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ABSTRACT
 As a matter of fact, the role and impact of significance of marketing mix in any institution can never marginalized. This is because marketing mix perform a very crucial and prominent role in improving worker productivity in an institution, and this is indeed the object of the interest. Quite aside from the forgone, the research work is going central miles to critically examine the impact or improvement which marketing mix has been bring to institution. And without any mistake and base in world practically it can say that success of any institution both profit oriented and non-profit oriented depend on motivation of worker for improving the productivity in an institution. In essence, this study examines at a wide length the significance, impact and role that marketing mix can bring to institution and those impact as taking into cognizance of human being available resources materials in any institution.
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CHAPTER ONE
1.0	INTRODUCTION OF THE STUDY
1.1	BACKGROUND TO THE STUDY
	The application of marketing mix in business in Nigeria today is yet to reach its peak complete awareness talk more of banking industry where it is believed that marketing can only practice at a minimal level of exceptional cases. Now that the so-called explosion of income among people of the free world have wiped attention out many distasted ideas about marketing and have focused attention on innovation. 
	The numbers of family’s posing discretionary income is increasing and the amount of money available for various essential buying decisions can be withdrawn if not postponed at will be the consumer and ensure profitability operation in the banking industry. 
	Achieving marketing excellence in an institution difficult but its effects are felt throughout every institution with the growing emphasis on satisfying customer. Here emphasis therefore shifted to the total financial performance, the co-ordinated management effort of producing for the market. 
	It is necessary for institution to set to understand customer behavior, his want, the price, he is ready to pay from satisfying those wants, his alternative for the fulfillment of those wants, his relative assessment of those alternative in terms of suitability, quality, value availability e.t.c. 
	All these do change as any of the interacting variable change. Management must constantly seek to identify and measure the dynamics of societal behavior. 
	It is to this end that the researcher has chosen to write on the subject matter. Management at all the levels of dealings be it banking and or non-banking industry are placed with this option and Zenith International Bank (ZIB) is not exception to this golden injection. 
1.2	STATEMENT OF THE PROBLEMS
	Marketing makes most of their profit, through advertisement. 
1. The significance of marketing mix to new financial institution. 
2. What are the marketing mix strategies of the selected topic in term of product strategies, pricing strategies, promotion strategies and place strategies. 
3. How does the companies implement the present marketing activities of the respondents with respect to product, price, place and promotion. 
4. What are the major problems facing the respondent in their marketing mix strategies in terms of each variable in the proceeding questions. 
5. What is the possible solution to those problems to improve the marketing mix of Zenith International Bank.



1.3	AIM AND OBJECTIES OF THE STUDY
	The primary aim of this research is to identify significance of marketing mix to financial institution in Nigeria using Zenith Bank Plc Ilorin. 
	The objectives of the study include:
1. To clearly demonstrate how institution especially a bank defines their target market and tailor their marketing programmed towards this market. 
2. To examine various ways banks in particular can identify and understand their customer’s needs and order to develop appropriate product or service. 
3. To clearly show the importance of co-ordinated marketing programme in an institution. 
1.4	SIGNIFICANCE OF THE STUDY
	Marketing mix to financial institution with the aim of improving customers, satisfaction, importance of sales promotion at profit and close monitoring of the action of competition 
	This study will make it possible to examine the operational efficiency of the financial institution in Nigeria in order to evaluate the effect of the adoption of marketing mix in the marketing services. 
	A way of monitory and satisfying financial institution work through effective customers complains management. The study will therefore reveal to banks especially Zenith Bank Plc Ilorin, the important of complaint management. 
1.5	SCOPE OF THE STUDY
	The scope of the study is a “significance of marketing mix to financial institution” a panacea to marketing success. It also includes attitude towards the financial institution with emphasis on Zenith Bank Plc, Ilorin, in terms of work content, emphasis will be laid on the planning aspect of strategic management and also the 4Px “Product, Price, Promotion and Place” of marketing mix as they apply to Zenith Bank Plc Ilorin. 
	However, there are some other areas that are associated with the study, but which will not be considered at all or in detail in the society. 
	These areas include strategic plan implementation, competitor analysis, purchase of finance services and the planning of corporate account strategy. 
1.6	LIMITATIONS AND CONSTRAINT TO THE STUDY
	The research study is limited to Zenith Bank Plc, Ilorin. The study covers the entire institution and will represent by only 20% of the whole population. 
	Nigerian economy, like other economics, are made up of very many sectors all other interacting basically to various sect oral activities is the need for fund. The need for financial transactions, procurement of goods and services, receipt for services rendered, particularly by factors of production, all make the financial sector, a focus of affecting for research studies and government control. 
1.7	DEFINATION OF RELATED TERMS
1. Strategic Management: Is concerned with decision about institution future direction and implementation of these decisions. 
2. Marketing: This means working with market which means attempting human needs and wants.
3. Planning: This involves forecasting and selection of objectives in the various policies. Programmed and procedure in order to achieve them. 
4. Marketing Mix: This is concern with the relations and practicalities of how the marketing objective may be turn into specific marketing plans and activities. 
5. Banking Services: accepting essentially, loans and advance, deposits acceptance, foreign exchange transaction, internal trade equipment leasing. 


CHAPTER TWO 
LITERATURE REVIEW 
2.1	THE MEANING OF MARKETING
	This can be described as the performance of a business that directs the flow of goods and services from the producer to the consumer. 
	In as much as there are various meaning the word marketing, there are different definitions by various authors of various books:
	Marketing according to KOTLER (2008) define marketing as human activities directed at satisfying needs and wants through exchange process. Marketing, he contents, exist when man decides to satisfy his needs and wants in a particular manner referred to as exchange. 
	According to Baker (2006), described marketing as a process of exchange between, individuals or institution which is concluded the mutual benefits and satisfying of the parties. 
	JOBBER (2007), describes marketing as a set of procedures and method that are designed to generate, analyze, disseminate and store anticipated marketing decision information on a regular and continuous basis. 
	In view of this, THOMAS C. KINNER and KNENNETH L. BENNADATH (2009), defines marketing as consisting of all activities of individuals and institution that are designed to encourage that facilities exchange satisfying to all parties involved. 
	In all it is clear that marketing is concerned with organization, individual’s instruction and institution is selected target customers and satisfying these customers, needs and wants through exchange. 
	It is the process whereby “heterogeneous supplies” in native are marched with heterogeneous demand of the market place”, and also supplies of human and material resources available to the economic and social process. 
	Marketing serves all the economic and social process by which societal needs are served.
2.2	THE MEANING OF MARKETING MIX
	Marketing mix refers to the term used to describe the combinations of the four impacts which constitute the care of a marketing system i.e. the products, place, price structure and the promotional activities. 
	Marketing practitioner and academic alike agree that the phase “marketing mix” includes all activities involved in moving goods and services from producers to the consumers, whether the later are individuals or corporation. This activity gives careful and detail attention to the “4PS”. However, for most companies, only some of these relevant and necessary to their institutions. 
	DOUGLAS FOSTER (2002) believes that all the functions in the total marketing mix are variable so that the emphasis that management places on any element it is using will change according to circumstance in the company and its variables. For instance, in difficult trading times the company it’s may find it necessary to conduct, more market demand or consumer research since it needs accurate information in this matter to counter information competition more effectively. In booms times, when companies can sell all, they can make, such precession in information gathering may not be necessary and may represent unnecessary expenditure on research. If the company’s selling all it can make, knowing that it could sell more may not be immediately important through it could point the way to shorten or should the company need more extensive advertising it may have to raise prices or reduce the costs to make the additional funds for this available if a new technological development makes a substantial or critical portion of its product obsolescent, the company may have got intensify work in product modification and new product development where competition is intensive it may be necessary to step up the personal selling activity. In the last two examples mentioned, it may be necessary cut back on some other marketing activity in order to make it available for the additional funds needed. 
	In the case of marketing, tangibles such as services (e.g. Banking Investment services, Tourisms or travel facilities). There is no universal agreement on how much emphasis should be placed on different marketing activities. 
	In the end a company must thoroughly analysis its own finance (marketing product, competition, customers e.t.c.) get to know what is important for success and then select its own “mix” of marketing activities. 
2.3	THE COMPONENT OF MARKETING MIX
	In the marketing parlance, the word “mix” refers to components, therefore, when we talk of marketing mix, we are referring to all the component of marketing. These activities are grouped into four distinct as earlier mentioned in the definition of marketing. The concept was first expounded by professor Neil Borden of Harvard University in the 1940’s, when the identified twelve key variables int eh typical marketing programme. These twelve variables have subsequently been reduced to four main heading by later writers. The mix may now be defined as “The particular group of market variables offered to the market at a particular point in time”. These variables are principally listed below
i. Product. 
ii. Price.
iii. Promotion.
iv. Place/distribution. 
 The marketing mix are further conceptualized into marketing 4P’s indicating or representing the 4P’s that start each activity area. The diagram below shows the various components of each activity areas. 
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The marketing mix as illustrated above is the central part of an institutions marketing tactics. Once the market situation (customers, competitors, suppliers, middleman e.t.c.) has been identified and evaluated and once the decision has been made to penetrate, or a particular market, then the role of the marketing mix is crucial. These are some activities that are interrelated to ensure the followings:
i. Product pricing. 
ii. Appropriate pricing. 
iii. Effective and efficient distribution system.
iv. Product acceptability. 
v. Effective communications. 
2.4	THE IMPLICATIONS OF MARKETING MIX
	Freedom to spend gives consumer unusual power. Although marketers anticipate consumer decisions, they have little control over when, where and how much of the company products consumers will choose to buy. The freedom of consumer to make whatever purchases on their toes and eager to improve their existing products and services in order to maintain consumer loyalty. 
	Although, marketing managers cannot control consumer choice they must constantly try to understand anticipate and influence the choice process, you cannot design a product to satisfy the wants and needs of your target market if you do not know what those wants and needs are. 
	The inner circle represents the internal environment of the marketing mix. The internal environment to a large extend is controllable. The term used to describe the four inputs of the firm (The 4P’s). The economy decides when to modify or change existing products. It can also decide to branding, packaging and other features. 
	Price is determined by the market forces, a firm can and must determine its own base price. Decisions on price related variables such as cash/trade discounts, delivery costs come under the prerogative of the firm. 
2.5	BENEFITS OF EFFECTIVE MARKETING MIX TOFINANCIAL INSTITUTION.
1. Pricing: Refers to as the value of goods and services expressed in other monetary medium of exchanged used in different countries of the world. It enables the financial institution to achieve their profit forget objective. 
2. Product strategy and policy: Means anything that is offered to a market for its use or service of some kind. The product offered by a manufacture consist of physical items, such as matching tools, television sets, loaves of bread or cosmetic products offered by service industries include hospital care, dental treatment, holiday arrangement and accountancy services e.t.c. The range of products offered by an institution is called the product mix. 
3. Promotion strategy and policy: The aim of an institutions promotional strategy is to bring existing or potential customers from a state of relative unawareness of the institution’s products, to a state of actively adoption them. Every product needs to be promoted, i.e. it needs to be drawn to the attention of the market place, and its benefits identifies. The principal methods of promotion include: advertising, personal selling, sales promotion and publicity. 
4. Distribution strategy and policy: Concerned with channels of distribution, and physical distribution. These channels are the marketing institutions which facilitate the movement of goods and services from their point of production to their point of consumption. 
5. It enables the institution to make necessary decision with respect to distribution of products and services. 
2.6	LIMITATIONS OF EFECTIVE MARKETING MIX
	There are some limitations to the application of the marketing mix in financial institution. A good marketing activity involve a complex involvement with both the external and the internal environment of the financial in which it is involved. The external aspects cover customers or markets, economic conditions in countries regions, industries and the trading world at large, competitors and their activities. 
	There are also government controls and regulation of fiscal (especially taxation) matters affecting financial industry and consumer or customer purchasing power, import or export controls and political decision e.g. on state ownership of key industries and how mixed (state- and privately-owned enterprises) a country’s economic should be. 
	There is also political decision which discourage urban trade with some countries because of disagreement with their political or other system. Many of these factors are outside the control of the firm. 
	Internal factors cover the resources and capabilities of the company, the degree or native of innovation required in different technical areas. Technological development and trends, the role, nature and extend of sales and promotional activities required, the cost price relationship and the way price changes and levels affect demand for the enterprise’s products or services. 
2.7	MEANING OF FINANCIAL INSTITUTIONS
	Financial institution: Institution which collects fund from the public and places them in financial assets, such as deposits, loan and bonds, rather than tangible property. 
	As used in this title, the term “financial institution” means an insured depository institution (as defined in section 3 (c) (2) of the federal deposit insurance Act). 
	A credit union with account insured by the Nigeria National Credit Union share insurance fund. 
	A branch as agency of a foreign bank. 
2.8	FUNCTION OF FINANCIAL INSTITUTIONS
	Financial institutions provide financing, facilitate economic transactions, issue funds, offer insurance and hold deposits for business and individuals. Financial institution are private or public organizations that serve as an intermediary between savers and borrowers of fund. 
	The two primary types of financial institutions are:
i. Credit Unions. 
ii. Depository banks and non-depository mutual funds.

i. Credit Unions
Financial institution fuels the economy by issuing credit, which comes in the form of loans, mortgages and credit cards, to allow individuals and business to purchase goods and services, homes, attend college, start a business e.t.c. 
ii. Depository banks and non-depository mutual funds
Depository bank provides private and commercial bank loans for individuals and business. It’s also hold deposit and issue certificate for investments. 
Non depository financial institution such as insurance company’s collect funds by selling policies or units.


CHAPTER THREE
RESEARCH METHODOLOGY
Research methodology can simply be defined as those method used for the study or research in given problem finding of any nature. 
	The term “methodology” can be described as all the activities in the collection of all the necessary data and information required for the project. Research may be:
i. Basic or Pure Research. 
ii. Applied Research. 
Basic or pure research deals with relationship between two or more variable. Its purpose in the development of theory or model through identifying all relevant in a particular environment. 
Applied research on the other hand test the product to solve specific problem of basic research finding. It aims is to adapts, adopts and applies the theories developed through basic research to solve specific problem situations. Applied research may also be called demonstration research. 
Therefore, this chapter deals with the method adopted by the researcher in carrying out this study. 
3.1	RESEARCH DESIGN 
	Research design can be described as an outline, a general arrangement or plan which specifies how data relating to a given problem should be collected and analyzed. Other research designs include historical design, descriptive design such as case study e.t.c.
	Method for collecting data for any enquire are 
i. Primary source of data. 
ii. Secondary source of data. 
Any data an investigation collector himself is termed as “primary data”. This is because he knows the conditions under which it was collected. He is aware of any limitation it may contain. 
Primary data cover facts, which are not know and have not been previously published. 
3.1.1		SOURCES OF PRIMARY DATA
	The most common source of primary data “survey” which is systematic collect of information from respondents via telephone, mails, personal interview and questionnaire.
Primary data has the advantages of specificity, practicality and it deals with real situation. However, it has disadvantages of being worthy in time and money. 
	Secondary data is the formation that is already available or published by official statistic and other government publications and other major banking reports. A firm’s primary data from previous study can become secondary data for future research programme. 
SOURCES OF SECONDARY DATA 
Most common sources of secondary data are textbooks, company records, newspaper, federal office	Statistic (Fos), Central Bank of Nigeria (CBN). 
In this research, both primary data and secondary data will be used become secondary data is not only adequate for collection of data needed. 
3.2	RESEARCH POPULATION AND SAMPLES SIZE
	Research population and samples must be strictly considered in order to achieve a reasonable result. 
	The population of research is all banking industries in Kwara State. 
	Research is strictly conducted by means of sample generalization which are applicable to the whole population from which sample drawn are realized. 
	The sample in the research is the activities of Zenith International Bank, Ilorin branch. 
3.3	DATA COLLECTION INSTRUMENTS 
The main techniques used in collecting data are personal interview, questionnaires, documentary source and personal observation. 
	In this research, i will only mention the two instruments that were to be employed. 
1. QUESTIONNAIRE
The research used a closed and structural questionnaire consisting of prepared list of specific questions with a choice of possible answers. The structure question is quite enough to fill and a well facilitating tabulation, analysis scientific generalization. The whole questionnaire consists of series of question, sequences were given adequate consideration.
PRECAUTIONS:
i. The research started with some factual questions followed by attitudinal one. 
ii. The language must be subtitle. 
iii. Avoid putting ideas into the mind of the respondents that is suggestibility which might prejudice responses. 
iv. Questions must not be too lengthily. 
v. If questionnaires are by post, a stamped self-addressed envelope must be attached to it. 
2. PERSONAL INTERVIEW 
This was conducted personally in the section concerned especially the marketing unit so as to gain more information about the finding.
It is a survey method of research involving a person seeking the information called the respondent and another given the information called the respondent or interview. The interviewer aimed with an interview schedule, meet the respondent ask question from the respondents and complete the interview schedule himself. 
Below are some precautions to personal interview data collection instruments. 
The interviewer must create a congenial atmosphere of mutual respect, trust and understanding. This is done in the following ways:
i. Living the respondents the feeling that the experience he will gain from the interview will be pleasant and satisfying. 
ii. Impressing on the respondent that the interview is reliable, responsible and trust worthy.
iii. Convincing the respondent that the interview is important and his contributions are valuable and worthwhile.
For effect research, i decided to divide the population of Zenith International Bank staff into state in order to administer personal interview instrument and questionnaire instrument. 
3.4	DATA PRESENTATION AND ANALYSIS TECHNIQUE
	The researcher decides to use percentage analysis method in view of the various applied question that will be asked in the questionnaire asked to the sample size. The percentage of the response. The method is clear and easy to understand because each question is analyzed and a general summation is made at the end of some percentage. 


CHAPTER FOUR
DATA PRESENTATION ANALYSIS AND INTERPRETATION
4.1	BRIEF HISTORY OF ZENITH BANK PLC
	Having operated for more than a decade, Zenith International Bank was incorporated on the 30th May, 1990 and licensed to operate as a commercial bank on the 28th June, 1990 but actual operation. 
	Commenced on the 19th July, 1990 with all the existing shares of the bank wholly owned by Nigeria citizens. 
	The bank started with just a branch headquarters located at Ajose Adeogun Victoria Island Lagos. 
	Its activities during the inception were piloted by the following members of Board of Directors:
DER. G.I.M OTUBU					CHAIRMAN
MR. I.I.M. OVIA						MD/CEO
MR. ALADE AKESODE
MR. CHARLES SPIRORONDOS
CHIEF ALFRED NZEMEKE
MR. MACAULY PEPLE
MR. BABAS ADEJUWON	COMPANY SECRETARY
	Today, the bank has expanded with all branched all over the country, having a branch in Ilorin, 18 branches in Lagos state, alone branch in Ibadan and Abuja respectively and other branch each in other state of the federation. This brings total branches 57 since its inception up to the present day. 
	It is however of no doubt to say that Zenith International Bank (ZIB) has contributed its quota to the development of economic growth and advancement of Nigeria in general. 
4.2	DATA PRESENTATION AND DATA ANALYSIS
	This chapter tends to analyze the response from the research questionnaire, in order to ascertain the impact of strategic planning as a tool for achieving institution objective. 
	The analysis made from the data collected through questionnaire is done with the aid of sample percentage, it should be noted that raw data does not have appreciated value until are tabulated and analysis. To determine which factor tends on overriding influence over the others. 
Return of Questionnaire 
	Fifteen (15) questionnaires were administered to the respondent, but were able to collect ten (10) questionnaire and were manually processed the data collect were reported in tables and the interpretation of it is a given to the table shown. 




	The following on the tables computed from the responses to each of the question contained in the questionnaire together with explanation. 

	SEX
	NO OF RESPONDENTS
	PERCENTAGE (%)

	MALE
	12
	60%

	FEMALE
	8
	40%

	TOTAL
	20
	100%


Survey: Field Survey 2025
	From the above table 60% of the respondents are male while 40% are female. 

	MARITAL STATUS
	NO OF RESPONDENTS
	PERCENTAGE (%)

	MARRIED
	13
	56

	SINGLE
	7
	35

	TOTAL
	20
	100%


Survey: Field Survey 2025

		AGE DISTRIBUTION
	NO OF RESPONDENTS
	PERCENTAGE (%)

	16-25 years
	6
	30

	26-35 years
	10
	50

	36-55 years
	4
	20

	Above 56
	-
	-

	TOTAL
	20
	100%


Survey: Field Survey 2025
	From the above table 30% of the respondents are between the age of 6.25 years, 50% are 26.35 years, while 20% are falls within 36.35 years. 

	RELIGION
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Christianity
	13
	65

	Muslim
	7
	35

	Traditionalist
	-
	-

	None of the above
	-
	-

	TOTAL
	20
	100%


Survey: Field Survey 2025

	From the table 100% of respondents are Nigerians.
EDUCATION BACKGROUND
	Qualification 
	No of respondents
	Percentage (%)

	WASC/GCE
	10
	50

	OND
	4
	20

	BSC/HND
	4
	20

	MBA/MSC
	4
	10

	OTHERS
	-
	-

	TOTAL
	24
	100%



	From the table 50% of the respondents hold ordinary level certificate 20% hold ordinary National Diploma while 10% hold master degree. 




















CHAPTER FIVE
5.0	SUMMARY, CONCLUSION AND RECOMMENDATIONS
	From all finding, the researcher has been able to see clearly the significance of marketing mix to Zenith International Bank is of great one, which has brought lot of improvement to the activities of the institution.
	The activity worth institution which took the form of scattering their branches across all states in order for customers to have across to their services. 
	This method creates a strong bond between the customers and the institution. 
	The pricing policy is a dynamic one; it takes care of competitive nature of the market by adopting penetrating pricing policy. 
	Also worth mentioning is the promotional activities which was geared towards informing, reminding and persuading both prospective and potential customers about the services of the institution through advertisement. 
	Lastly, in the product planning and development which is based much on consumers wants perception status and habit. This is why Zenith International bank made provisions for various types of account to be operated. 
	The significance of marketing mix has shown that marketing mix contributed to the profit of this company. This increases it profit has also led to the increase in the marketing expenditure. Also, the promotional strategy, the higher the sales volume of the initial stage of production. 
	From the study of customer attitude and complaints, i have been made to realize that the institution staff does not listen to complaints of customers and does not follow it up. 
	The research revealed that the institution now knows the significant of marketing mix to institutions.
	A well-designed marketing mix portrays the image of the institution. There was revealed by the high percentage it recorded. This good marketing may help to suggest a favorable product image. 
5.2	CONCLUSION
	In conclusion, the consumer should be made the center of attraction of any marketing mix of any institution. This is because they have right to expect quality product, information, education, protections, chose and to be heard. 
	When institution does not respond to those consumers’ needs through their pricing policies, promotional method, distribution method and product development method with a clear sense of responsibility and effective control system, such institution must expect to lose its market share to the more determined one. 
	This is more so why some institutions are seriously making it, while some are yet to make a profit. 
	Lastly, all banking industries must realize that they are in a competitive market and as a result, they should build a competitive strategy that will take care of customers’ needs but not company capacity and wants. 
	In order to solve customer complaints problem there should be a particular way of handling complaints by forming customer complain department. 
5.3	RECOMMENDATIONS
	From the above findings, the researcher wishes to make the following recommendations concerning the significance of marketing mix to Zenith International Bank, Ilorin. 
	The institution should respect the requirement of customers groups when they have complained to make about the services. They should treat any complaint from any source equally, because some of their customers believed that they tend to listen to complaints from newspaper or important personality than the way they listen to them. 
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QUESTIONNAIRE
Please tick where appropriate the portion provided after each question below.
PERSONAL DATA
1. SEX:
Male (	)
Female (	)
2. Marital Status:	Married (      )	Single (	).
3. Age:
20-25 years (     )
26-30 years (	)
31-35 years (	)
36-40 years (	)
41 and above (	)
4. Length of service
1-5 years (		)
6-10 year (		)
15 and above (		)
5. Education Qualification 
PHD	(	)
M.SC/MBA/MA (	)
NCE/ND	(	)
B.S.C/HND	(	)
WAEC (	)
6. Department ______________________




SECTION B
7. Marketing makes most of their profit through advertising 
Yes (	)	No (	).
8. Marketing can be described as the performance of a business that direct the flow of goods and services from the produce to the end users 
Yes (	)	No (	). 
9.  A vital element in every marketing strategy is the marketing mix 
Yes (	)	No	(	)
10. “Mix” can be defined as the particular group of variables offered to the market at a particular point. 
Yes (	)	No (	). 
11. The components of marketing mix comprise of four
Yes (	)	No	(	)
12. Product in the 4P’s of marketing means anything that is offered to a market for its use or consumption 
Yes (	)	No	(	) 
13. Pricing is one of the benefit effects of marketing mix to new business organization.
Yes (	)	No (	) 
14. A good marketing activity involves both the external and internal environment of the business in which it involves. 
Yes (	 )	No (	). 
15. Internal environment factor covers the resource and capabilities of the company, the degree or nature required in the different technical area.
Yes (   ) 	No (	).


