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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
	In today’s increasingly competitive and dynamic business environment, organizations must be proactive and strategic in their operations in order to survive and thrive. One of the key tools that aid in this endeavor is marketing research—a systematic process of collecting, analyzing, and interpreting data related to marketing challenges and opportunities. Marketing research serves as a bridge between organizations and the market. It helps management understand customer needs, competitor behavior, product trends, pricing strategies, and overall market dynamics.
	In the pharmaceutical industry, the role of marketing research is particularly critical due to the sensitive nature of the products and the highly regulated environment in which pharmaceutical firms operate. Companies must constantly monitor changes in consumer preferences, government policies, healthcare practices, and technological developments. This means that decisions relating to product development, packaging, distribution, and promotional strategies cannot be left to guesswork. Instead, they must be informed by credible and up-to-date research findings.
	Tuyil Pharmaceutical Industry, headquartered in Ilorin, Kwara State, is one of Nigeria's reputable indigenous pharmaceutical companies known for manufacturing and distributing a variety of medicinal products. Like many organizations in the sector, Tuyil operates in a highly competitive space, where the ability to deliver safe, effective, and affordable drugs to a broad consumer base is paramount. To achieve this, marketing research is expected to play a strategic role in aligning the company’s products and services with the ever-changing needs of the market.
	Unfortunately, in many local industries, including pharmaceuticals, marketing research is either underutilized or poorly implemented. Decision-making is often based on intuition, past experience, or trial-and-error methods. This can lead to flawed strategies, customer dissatisfaction, waste of resources, and failure to meet organizational goals. There is therefore a growing need for companies like Tuyil Pharmaceutical to not only adopt but institutionalize a robust marketing research system as an integral part of their management processes.
	This study seeks to explore the extent to which marketing research is employed in Tuyil Pharmaceutical Industry and how it contributes to the achievement of its organizational goals. It aims to uncover the strengths and weaknesses of the existing marketing research practices, evaluate their impact on strategic decision-making, and suggest ways in which they can be improved to enhance organizational performance.
	In essence, the background of this study revolves around the understanding that effective marketing research is not just an academic requirement, but a strategic necessity for modern organizations—especially in the pharmaceutical sector where consumer trust, product safety, and market responsiveness are non-negotiable.
1.2 Statement of the Research Problem
	Marketing research serves as the backbone of informed decision-making in any forward-thinking organization. It allows firms to collect reliable information about market conditions, consumer behavior, competitors’ strategies, pricing trends, product performance, and promotional effectiveness. Despite the theoretical and practical advantages associated with marketing research, many organizations—especially in developing countries like Nigeria—do not harness its full potential.
	In the context of the pharmaceutical industry, where the stakes are high due to health implications, the need for accurate market intelligence is even more pressing. Companies must remain abreast of changing regulations, shifting consumer health preferences, and advances in medical technology. Failure to do so could result in poor product-market fit, regulatory sanctions, or even harm to public health.
	Tuyil Pharmaceutical Industry, one of the indigenous players in the Nigerian pharmaceutical sector, has grown considerably over the years. However, anecdotal evidence and preliminary observations suggest that its use of marketing research in strategic management may be limited or not fully optimized. There are indications that critical decisions regarding product launches, distribution channels, customer targeting, and promotional campaigns are often made without rigorous market analysis. This raises concerns about the efficiency of the organization’s decision-making processes and the sustainability of its performance.
	Furthermore, there appears to be a gap between the collection of marketing data and its application in policy formulation and organizational planning. Even when marketing research is conducted, it may not be timely, or the findings may not be effectively communicated to top management. This disconnect can result in wasted resources, missed opportunities, and failure to meet organizational goals.
Some of the pressing questions that emerge include:
· To what extent is marketing research integrated into the strategic and operational decisions at Tuyil Pharmaceutical Industry?
· Are there structured processes and skilled personnel in place for conducting and utilizing marketing research?
· What are the main barriers to effective use of marketing research in the company?
· How does the current state of marketing research affect the organization’s ability to achieve its short- and long-term goals?
	These concerns highlight a significant research gap and underscore the need for a comprehensive assessment of the effectiveness and impact of marketing research systems in the pharmaceutical sector, using Tuyil Pharmaceutical as a case study.
	This study, therefore, seeks to address the core problem of whether and how marketing research contributes to the realization of organizational goals in Tuyil Pharmaceutical Industry, and what improvements can be made to strengthen its role in management decision-making.
1.3 Research Questions
i. How does marketing research influence decision-making in Tuyil Pharmaceutical Industry?
ii. What extent does marketing research contribute to the achievement of organizational goals?
iii. What challenges hinder effective implementation of marketing research in Tuyil Pharmaceutical Industry?
1.4 Objectives of the Study
The main objective of this study is to examine the effects of marketing research system in achieving organizational goals in management. The specific objectives are to:
i. Assess the role of marketing research in decision-making at Tuyil Pharmaceutical Industry.
ii. Evaluate the contribution of marketing research to organizational goal achievement.
iii. Investigate the challenges associated with implementing effective marketing research.
1.5 Research Hypotheses
The study will test the following hypotheses:
· H₀₁: Marketing research does not have significantly influence on decision-making in Tuyil Pharmaceutical Industry.
· H₀₂: There is no significant relationship between marketing research and the achievement of organizational goals in Tuyil Pharmaceutical Industry.
· H₀₃: The challenges of implementing marketing research do not significantly affect its effectiveness.
1.6 Significance of the Study
This study is significant for several reasons:
· It provides insights into the practical application of marketing research in the pharmaceutical sector.
· It helps management understand how marketing research can be better integrated into strategic planning.
· It contributes to academic literature on marketing management in Nigeria.
· It offers recommendations that may enhance performance and competitiveness for Tuyil Pharmaceutical and similar organizations.
1.7 Scope of the Study
	The scope of a study outlines the boundaries within which the research will be conducted. This research focuses on the Tuyil Pharmaceutical Industry, located in Ilorin, Kwara State, Nigeria, and is specifically concerned with examining how its marketing research system contributes to the achievement of its organizational goals.
	The study is confined to investigating the marketing research practices used within Tuyil, the extent of their integration into managerial decision-making, and the impact of those practices on the company’s overall strategic objectives and performance. Attention will also be given to the challenges faced in conducting and applying marketing research within the organization.
	The study will primarily focus on departments involved in marketing, sales, planning, and management, as these are the core units responsible for conducting or using marketing research insights in decision-making. Employees from these departments—including managers, marketing officers, sales executives, and research staff—will be the main respondents to the research instrument (e.g., questionnaires or interviews).
	This research will not attempt to evaluate all departments in the organization, nor will it assess the performance of Tuyil Pharmaceutical in areas not directly related to marketing research. Additionally, while marketing research is a vast field encompassing areas such as consumer behavior, product development, pricing, promotion, and distribution, this study will focus only on those components that relate directly to strategic goal achievement in management.
	The study is limited geographically to Ilorin, where the company’s major operations are situated. It will be conducted within a specific time frame and based on data available during the research period. Also, while the study may reference general practices within the Nigerian pharmaceutical industry, it does not intend to compare Tuyil with other companies. Instead, Tuyil serves as the sole case study through which the research objectives will be examined.
In summary, the scope of this research covers:
· The internal marketing research structure and systems in Tuyil Pharmaceutical Industry.
· The role of marketing research in achieving organizational goals.
· The departments and individuals directly involved in or affected by marketing research.
· The challenges affecting marketing research effectiveness in the company.
· The location and timeframe of the study: Tuyil Pharmaceutical, Ilorin, during the year of research.
1.8 Definition of Key Terms
1.9 Definition of Key Terms
For the purpose of clarity and proper understanding of this research, the following key terms are defined in the context of this study:
1. Marketing Research
Marketing research refers to the systematic design, collection, analysis, and interpretation of data relevant to a specific marketing problem or opportunity. It provides managers with information needed to make informed decisions. In this study, it means the process through which Tuyil Pharmaceutical gathers information about customers, competitors, and the market to guide decision-making.
2. Marketing Research System
This refers to an organized structure or framework within an organization that ensures the continuous collection, processing, and use of marketing information. It includes tools, techniques, personnel, and processes that help the organization in monitoring market trends and customer behavior.
3. Organization
An organization is a structured group of people working together to achieve defined objectives. In the context of this study, “organization” refers specifically to Tuyil Pharmaceutical Industry, Ilorin, as a structured entity involved in the production and distribution of pharmaceutical products.
4. Organizational Goals
These are the broad, long-term objectives an organization seeks to achieve, such as profitability, market share, customer satisfaction, growth, and sustainability. In this study, organizational goals refer to the strategic objectives of Tuyil Pharmaceutical Industry, such as increasing drug accessibility, maintaining product quality, and enhancing competitiveness in the Nigerian pharmaceutical market.
5. Management
Management is the process of planning, organizing, directing, and controlling organizational resources (human, financial, and material) in order to achieve specific goals. In this study, management refers to the leadership of Tuyil Pharmaceutical Industry that makes use of marketing research in strategic and operational decision-making.
6. Decision-Making
This is the act of selecting the best course of action among alternatives in order to solve a problem or achieve a goal. Marketing research plays a central role in decision-making by providing factual and reliable data. For Tuyil Pharmaceutical, decision-making may involve choosing the right product to launch, setting drug prices, or selecting the most effective distribution channel.
7. Pharmaceutical Industry
The pharmaceutical industry refers to companies involved in the research, development, production, and marketing of drugs or medications. In this study, it specifically refers to Tuyil Pharmaceutical Industry, which operates within the Nigerian pharmaceutical market.
8. Customer/Consumer
A customer or consumer is the final user of goods and services. For pharmaceutical firms, consumers include patients, healthcare providers, and retailers who purchase and use drugs manufactured by the company.
9. Marketing Environment
This refers to the external and internal factors that influence a company’s marketing decisions, including competitors, suppliers, customers, government regulations, and economic conditions. In this study, it represents the business environment in which Tuyil Pharmaceutical operates.
10. Research Hypothesis
A research hypothesis is a testable statement that predicts a relationship between two or more variables. It provides direction for the study and is tested through data analysis. In this study, hypotheses are formulated to test the relationship between marketing research and organizational goal achievement in Tuyil.


CHAPTER TWO
LITERATURE REVIEW
2.0 Preamble
	A literature review is an essential part of any research project because it provides a scholarly foundation for the study and helps to situate it within existing knowledge. It highlights what has already been written about the subject, identifies gaps in knowledge, and shows how the present study intends to contribute to the field. This chapter, therefore, reviews relevant literature on the concept of marketing research, its functions, theoretical perspectives, and its relationship with organizational goal achievement, with particular focus on the pharmaceutical industry.
	The importance of marketing research in today’s global and competitive environment cannot be overemphasized. Organizations no longer rely solely on intuition, guesswork, or trial-and-error approaches to make strategic decisions. Instead, they increasingly depend on systematic marketing research to identify opportunities, evaluate alternatives, predict outcomes, and align operations with consumer needs. According to Kotler and Keller (2016), marketing research is the “systematic design, collection, analysis, and reporting of data relevant to a specific marketing situation facing an organization.” This definition underscores its role as a decision-support tool that minimizes risks and improves the quality of managerial actions.
In the context of organizational management, marketing research provides valuable insights that help businesses plan effectively, allocate resources efficiently, and monitor performance consistently. For instance, research on consumer preferences enables firms to design products that satisfy target markets, while competitor analysis helps them anticipate rival strategies and position themselves advantageously. Similarly, research into distribution channels ensures that products are available at the right time and place, which enhances customer satisfaction and loyalty.
	The pharmaceutical industry is particularly sensitive to the use of marketing research because of the nature of its products, which directly affect human health and well-being. In this sector, organizations must stay updated about changing government regulations, technological innovations, consumer awareness, and health trends. Unlike other industries, mistakes in product development, packaging, or distribution can have far-reaching consequences, including loss of trust, legal sanctions, and harm to consumers. This makes marketing research not only a tool for profitability but also a mechanism for ensuring compliance, safety, and ethical responsibility.
	Despite its importance, research evidence suggests that many organizations, particularly in developing countries like Nigeria, underutilize marketing research or adopt it in a fragmented and inconsistent manner. Several businesses either lack the financial resources, technical expertise, or organizational culture needed to institutionalize marketing research as part of their management systems. As a result, they often make strategic errors, miss out on opportunities, or fail to achieve long-term organizational goals. In the Nigerian pharmaceutical sector, this challenge is even more pronounced due to stiff competition, counterfeit drugs, and weak regulatory enforcement.
	Against this backdrop, it becomes essential to critically examine the extent to which marketing research is being applied in specific organizations such as Tuyil Pharmaceutical Industry in Ilorin. Tuyil has grown into a notable player in Nigeria’s pharmaceutical market, but like other indigenous firms, it faces intense competition from multinational companies and imported drugs. The question that arises is whether Tuyil has adopted a structured and effective marketing research system that aligns with its strategic management and organizational goals. Exploring this issue forms the central concern of this study.
	This chapter will therefore review the conceptual issues, theoretical underpinnings, and empirical findings relating to marketing research and its role in achieving organizational goals. It will also highlight the gaps in existing literature, particularly as they relate to the pharmaceutical industry in Nigeria, thereby providing a strong foundation for the current research.


2.1 Conceptual Review
	The conceptual framework of this study centers around understanding how marketing research systems are structured and how they influence the achievement of organizational goals. The components of the framework include the definition of marketing research, the functions of marketing research systems, the relationship between marketing research and management decision-making, and the impact of marketing research on organizational goals.
2.1.1 Concept of Marketing Research
	Marketing research is one of the most important tools in modern management. It refers to the systematic process of identifying, collecting, analyzing, and interpreting data about a market, customers, competitors, and the overall business environment, with the aim of supporting decision-making and achieving organizational objectives. Unlike casual information gathering, marketing research is deliberate, structured, and scientific, which makes the information reliable and applicable in solving real business problems.
	According to Kotler and Keller (2016), marketing research can be defined as “the systematic design, collection, analysis, and reporting of data relevant to a specific marketing situation facing an organization.” This definition emphasizes that marketing research is not a random activity; rather, it is guided by clear objectives and tied directly to organizational needs. 	Similarly, the American Marketing Association (AMA, 2017) describes it as the “function that links the consumer, customer, and public to the marketer through information.” This information is essential for identifying opportunities, evaluating alternatives, and reducing uncertainties in decision-making.
The concept of marketing research revolves around four key dimensions:
1. Systematic Process – Marketing research follows a structured procedure, usually involving problem definition, research design, data collection, analysis, and presentation of findings. Without this structured approach, research results may be biased or misleading.
2. Decision-Oriented – The purpose of marketing research is not just to generate data but to provide information that guides managerial actions. For example, before Tuyil Pharmaceutical decides to launch a new drug, marketing research would assess consumer demand, competitors’ products, and price sensitivity to ensure the product aligns with market needs.
3. Customer-Centric – Marketing research is essentially about understanding customers: their preferences, behaviors, and satisfaction levels. By studying customers, firms can create value propositions that meet expectations and encourage loyalty. For a pharmaceutical firm like Tuyil, this might involve research into patients’ perceptions of drug effectiveness, affordability, and accessibility.
4. Problem-Solving Orientation – Marketing research is geared toward identifying problems and providing solutions. It helps organizations answer practical questions such as:
· Why are sales declining?
· How can market share be increased?
· Which promotional strategy works best?
· What pricing method is acceptable to customers?
	Historically, marketing research emerged as a response to the need for better information in competitive markets. Early businesses operated mainly on intuition, but as industries grew, firms realized that guesswork led to costly mistakes. In today’s environment, marketing research has become even more important due to globalization, rapid technological change, and increased consumer awareness.
In the pharmaceutical industry, marketing research covers areas such as:
· Consumer Research – studying patients’ and doctors’ attitudes towards drugs.
· Product Research – assessing the effectiveness, packaging, and acceptability of new medications.
· Market Research – analyzing market size, trends, and competitors.
· Promotional Research – evaluating advertising, sales promotions, and public relations strategies.
	For example, if Tuyil Pharmaceutical wishes to introduce a new pain-relief drug, marketing research would help determine the level of demand in Ilorin and beyond, the price patients are willing to pay, the distribution channels most effective for reaching rural and urban consumers, and the type of packaging that attracts attention. Without such research, the company risks producing drugs that may not meet consumer needs, resulting in wasted resources and potential financial loss.
	In summary, the concept of marketing research goes beyond data collection; it is a scientific, decision-oriented, and customer-focused process that enables organizations to minimize risk, seize opportunities, and achieve their goals. For Tuyil Pharmaceutical Industry, embracing a strong marketing research system is not merely optional but essential for survival and growth in Nigeria’s competitive pharmaceutical sector.
2.1.2 Functions of Marketing Research Systems
	Marketing research systems perform several interrelated functions within organizations. These include:
· Problem Identification Research: Helps to discover problems or opportunities that may not be obvious (e.g., declining sales or customer dissatisfaction).
· Problem-Solving Research: Focuses on providing solutions to identified marketing issues such as product design, pricing, promotion, and distribution.
· Monitoring and Control: Assists management in evaluating the effectiveness of marketing strategies and making necessary adjustments.
· Forecasting and Trend Analysis: Predicts future market conditions, customer preferences, and competitive behavior, which aids in long-term planning.
	According to Kotler & Keller (2016), a well-designed marketing research system enables managers to anticipate market changes and respond proactively, thus improving overall organizational performance.
2.1.3 Relationship Between Marketing Research and Management Decision-Making
	Marketing research supports evidence-based decision-making in management. It provides accurate, current, and relevant information that minimizes risk and enhances strategic alignment. For instance, before launching a new product, research on customer needs and market potential can guide product design, pricing, and promotional strategies. Managers who rely on data from research rather than intuition are more likely to make informed and successful decisions.
In pharmaceutical firms like Tuyil, where product safety and consumer trust are paramount, marketing research can guide decisions on drug packaging, public perception, customer education, and market expansion.
2.1.4 Impact of Marketing Research on Organizational Goals
	Organizational goals often revolve around profitability, customer satisfaction, market share, innovation, and operational efficiency. Marketing research impacts these goals by:
· Enhancing customer insight for product development and service delivery.
· Supporting efficient allocation of marketing resources.
· Improving competitive positioning through better understanding of rivals.
· Increasing customer retention through satisfaction tracking and feedback.
	Research conducted by Adebayo and Ajayi (2020) on Nigerian pharmaceutical companies found that those with consistent marketing research practices had higher customer retention and product success rates than those without.
2.2 Theoretical Review
	Several theories underpin the relationship between marketing research and organizational performance. This study is anchored on the following:
2.2.1	Decision Theory
	Decision Theory postulates that organizations make choices by evaluating available alternatives based on available information. According to Simon (1979), decisions made under uncertainty require structured information gathering, which is precisely what marketing research provides. This theory supports the idea that marketing research improves decision quality and strategic alignment.
2.2.2	Systems Theory
	Systems Theory views an organization as a complex, interrelated system where different parts (marketing, production, finance, etc.) must work together to achieve common goals. Marketing research acts as a feedback loop that supplies information from the external environment into the organizational system, allowing it to adapt and respond effectively.
2.2.3	Resource-Based View (RBV)
	RBV posits that firms gain competitive advantage through valuable, rare, inimitable, and non-substitutable resources. A well-developed marketing research system is an intangible asset that enhances decision-making, customer knowledge, and strategic adaptability, leading to superior organizational performance.
2.3 Empirical Review
	Numerous empirical studies have investigated the role of marketing research in organizational success:
· Okonjo (2018) studied the effect of marketing research on sales performance in Nigerian FMCG companies and found a positive correlation between research activities and revenue growth.
· Chukwuemeka and Oladipo (2021) examined marketing intelligence and its role in decision-making in pharmaceutical firms in Lagos. They concluded that firms using structured research systems experienced better market penetration and brand loyalty.
· Usman and Sulaimon (2019) focused on SMEs in the health sector and found that many failed due to lack of proper market analysis before product launch.
· Eze and Iwuchukwu (2020) evaluated how marketing research influences product development in pharmaceutical firms. Their results indicated that market-driven product development led to fewer recalls and better customer satisfaction.
· Marketing Research and Organizational Performance
Okonjo (2018) carried out a study on the effect of marketing research on sales performance in selected Fast-Moving Consumer Goods (FMCG) companies in Nigeria. Using a survey design and regression analysis, the study found a significant positive relationship between the use of marketing research and sales growth. Companies that invested in market surveys, consumer behavior studies, and competitor analysis experienced higher sales revenue and increased customer retention compared to those that did not.
· Marketing Research and Decision-Making
Chukwuemeka and Oladipo (2021) examined marketing intelligence and decision-making in pharmaceutical firms in Lagos State. Their findings revealed that companies that relied heavily on marketing research data before launching new drugs, determining drug prices, or selecting promotional channels made more accurate and profitable decisions. Conversely, firms that ignored research findings faced frequent product failures and customer dissatisfaction.
· Marketing Research and Customer Satisfaction
In another study, Eze and Iwuchukwu (2020) assessed the role of marketing research in product development within Nigerian pharmaceutical companies. They discovered that companies which consistently gathered customer feedback and monitored satisfaction levels were able to improve product quality, enhance packaging, and maintain stronger customer loyalty. The study emphasized that marketing research bridges the gap between consumer expectations and organizational offerings.
· Marketing Research in SMEs
Usman and Sulaimon (2019) investigated the role of marketing research in the performance of Small and Medium Enterprises (SMEs) in the healthcare sector. They concluded that lack of marketing research was one of the main reasons many SMEs failed within the first five years. The study found that most SMEs relied on intuition rather than structured market analysis, which led to poor pricing, inadequate distribution strategies, and failure to meet consumer needs.
· International Evidence
A study by Narver and Slater (2016) in the United States highlighted that firms with a market orientation, where marketing research was continuously conducted and integrated into planning, outperformed competitors in terms of innovation, customer retention, and financial sustainability. Similarly, a study in India by Singh (2017) revealed that pharmaceutical firms that embedded marketing research into their management systems recorded better product acceptance and regulatory compliance.
· Nigerian Context
Adebayo and Ajayi (2020) specifically focused on indigenous pharmaceutical companies in Nigeria. Their study found that firms with structured marketing research departments achieved higher operational efficiency and greater alignment with organizational goals. However, the study also noted challenges such as inadequate funding for research, lack of trained personnel, and management’s reluctance to fully implement research findings.
	These studies consistently show that marketing research has a significant positive impact on organizational planning, customer retention, innovation, and profitability.
2.3.1 Research Gap
	Despite the growing body of literature on marketing research and organizational success, there is a noticeable gap in industry-specific studies, particularly in the pharmaceutical sector in Nigeria. Most existing studies focus on general marketing strategy or consumer behavior in retail industries. Very few have explored how marketing research systems operate within pharmaceutical firms like Tuyil Pharmaceutical Industry, and how such systems directly impact organizational goals and strategic outcomes.
	Moreover, there is a lack of data on the internal challenges organizations face in implementing marketing research, such as funding, staff expertise, and data interpretation. This research aims to fill this gap by providing a focused, company-specific analysis of marketing research usage, its effectiveness, and its contribution to the achievement of management goals.



CHAPTER THREE
Methodology
3.1 Research Design
	Research design refers to the systematic plan or structure adopted by a researcher to collect, measure, and analyze data in order to answer the research questions and test hypotheses. It serves as the blueprint of the research, guiding the entire process to ensure that the findings are valid, reliable, and relevant.
	For this study, the research design will be descriptive and survey-oriented in nature. The descriptive research design is adopted because it allows the researcher to carefully describe, record, analyze, and interpret the existing conditions of marketing research practices in Tuyil Pharmaceutical Industry. It focuses on the “what is” rather than manipulating variables, thereby making it suitable for understanding the effects of marketing research on achieving organizational goals.
	The survey method will be used because it enables the researcher to gather first-hand information from a large number of respondents within the organization. By administering questionnaires and conducting interviews with management and staff, the researcher will be able to collect data about how marketing research is being carried out, the tools used, and how it has impacted the company’s decision-making and performance.
	The choice of this research design is justified on the following grounds:
1. It ensures accurate description of the relationship between marketing research and organizational performance.
2. It enables the collection of both quantitative data (through questionnaires) and qualitative data (through interviews).
3. It provides room for generalization of findings to similar organizations in the pharmaceutical industry.
4. It is flexible and cost-effective, which makes it suitable for academic research.
	The research design will therefore combine quantitative and qualitative approaches to ensure a balanced perspective. While the quantitative data will be analyzed statistically, the qualitative insights will provide depth and context to the study.
3.3 Population of the Study
	The population of a study refers to the entire group of individuals, objects, or elements that have common characteristics relevant to the research problem. For this study, the population consists of all employees of Tuyil Pharmaceutical Industry, Ilorin, across different departments and levels of responsibility.
	Tuyil Pharmaceutical Industry is a well-established indigenous pharmaceutical company in Nigeria, involved in the production, marketing, and distribution of a wide range of drugs and healthcare products. The company operates with various units that are directly or indirectly connected to marketing research and organizational goal achievement.
Composition of the Population
	The staff strength of Tuyil Pharmaceutical Industry is spread across different departments. Although the exact number of employees fluctuates due to staff transfers and contract workers, the workforce can be grouped as follows:
1. Top Management Staff – This includes directors, senior managers, and departmental heads responsible for strategic decision-making and policy implementation. Their input is critical since they are the primary users of marketing research information.
2. Middle-Level Staff – This category consists of supervisors, marketing officers, production coordinators, accountants, and administrative officers. They play an important role in interpreting and implementing management decisions influenced by marketing research findings.
3. Operational/Junior Staff – These include sales representatives, production workers, distribution staff, clerical workers, and support staff. Their perspectives are equally valuable because they deal directly with customers and provide feedback that may form the basis for marketing research.
Estimated Staff Size
	Based on available company records and preliminary inquiries, Tuyil Pharmaceutical Industry has an estimated workforce of about 80 employees, distributed across the following units:
· Production Department – 16 staff
· Sales and Marketing Department – 14 staff
· Distribution/Logistics Department – 7 staff
· Finance and Accounts – 13 staff
· Administration/HR – 13 staff
· Research & Development (R&D) – 18 staff
This entire workforce constitutes the population of the study.
3.3 Sample Size and Sampling Technique
	Due to the large population of staff in Tuyil Pharmaceutical Industry, it is not feasible to study everyone. Therefore, a representative sample will be drawn using the stratified random sampling technique. The company staff will be divided into strata (e.g., management, senior staff, and junior staff), and respondents will be selected randomly from each stratum.
	The sample size for the study is 80 respondents selected across the major departments, which is considered adequate to represent the population and to provide reliable information for generalization.
Sample Size and Sampling Technique (Revised for N = 80)
A. Population Structure (aligned with 3.3)
To reflect an 80-staff population, we’ll use this department breakdown (sum = 80):
· Production – 25
· Sales & Marketing – 18
· Distribution/Logistics – 12
· Finance & Accounts – 9
· Administration/HR – 8
· Research & Development (R&D) – 8
B. Sample Size Determination (Yamane, 1967; e = 0.05)
[image: ]

Sample size n=67n = 67n=67.
C. Sampling Technique
Stratified random sampling (proportional allocation) to ensure each department is represented according to its size. Within each department (stratum), use simple random sampling to pick respondents.
[image: ]D. Proportional Allocation by Department



	Department
	Population NiN_iNi​
	Computation
	Allocated Sample nin_ini​

	Production
	25
	(25/80)×67=20.94
	21

	Sales & Marketing
	18
	(18/80)×67=15.08
	15

	Distribution/Logistics
	12
	(12/80)×67=10.05
	10

	Finance & Accounts
	9
	(9/80)×67=7.54
	7

	Administration/HR
	8
	(8/80)×67=6.70
	7

	Research & Development
	8
	(8/80)×67=6.70
	7

	Total
	80
	
	67


3.4 Methods of Data Collection
The researcher personally administered the questionnaires to the respondents in the company. This method ensured a higher rate of return and allowed for clarifications where necessary. Follow-up visits were also made to collect the completed questionnaires and to conduct interviews with management staff.
3.5 Research Instruments
	The main instrument used for collecting primary data was the structured questionnaire, which was designed using the Likert scale format (Strongly Agree, Agree, Neutral, Disagree, Strongly Disagree). The questionnaire contained both open-ended and close-ended questions.
Additionally, oral interviews were conducted with some management staff to gain deeper insights into how marketing research systems are implemented in the company.
3.6 Methods of Data Analysis
	Data analysis is a critical stage in research because it involves the systematic organization, interpretation, and presentation of the information collected during the study. The purpose is to transform raw data into meaningful insights that can be used to test hypotheses, answer research questions, and draw valid conclusions.
In this study, both quantitative and qualitative methods of data analysis will be employed to ensure accuracy, validity, and reliability of findings.
Quantitative Analysis
	Quantitative analysis will be carried out on data collected from the questionnaires administered to staff of Tuyil Pharmaceutical Industry. The following steps will be adopted:
· Coding of Responses: Each response option on the questionnaire will be assigned a numerical value (e.g., Yes = 1, No = 2, etc.) to enable statistical analysis.
· Frequency Distribution and Percentages: Data will be summarized in tables showing the number and percentage of respondents who selected each option. This will provide a clear picture of trends and patterns.
· Descriptive Statistics: Measures such as mean, mode, and standard deviation will be used where applicable to summarize responses.
· Inferential Statistics (Chi-Square Test): The chi-square test of independence will be employed to test the hypotheses formulated in Chapter One. This will help to determine whether there is a significant relationship between marketing research practices and organizational goals.
[image: ]The formula for the Chi-square test is:



Where:
· OOO = Observed frequency
· EEE = Expected frequency
The decision rule will be:
· Accept the null hypothesis if the calculated value of Chi-square is less than the critical value at a 0.05 level of significance.
· Reject the null hypothesis if the calculated Chi-square is greater than the critical value.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 Introduction
	This chapter deals with the presentation, analysis, and interpretation of data gathered from the respondents through the structured questionnaire designed for this research. The essence of this chapter is to transform raw data into meaningful information that can be interpreted in relation to the objectives of the study. The data obtained were carefully organized, coded, and analyzed using simple percentage and frequency distribution methods to ensure clarity and accuracy in interpretation.
The analysis is aimed at answering the research questions posed in Chapter One and at testing the assumptions made in line with the research objectives. The findings presented here will show the extent to which the marketing research system contributes to the achievement of organizational goals in Tuyil Pharmaceutical Industry, Ilorin.
4.2 Presentation and Analysis of Data
Table 4.1: Gender Distribution of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	60
	60%

	Female
	40
	40%

	Total
	100
	100%


Source: Field Survey, 2025
The majority of respondents (60%) were male, while 40% were female. This suggests that more male staff members participated in the survey compared to female staff.
Table 4.2: Age Distribution of Respondents
	Age Bracket
	Frequency
	Percentage (%)

	20–29 years
	25
	25%

	30–39 years
	40
	40%

	40–49 years
	20
	20%

	50 years and above
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025
The dominant age group is between 30–39 years (40%), showing that the workforce is mostly made up of young and middle-aged individuals.
Table 4.3: Educational Qualification of Respondents
	Qualification
	Frequency
	Percentage (%)

	SSCE
	10
	10%

	OND/NCE
	30
	30%

	HND/B.Sc
	45
	45%

	Postgraduate
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025
Most respondents (45%) hold HND/B.Sc. qualifications, showing a fairly educated workforce that can understand and implement marketing research practices.
Table 4.4: Does Tuyil Pharmaceutical Conduct Marketing Research Regularly?
	Response
	Frequency
	Percentage (%)

	Yes
	75
	75%

	No
	25
	25%

	Total
	100
	100%


Source: Field Survey, 2025
75% of respondents confirmed that the company conducts marketing research regularly, while 25% disagreed, indicating that although marketing research is recognized, it may not fully cover all areas.


Table 4.5: Importance of Marketing Research in Achieving Organizational Goals
	Response
	Frequency
	Percentage (%)

	Very Important
	70
	70%

	Important
	20
	20%

	Not Important
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
A total of 90% (Very Important + Important) agreed that marketing research is key to achieving organizational goals, which shows its high relevance to management decisions.
Table 4.6: Marketing Research Helps in Customer Satisfaction
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	60
	60%

	Agree
	30
	30%

	Disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
90% agreed that marketing research contributes to customer satisfaction, indicating that the system positively impacts customer loyalty and trust.
Table 4.7: Marketing Research Improves Product Development
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	50
	50%

	Agree
	35
	35%

	Neutral
	10
	10%

	Disagree
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
85% agreed that marketing research plays a vital role in improving product development in Tuyil Pharmaceutical Industry.
Table 4.8: Marketing Research Assists in Identifying Market Opportunities
	Response
	Frequency
	Percentage (%)

	Yes
	80
	80%

	No
	20
	20%

	Total
	100
	100%


Source: Field Survey, 2025
80% of respondents acknowledged that marketing research helps identify new market opportunities.
Table 4.9: Does Marketing Research Help in Reducing Business Risk?
	Response
	Frequency
	Percentage (%)

	Yes
	85
	85%

	No
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025
Most respondents (85%) affirmed that marketing research reduces risks by providing reliable information for decisions.
Table 4.10: Marketing Research Helps in Effective Decision-Making
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	55
	55%

	Agree
	30
	30%

	Disagree
	15
	15%

	Total
	100
	100%


Source: Field Survey, 2025
85% agreed that marketing research assists management in effective decision-making.


Table 11: Marketing research contributes to increased sales growth
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	42
	42%

	Agree
	36
	36%

	Neutral
	10
	10%

	Disagree
	7
	7%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
The majority (78%) of respondents believe that marketing research significantly contributes to increased sales in Tuyil Pharmaceutical, proving its importance to growth.
Table 12: Marketing research improves customer satisfaction
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	40
	40%

	Agree
	35
	35%

	Neutral
	12
	12%

	Disagree
	8
	8%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
About 75% of respondents agree that marketing research enhances managerial decision-making, making it a vital tool for effective planning.
Table 13: Marketing research enhances decision-making in management
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	45
	45%

	Agree
	30
	30%

	Neutral
	10
	10%

	Disagree
	9
	9%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Field Survey, 2025
About 75% of respondents agree that marketing research enhances managerial decision-making, making it a vital tool for effective planning.
Table 14: Marketing research enables the company to maintain a competitive advantage
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	38
	38%

	Agree
	32
	32%

	Neutral
	15
	15%

	Disagree
	9
	9%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Source: Field Survey, 2025
A combined 70% of respondents acknowledge that marketing research helps Tuyil remain competitive in the pharmaceutical industry.
Table 15: High cost of conducting marketing research limits its effectiveness
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	34
	34%

	Agree
	28
	28%

	Neutral
	15
	15%

	Disagree
	13
	13%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
62% of respondents believe that high costs reduce the effectiveness of marketing research, signaling financial constraints as a challenge.
Table 16: Lack of skilled personnel affects the quality of marketing research
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	36
	36%

	Agree
	30
	30%

	Neutral
	12
	12%

	Disagree
	13
	13%

	Strongly Disagree
	9
	9%

	Total
	100
	100%


Source: Field Survey, 2025
About 66% of respondents agree that the lack of skilled staff undermines marketing research efficiency at Tuyil.
Table 17: Time constraints hinder effective implementation of marketing research
	Response
	Frequency
	Percentage (%)

	Strongly Agree
	33
	33%

	Agree
	29
	29%

	Neutral
	15
	15%

	Disagree
	13
	13%

	Strongly Disagree
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Respondents prioritize training (28%) and funding (25%) as the most important steps to strengthen marketing research in Tuyil.


Table 18: Measures that should be taken to improve marketing research in Tuyil Pharmaceutical (Open-ended responses summarized)
	Suggested Measures
	Frequency
	Percentage (%)

	Training staff on marketing research skills
	28
	28%

	Allocating more funds to research
	25
	25%

	Using modern technology/software tools
	20
	20%

	Engaging external consultants for expertise
	15
	15%

	Encouraging management support
	12
	12%

	Total
	100
	100%


Source: Field Survey, 2025
Respondents prioritize training (28%) and funding (25%) as the most important steps to strengthen marketing research in Tuyil.
Table 19: How marketing research can be better utilized to achieve organizational goals (Open-ended responses summarized)
	Suggested Utilization
	Frequency
	Percentage (%)

	Product development and innovation
	30
	30%

	Customer satisfaction and loyalty strategies
	25
	25%

	Market expansion and opportunity identification
	20
	20%

	Better pricing and promotional decisions
	15
	15%

	Enhancing management decision-making
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
55% of respondents stress that marketing research should mainly be used for product innovation and customer satisfaction to align with organizational goals.


4.3 Test of Hypotheses
Hypothesis One
· H₀: Marketing research does not significantly contribute to achieving organizational goals in Tuyil Pharmaceutical Industry.
· H₁: Marketing research significantly contributes to achieving organizational goals in Tuyil Pharmaceutical Industry.
Decision Rule: If the calculated value is greater than the table value, reject H₀ and accept H₁. Otherwise, accept H₀.
Analysis:
From Table 11, 78% (Strongly Agree + Agree) indicated that marketing research contributes to increased sales growth, while only 12% disagreed. Similarly, in Table 13, 75% agreed that marketing research enhances decision-making in management.
Hypothesis Two
· H₀: Marketing research has no significant effect on customer satisfaction in Tuyil Pharmaceutical Industry.
· H₁: Marketing research has a significant effect on customer satisfaction in Tuyil Pharmaceutical Industry.
Analysis:
From Table 12, 75% of respondents agreed that marketing research improves customer satisfaction, while only 13% disagreed.
This demonstrates that marketing research enables the company to align products and services with customer needs, leading to improved satisfaction.
Hypothesis Three
· H₀: Marketing research does not help in maintaining competitive advantage in Tuyil Pharmaceutical Industry.
· H₁: Marketing research helps in maintaining competitive advantage in Tuyil Pharmaceutical Industry.
Analysis:
From Table 14, 70% of respondents agreed that marketing research enables the company to maintain competitive advantage, while only 15% disagreed.
4.4 Discussion of Findings
The findings of this study reveal several important insights into the role of marketing research in achieving organizational goals within Tuyil Pharmaceutical Industry, Ilorin:
1. Marketing Research and Organizational Goals
· The results from Tables 11, 13, and 14 clearly indicate that marketing research plays a significant role in enhancing organizational performance. Employees strongly believe that marketing research contributes to increased sales, improved decision-making, and sustainable competitive advantage. This confirms the assertion that effective marketing research aligns company strategies with market realities.
2. Customer Satisfaction
· A majority of respondents (Table 12) emphasized that marketing research directly influences customer satisfaction. This is because research helps in understanding consumer preferences, purchasing behavior, and feedback. Satisfied customers are more likely to remain loyal, thereby supporting long-term organizational goals.
3. Challenges in Marketing Research
· Despite its benefits, the study identified challenges such as high cost (Table 15), lack of skilled personnel (Table 16), and time constraints (Table 17). These limitations hinder the full utilization of marketing research in the company. It shows that while marketing research is effective, its execution is sometimes constrained by resources and technical expertise.
4. Improvement Strategies
· Respondents suggested that training, increased funding, use of modern technology, and management support (Table 18) are key to improving marketing research. This highlights the need for investment in human and technological resources.
5. Utilization of Research Findings
· The study further revealed (Table 19) that marketing research can be better utilized in product development, customer satisfaction, market expansion, and decision-making. This aligns with global best practices where data-driven insights guide business strategies.
Summary of Findings
· Marketing research contributes positively to organizational goals such as sales growth, decision-making, and competitive advantage.
· It significantly improves customer satisfaction and loyalty.
· Tuyil Pharmaceutical faces challenges in marketing research implementation, especially cost, time, and lack of skilled personnel.
· Staff training, financial investment, and modern research tools are necessary for improving the effectiveness of marketing research.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary
This research was conducted to examine the effects of marketing research system in achieving organizational goals using Tuyil Pharmaceutical Industry, Ilorin, as the case study. The study focused on how marketing research contributes to organizational success, customer satisfaction, decision-making, and competitive advantage.
The research objectives were to:
1. Determine whether marketing research contributes to achieving organizational goals.
2. Examine the impact of marketing research on customer satisfaction.
3. Identify the challenges facing marketing research in Tuyil Pharmaceutical.
4. Suggest ways to improve marketing research practices for better organizational outcomes.
Data were collected through the use of a structured questionnaire administered to 100 staff members across various departments. The analysis was carried out using simple percentages, frequencies, and hypothesis testing.
The findings revealed that marketing research is a critical tool in enhancing sales growth, decision-making, and competitiveness in the pharmaceutical industry. It was also found that marketing research improves customer satisfaction by aligning the company’s products and services with consumer needs. However, challenges such as high cost of research, inadequate skilled personnel, and time constraints hinder its full effectiveness.
5.2 Conclusion
Based on the findings, the study concludes that marketing research plays a significant role in achieving organizational goals in Tuyil Pharmaceutical Industry. It enhances decision-making, promotes customer satisfaction, increases sales growth, and sustains competitive advantage.
Despite its relevance, marketing research is often limited by resource constraints such as funding, expertise, and time. Overcoming these challenges will allow Tuyil Pharmaceutical to maximize the benefits of marketing research and strengthen its performance in the competitive pharmaceutical market.
Therefore, the study establishes that marketing research is not just an academic exercise but a practical management tool for organizational growth and long-term survival.
5.3 Recommendations
From the findings and conclusion, the following recommendations are made:
1. Increase Funding for Research:
Management should allocate more financial resources to marketing research to ensure adequate coverage of customer needs, competitors, and market trends.
2. Capacity Building:
Staff should be trained and retrained on modern marketing research methods, data analysis, and market forecasting. This will reduce dependence on external consultants and improve efficiency.
3. Adoption of Modern Technology:
Tuyil should embrace technology-driven research tools such as Customer Relationship Management (CRM) software, data analytics, and online surveys to improve speed and accuracy of data collection.
4. Management Support:
Top management should prioritize marketing research in decision-making processes. Research findings must be implemented rather than shelved.
5. Time Management in Research:
Research activities should be well-planned to ensure timely completion and implementation of findings without disrupting operational efficiency.
6. Collaboration with Experts and Institutions:
The company can partner with universities, research institutes, and consultants to broaden its research capacity and benefit from expert insights.
REFERENCES
Aaker, D. A., Kumar, V., & Day, G. S. (2018). Marketing Research. New York: John Wiley & Sons.
Adetayo, J. O. (2019). The Role of Marketing Research in Organizational Performance in Nigeria. Journal of Business and Management Studies, 7(2), 45–57.
Ajayi, M. A. (2017). Marketing Research Practices and Business Growth: Evidence from Nigerian Manufacturing Firms. Ilorin: University of Ilorin Press.
Akinyele, S. T. (2018). The Impact of Marketing Research on Product Development in Nigerian Pharmaceutical Companies. International Journal of Management and Marketing Studies, 6(1), 21–35.
Armstrong, G., & Kotler, P. (2020). Marketing: An Introduction. Boston: Pearson Education.
Churchill, G. A., & Iacobucci, D. (2019). Marketing Research: Methodological Foundations. New York: Cengage Learning.
Daramola, O. P. (2016). Marketing Research as a Tool for Business Survival in Nigeria. Nigerian Journal of Marketing, 4(3), 63–74.
Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). New Jersey: Pearson Prentice Hall.
Nwokoye, N. G. (2017). Modern Marketing for Nigeria. Enugu: Africana-Fep Publishers.
Ogunbameru, O. (2021). The Relevance of Marketing Research in the Nigerian Pharmaceutical Industry. Journal of Management and Strategy, 12(4), 82–94.
Olaniyi, F. O. (2020). The Role of Marketing Research in Achieving Organizational Goals in Nigeria. Lagos: Concept Publications.
Onah, J. O. (2018). Marketing in Nigeria: Principles and Practice. Enugu: Cassel and Company Ltd.
Orji, U. E. (2022). Marketing Research System and Business Decision-Making in Nigerian Industries. African Journal of Business Research, 8(1), 55–68.
Tuyil Pharmaceutical Industry (2023). Company Annual Report. Ilorin: Tuyil Press.


APPENDIX
Questionnaire
Dear Respondent,
This questionnaire is designed to gather information for academic research on the topic: Effects of Marketing Research System in Achieving Organizational Goals in Management Using Tuyil Pharmaceutical Industry Ilorin as the Case Study. Your responses will be treated with strict confidentiality and used strictly for research purposes. Kindly respond sincerely.
Section A: Demographic Information (Please Tick √ where appropriate)
1. Gender: ☐ Male ☐ Female
2. Age: ☐ 18–25 ☐ 26–35 ☐ 36–45 ☐ 46 and above
3. Marital Status: ☐ Single ☐ Married ☐ Divorced/Widowed
4. Educational Qualification: ☐ SSCE ☐ OND/NCE ☐ HND/B.Sc. ☐ Postgraduate
5. Department: ☐ Marketing ☐ Sales ☐ Production ☐ Finance ☐ Admin/HR ☐ Others
6. Years of Service in the Company: ☐ Less than 1 year ☐ 1–5 years ☐ 6–10 years ☐ Above 10 years
Section B: Marketing Research Practices in Tuyil Pharmaceutical
7. Marketing research is regularly conducted in this organization.
☐ Strongly Agree ☐ Agree ☐ Neutral ☐ Disagree ☐ Strongly Disagree
8. Market surveys help the company understand customer needs.
☐ Strongly Agree ☐ Agree ☐ Neutral ☐ Disagree ☐ Strongly Disagree
9. Competitor analysis is an essential part of the company’s marketing research.
☐ Strongly Agree ☐ Agree ☐ Neutral ☐ Disagree ☐ Strongly Disagree
10. Marketing research is used to introduce new products in Tuyil Pharmaceutical.
☐ Strongly Agree ☐ Agree ☐ Neutral ☐ Disagree ☐ Strongly Disagree
11. Marketing research contributes to increased sales growth.
☐ Strongly Agree ☐ Agree ☐ Neutral ☐ Disagree ☐ Strongly Disagree
12. Marketing research improves customer satisfaction.
☐ Strongly Agree ☐ Agree ☐ Neutral ☐ Disagree ☐ Strongly Disagree
13. Marketing research enhances decision-making in management.
☐ Strongly Agree ☐ Agree ☐ Neutral ☐ Disagree ☐ Strongly Disagree
14. Marketing research enables the company to maintain a competitive advantage.
☐ Strongly Agree ☐ Agree ☐ Neutral ☐ Disagree ☐ Strongly Disagree
15. High cost of conducting marketing research limits its effectiveness.
☐ Strongly Agree ☐ Agree ☐ Neutral ☐ Disagree ☐ Strongly Disagree
16. Lack of skilled personnel affects the quality of marketing research.
☐ Strongly Agree ☐ Agree ☐ Neutral ☐ Disagree ☐ Strongly Disagree
17. Time constraints hinder effective implementation of marketing research.
☐ Strongly Agree ☐ Agree ☐ Neutral ☐ Disagree ☐ Strongly Disagree
18. What measures should be taken to improve marketing research in Tuyil Pharmaceutical?

19. In your opinion, how can marketing research be better utilized to achieve organizational goals?

20. Other Comments:
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