0% of respondents strongly agreed and believed that SSBs is creating new ideas 33.25% of the respondents agreed 24.25% of the respondents were neutral while 2.5% disagreed. 

Table 4.14: Product And New Service To Benefit Consumer Will Contribute Of The Growth And Development
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	63
	33.25

	Agreed
	100
	40.00

	Neutral
	50
	24.25

	Disagreed 
	9
	2.5

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
	The table (table fourteen) shows that 33.25% of respondents strongly agreed that product and service benefit consumer, 40.00% of the respondents agreed 24.25% of the respondents were neutral, while 2.5% disagreed. 




Table 4.15: SSBs Provide Employment Opportunities To The Large Number Of The Society
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	113
	49.0

	Agreed
	80
	38.5

	Neutral
	20
	10.0

	Disagreed 
	9
	2.5

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
The table (table fifteen) shows that SSBs provides employment opportunities to the society, 38.5% of the respondents agreed, 10% of the respondents were neutral, while 2.5% disagreed. 
Table 4.16: Development of SSBs Will Lead to the Growth of the Economy
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	82
	36.53

	Agreed
	84
	36.53

	Neutral
	29
	13.47

	Disagreed 
	29
	13.47

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
	
The table (table sixteen) shows that 36.53% of respondents strongly agreed that the development of SSBs lead to the growth of the economy 63.53% of the respondents were neutral, while 13.47% disagreed.




Table 4.17: Finance is a Major Constraints Affecting the Development Of SSBs
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	100
	40.0

	Agreed
	63
	33.25

	Neutral
	50
	24.25

	Disagreed 
	9
	2.5

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
	
The table (table seventeen) shows that respondents strongly agreed that finance is the major constraints affecting development of SSBs 33.25% of the respondents agreed, 24.25% of the respondents were neutral while 2.5% disagreed. 

Table 4.18: Market is a Problem Affecting Development Of SSBs
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	63
	33.25

	Agreed
	100
	40.0

	Neutral
	9
	2.5

	Disagreed 
	50
	24.25

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
	The table (table eighteen) shows that 33.25% of respondents strongly agreed that market is a problem affecting development of SSBs 40.0% of the respondents agreed, 2.5% of the respondents were neutral, while 24.25% disagreed. 
Table 4.19: Does The Evaluation Of The Contribution Of SSBs Ensure Availability Of Raw Material In Organization
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	113
	49.0

	Agreed
	80
	38.5

	Neutral
	20
	10.0

	Disagreed 
	9
	2.5

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
	The table (table nineteen) shows that 49.0% of respondents strongly agreed that contribution of SSBs ensure availability of raw material in an organization, 38.5% of the respondents agreed, 10% of the respondents were neutral while 2.5% disagreed. 

Table 4.20: Provision of Managerial Support and Technical Advice by Government can Assist the SSBs Owners
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	110
	47.25

	Agreed
	23
	15.00

	Neutral
	9
	2.5

	Disagreed 
	80
	35.25

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
	
The table (table twenty) shows that 47.25 of respondent strongly agreed that managerial support and technical advices by government can assist the SSBs owners 15.00% of the respondents were neutral, while 35.25% disagreed.



4.4	Test of Hypothesis
	Testing of hypothesis is to carry out through the use of chi-square method with the level of significant. The hypothesis one will be tested from table 4.10 there is no significant justification that price discount influence the cash flow of organization. 
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	100
	40.0

	Agreed
	60
	24.25

	Neutral
	11
	2.5

	Disagreed 
	80
	32.25

	Strongly disagreed
	5
	1

	Total
	222
	100


Source: Field Survey, 2025
	Chi-square = ∑(o-e)2
				e
level of significant 5% 20.05(1-0.05) = 0.95
degree of freedom 
(r-1) (c-1)
(2-1) (4-1)
1x3 = 3
Expected value expected 
· 100/180 x 222 = 123
· 80/180 x 222 = 99
· 20/45 x 222 = 99
· 25/45 z 225 = 123
	O
	E
	O-E
	(O-E)2
	(O-E)2

	
	123
	-23
	529
	4

	100
	99
	-19
	361
	3

	80
	99
	-79
	6241
	50

	20
	123
	-98
	9604
	78

	25
	
	
	
	135


Calculate 135
Table value = 5.615
Degree of freedom = 3
Decision: We decide to reject the null hypothesis 
H0 and the alternative hypothesis will be accepted
H0: Since the calculated value is greater than the table value. 

Hypothesis Two 
H1: Testing on the fact that sales promotion is an effecting promotional strategy for increase small scale industries
H0: Price discount is not an effective strategy for the purchase patronage of an organization product 
The hypothesis two will be tested from table 4.20
	OPTION
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	110
	47.25

	Agreed
	23
	15.00

	Neutral
	9
	2.5

	Disagreed 
	80
	35.25

	Strongly disagreed
	0
	0

	Total
	222
	100


Source: Field Survey, 2025
Chi-square = F(o-e)2
Level of significant 5% = 0.05 1-0.05) = 0.95

Hypothesis Three
H0: There is no significance evidence that package saves has appealing to consumer.
H1: There is significance evidence that package serves as appealing to consumer. 
Where: 

	O = Observed value
	E = Expected value
	∑ = Summation
Expected = Row Total x Column Total
			Grand Total
Degree of fraction = 	(c-1) (r-1)
				(2-1) (4-1)
				1 x 3 = 3
Total
To calculate the expected value
R1C1 =	150 x 192		= 111.2
		     25
R1C2 = 	109 X 192		8.8
		    259
R2c1 =	150 X 52		= 30
		    259
R2C2 = 	109 x 52 		= 21.9
		    259 
R1C2 = 	150 x 10 		= 5.79
		    259
R2C3= 	109 x 10		= 4.2
 		    259
R1C4 = 	150 x 5 		= 2.89
		   259
R2C4 = 	109 x 5		= 2.1
		   259
	O
	E
	O-E
	(O-E)2
	(O-E)2

	110
	111.2
	-11.2
	125-44
	1.13

	80
	80.8
	11.2
	125.44
	155

	15
	30.0
	10
	100
	3.3

	10
	21.9
	-9.9
	98.01
	4.48

	9
	5.8
	-1.2
	1.44
	0.25

	3
	4.2
	0.11
	1.44
	0.34

	3
	2.89
	-0.1
	0.01
	0.003

	2
	2.1
	
	0.01
	0.005



X2C = 11.1
X2C = 0.07 
Degree of freedom = 3
				(r-1) (c-1)
				(2-1) (4-1)
				1 x 3 = 3

Expected value
Expected 
· 110/200 x 222 = 122
· 80/200 x 222 = 88
· 15/25 x 222 = 133
· 10/25 x 222 = 88 
	O
	E
	O-E
	(O-E)2
	(O-E)2

	110
	122
	-12
	144
	1.18

	80
	8
	-12
	5184
	42

	15
	133
	-118
	13924
	144

	10
	88
	-78
	6084
	49

	
	
	
	
	206.18




Calculated value = 206.18
Table value = 54.618 

4.5	Discussion of Findings
	This is to examine the relationship between price discount and the increase in the sales performance of an organization as regards purchase patronage. Therefore there is need for the researcher’s efforts to provide relevant respondents. To research questionnaires analysis thus the hypothesis were tested on the respondents with the already collected data to determine its validity or otherwise without any bias furthermore to observed that new product should be well packaged promoted with all promotional mix strategy before being rewarded with high patronage. 
	


 











CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	Introduction
	This chapter enables the researcher to present the summary of the findings, conclusion and suggested recommendation 

5.2	Summary of Findings
	The major summary of findings reveals the following. The negative effect of fuel subsidy removal in small scale business includes, High rise in inflation, sharp increase in operation system, increase in business overhead, unemployment and increase in prices of goods and services. Moreover, the problems that are associated with business in Nigeria are:
	Lack of adequate manpower, problems of proper planning, marketing problems, difficulties in necessary bank loans among others.
	Apart from this, the importance of small scale business to a nation building involves mobilization of resources, technological acquisition. It brings about structural transformation of the economy, industrial dispersal. It improves the economy development of a nation and accelerates industrial dispersal.
	Additional, it was revealed that the problems of implementation proper subsidy programme are the pipelines and inadequate of infrastructural distribution like good road in the course of study importance or benefit of fuel subsidy removal must be made know to the small scale entrepreneur.  

5.3 	Conclusion
This study adds more to the knowledge and understanding on entrepreneurial strategies and SSE development. Drawing from the knowledge based view theory, this study argues that the type and characteristics of the resources included in knowledge base of a firm through its entrepreneurial strategies are very relevant and could enable a firm achieve the desired development. The knowledge based view theory considers knowledge to be the most strategically significant resources of the firm that does not depreciate with other productive factors and can generate increasing economic return to the firm. The theory has been used to explain specific areas of strategies used and how their applications are indicators for SSBs growth and development.
Adequate understanding of the entrepreneurial strategies that the SSBs can employ in their business operation which impact on their competitive position, human resource, market orientation and adaptation strategies adopted by them in their business operations. The role of shareholders, consultant, suppliers, their adaptability to the dynamic business environment and how they adopt it to build capabilities to increase business efficiency, cost reduction, production methods through return on investment, employee productivity, market share and their business policy in order to achieve SSE development.
The study is in line with the small but growing body of literature on entrepreneurial strategies and SSE development and shows that competitive strategy impacts return on investment through its corporate routines, process, brand name, top management approach to employees which then impacts the stakeholders, develop cooperative and collaborative relationship leading to increasing investment for the SSBs helping them to deliver on companies goals and objectives which enables SSE development.
Human resource strategy through understanding of employee’s needs, innovation drive, employees training and development, and aligning strategic decisions pertaining to the employees with the company mission and values as these would facilitate SSE development through employee productivity thereby having a relationship between human resource strategy and SSBs financial performance. The study also examined the effect of market orientation strategy on their market share and it was established that an effect exist between both variables. Adaptation strategy if enhanced through innovation, appropriate usage of skills and facilities to get tasks done, technological advancement and application when employed will facilitate business operations and allow SSBs long and short term potentials to be achieved which will translate to SSE development. Overall, the study indicated that entrepreneurial strategies contribute to the development of SSBs in Ogun State.
The findings of the empirical study also emphasize the essential role that entrepreneurial strategies play in enhancing SSBs development and point to the direction that organizational strategist and policy makers can take to boost a company’s ability to improve its business proceSSBs so as to enhance business survival.

5.3	Recommendations
	The fact that fuel subsidy removal has negative impact on small scale industries in Osun State, the enterprise was facing many challenges, based on the findings of this research work, the following recommendation were suggested. The government should charge low interest rate on the loans given to small operation as this will give them access to obtain loan anytime.
	Government policy should be favourable and consistency to entrepreneur while frequent changes of government should be avoided.
	Seminar conference etc. should be organized by government so as to educate small scale entrepreneur on how to keep proper record of their business.
	Money accrue from fuel subsidy removal should properly monitored through setting up of regulatory bodies by the government.
	However, government wants to implement fuel subsidy removal programme. It must be an interactive section which will comprises of the government and the small scale operation and should not be government policy along.
	Government should make it point of priority to provide infrastructure to small scale operations as this will increase their productivity. 
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