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					ABSTRACT 
This research work is vividly examines the impact of strategic marketing on business performance on organization using 7up Bottling Company plc, Ilorin as a case study. The performance of business organization is a depending factor of strategic marketing. The strategic marketing is usually influence by various factor like marketing resources and marketing organization, management structure, communication styles, tasks allocation, to environment and objective of the study was a illuminated the relationship that exist between business performance of a company and its strategic marketing. It will also show the value by which strategic marketing would be impacted 7up Bottling Company. If it is adopted by the organization the study focused on the use of primary sources of data by using administrating of questionnaire to staff of the company. The research finding revealed that strategic marketing does have a significant impact on business performance and it influence by variable factors of marketing organizations, management structure and marketing activities. Some recommendations were made by the study to enhance business performance of an organization. In conclusion we deduced that a dependent relationship exist between strategic marketing and performance of a business organization which is generally influenced by variable factor of marketing organization, management structure and marketing activities.
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CHAPTER ONE
1.1	BACKGROUND OF THE STUDY 
	Marketing is a concept that means providing what a firm can provide to a target group called consumer so as to satisfy them and the firm or individual will make profit by satisfaction given to the consumers.
	The American Association (AMA 1978) asset that marketing is the process of planning and executing the conceptual, pricing promotion and distribution of ideas, product and service to create exchange that satisfy individual and organization goal.
	Marketing as define by Kother P. (1988) is the human activity consciously directed to satisfying needs and want through exchange, process. Peter Drucker (1973) in his own opinion viewed the aim of marketing as a way of understanding the customer so well that the product or service fat him and as sell itself as in the case of the case study. Marketing makes customer to understand why they need the company product.
	Marketing concept is a philosophy of business which states that the consumer want satisfaction in the economic and social justification for a firm’s existence.  (Stanton 1978). Consequently, all company activities must be devoted to finding out what the customer (consumers) want and then satisfying them while still in business of making profit in the long run.
	Strategy according to Kother and Dongali (1984) is another concept or word derive from the ancient Greek work “strategic” meaning “the out of the general” and can be defined as the set of determination that guides or direct the manager of an enterprises to reach desire long term position. It involves the objection that are sought and strategies ideas that has to be achieve.
	Marketing strategic has defined by Chandle Alfred D. (1982) is the determine of basic long range goal and objective the commitment to course their action and the allocation of resources necessary to achieved the goal mostly company or firms use promotion strategies to rate the existing customers and the need potential customers variously using all the available promo-tools. The promo tools are; advertising personal selling sells promotion, publicity and some public relation.
	Marketing strategies consists of selecting a segment of the market as the market company target are designing the proper marketing mix of product prices, (distribution) system to meet and satisfied the what and  need for consumer to within the tagged market. Therefore marketing strategy involves two major or key areas of identifying and selecting target market and developing suitable marketing mix that will satisfy the target market for a profit to the market. 
	Marketing effort and know-how are instrumental in commercializing ideas and invention successfully. Therefore it could be fatal for companies to ignore the important of market Ketler (1999) emphasizes the position of marketing to ever argue that in the future, marketing has the main responsibility for achieving profitable revenue growth for the company. Today cost efficiency does not provide long term competitive advantage for company ilereces marketing when well conducted, does especially in the field of strategic market benefit are still largely wealthy for realization.
	Marketing has traditionally been view and treated wore as an operational rather than strategic function in the company. It has focused on decision related to analyzing and selecting target market product and brand development promotion and canned of distribution Hust and Morgan (2001). This perhaps at somewhat biased stand point present marketing as a trust of creating, promotion and delivering goods and services to consumers and business Kotler (2003). It is generally accepted that acquiring new customer may turn out to be considerable more expensive that building customer loyalty among firms current customers e.g Kotler (2003). This strongly speaks for the needs for high or level of customer organization among companies similarly to rewards system that base on short term performance, short term marketing, focus may start working against long term market organization, business performance and strategic intention of a company. It is nevertheless crucial to acknowledge the factor mainly affecting on goodness or badness of performance. If the company is doing poorly it has to craves the reason for the current situation so that it can form a plan for a brighter future. On the other hand, a firm doing well must know what the most influential factor behind its success are pbecause on accordingly it can sustain it competitive position also in the future.
	Even though Bonoma and Clark (1998) argue that marketing output are subject to so many internal and external influence that establishing causes and effect linkage is very bad if not possible. It is somewhat alarming in the light of previous discussion how the connection between marketing impact and business performance is still relatively vague for both academic and  decision maker in business context, increase in order to survive and exceed in today’s heavily competitive environment, companies need to be able define their real competitive advantages.
	Despite general acceptance of value creation of marketing activities, marketing practical  have found it difficult to measure and communicate to other functional executives and top management the value created by investment in marketing. The survival of any organization depends largely on the easiest way of making sale without aggressiveness is to appeal to customers/consumers conscience. It seen that studies to link strategies marking the impact of firm performance have not been conducted much and the need for further research arises. This study takes research gaps into consideration and attempts to fulfill them by analyzing the impact strategic marketing creates on the performance of an organization taking a cost study of (7up Bottling Company, Ilorin).


1.2 	STATEMENT OF THE PROBLEM 
	The Research problem for this study is derived from the challenges being faced by strategic marketing in an organization which includes the adoption of head generation. This means that ability to attract future prospect. This problem could be cause by ineffective measures is one of the challenges because people are not engaging with the market content finally inability to understand. The demographics of a targeted audience is one of the challenges that lead to this research work.
1.3 	RESEARCH QUESTIONS
	In order to attain the objective of this research study. This research will attempt to provide answers to the following question;
· How does strategic marketing have significant impact on the performance of a business organization
· What are the hindrance in the relationship between marketing resources and business organization.
· What is the value of financial performance of a firm and the marketing effectiveness.
1.4	OBJECTIVES OF THE STUDY 
	The objectives of this study are itemized below;
· To determine the impact of strategic marketing on the performance of the business in the organization.
· To investigate the hindrance of the relationship between marketing resources and business organization.
· To know the financial performance of a firm and the marketing effectiveness assessed today and potentially in the future.
1.5 	RESEARCH HYPOTHESIS
	In the previous problem stated, the following hypothesis will be tested;
Ho: Null Hypothesis
H1: Alternative Hypothesis
		Hypothesis One
Ho: strategic marketing has no significant impact on business performance
H1: Strategic marketing has significant impact on business performance 
		Hypothesis Two
Ho2: There is no hindrance in the relationship between marketing resources and business Organization 
H12:  There is hindrance in the relationship between marketing resources and business organization.
		Hypothesis Three
H03: Financial performance has no value on a firm and marketing effectiveness
H13: Financial performance has value on a firm and marketing effectiveness
1.6	SIGNIFICANT OF THE STUDY
	The significant of the study is to access the impact of strategic marketing on the performance of an organization. The study will help to define various strategic marketing activities used by an organization which in its implementation yield certain results. These results are then assessed to find out its impact on the performance of the business. The study will help to define the position of the organization in its environment on basis of its performance which is influenced by its strategic marketing activities. The study illuminate the basic relationship between strategic marketing activities, marketing resources and performance of the business. It will also help to find problem or glitches in the various problem associated with the strategic marketing model implementation and help proffer solution which have influence on the business performance.
1.7	SCOPE OF THE STUDY
CONTENT SCOPE: The content centered strategic marketing as the independent variable and business performance as the dependent variable.
GEOGRAPHICAL SCOPE: The study will catered for the 7up Bottling Company, because it is one of the industries where marketing plan is carried out and it has large sale volume.  
1.8	DEFINITION OF TERMS
MARKETING: It is a social and managerial process by which individual and group obtain what they need and want through creating, offering and exchanging product of value with others (Kotler 1997)
MARKETING MIX: It is the set of marketing tools that the firm uses to pursue its making objective in the target market. It is made up of the product, price, promotion and place. In case of service the market mix element will include process people and physical evidence with the four listed above (Kotler 1997).
MARKETING STRATEGY: It is the market logic by which business unit hopes to achieve it marking objective. It consist of specific strategies for target market, positioning the market mix and market expenditure level. It can also be referred to as the “GAME PLAN” (Kotler 1997)
PRODUCT: It is something viewed as capable of satisfying a need or want. A product can be an object, service activities person product organization or ideas (Kotler 1997)
STRATEGY: It is a concept of the firms’ business which provides a unifying theme for all its activities (Kotler and Armstrony 1996)
SERVICE: Those market transaction where the objective of the exchange is something other than the transfer tangible commodity (Judd 1964). 



CHAPTER TWO
2.0	INTRODUCTION
	The concept of strategic marketing is used in various ways and many establishment definition is not yet available. This study aim to further develop the definition in relation with other, more established concept such as strategic and marketing. To start with the Starmark project (2005) has defined strategy marketing as deeply customer-oriented concept focusing on the top management’s long term vision for competitive advantage through product innovation, other function being full subservient to this process. While customers are of the core of all thinking innovation organization must stem from the company vision (2006) from starmark (2005) perspective therefore, both inside out and outside in organization are of great importance in strategic marketing, strategic marketing can be defined as the fundamental logic by which an organization tend to achieve its marketing objectives. The word “strategy” itself can be defined as the basic characteristics of the match an organization achieves with its environment. Strategic marketing is thus an organization logical effort to best match what end used (and purchaser) desire and what program and services it offer to those end users. The term “strategic management suggests that the it has nothing to do with both strategy marketing. Beyond that it clearly requires further elaborate and development since the concept is still relatively young and yet establish. The concept of marketing has been diligently given definition and practically ever author has its own interpretation of the concept. However the definition most commonly used as a reference is that of the American Marketing Association (AMA). The current definition of marketing by AMA is “marketing is an organizational function and a set of process for creating communicating and delivering value to customer and to managing customer relationship in ways that benefit the organization and its stakeholder. Hooley et al (2001), in turn provided a definition of marketing as “marketing is the process of profitability matching the organization capabilities to the requirement of choose customers, “both of the definition are rather strategic and customer organization not focusing on operation issues such as 4Ps of market (or marketing mix: Product, Price, Promotion and Place) or marketing channel.
2.1	CONCEPTUAL FRAMEWORK
	The marketing concept clearly argue that (1) all areas of the firm should be customer oriented. (2) All marketing activities should be integrated and (3) profit not just sales should be the objective Hunt and Morgan (2001). The first argument of these closely relatives with the concept of market organization.
	It is commonly argue that the first strategist of all time was Sun Tzu Chinese general who lived in the fourth century B.C. he emphasized the need for the sightedness and good planning. Sun Tzu also put importance on knowing both your enemy and yourself and sensitively reading to changing condition. Chen (1994) since the day of Sun Tzu, many business related phenomenon have gone through significant changes but the concept of strategy remain essentially the same put simply strategy is a long term plan for achieving a company goal. To highlight the different between strategic and operational management Drucker (1996) well claimed good strategies performance (Effectiveness) as “doing the right thing” and good operational performance (Efficiency) as “doing things right”. As for concept of marketing there are numerous definition available for strategy in different publication one can therefore choose what of the several strategic point of view best state the at hand. Poster (1980) defines completive strategy as a combination of the end (goal) for which the firm is striving and the means by what its seeking together he introduce three generic competitive strategy of overall cost of leadership differentiation and focus.
	In the definition and introduction of the concept “strategic marketing” various well known Sholars has definition regarding to the term such definitions are discussed as follows:
	According to Drucker (1973), “strategy marketing as seen as a process consisting of analyzing environmental market competitive and business factors affecting the corporation and its business units, identifying market opportunities and threats and forecasting future trends in business areas of interest for the enterprise and participating in setting objectives and formulating corporate and business unit strategies. Selecting market target strategies for the product market in each business unit, establishing market objectives as well as developing implementing and managing the marketing objective program positioning strategies in order to meet market target need”.
	Munuera and Rodriquez (1998) “a methodology of analysis which pretends the knowledge of customers needs and the forecast of potential option (ours and competitions) in order to gain competitive advantage in a long terms (sustainable) and defendable”. Mcdonald (1999) “the term “marketing strategy” reflects the company’s best option as to how it can must profitably apply its skill and resources to the marketplace. It is inevitable broad in scope. Marketing strategies are the means by a company achieves its marketing objectives and are usually concerned with 4Ps.
	Bradley (2003), A marketing strategy consist of an internationally integrated but externally focused set of choices about the organization address its customers in the context of a competitive environment. After analyzing the definition of the most well known authors, it is necessary to say that they could be grouped in two generic groups since all do not agree in the terms of the definitions or approaches.
	This classification includes a first  group denominated “classic” approach, formed by those theoretician who maintain  a clear homogenization on the term, its definition and its characteristics Druker (1973), Bradley (1991), Bennet (1995), Camera (1995), Baker (1984), Walker, Boyd and Larreche (1992), Harper and Baugh (1990), Lambin (1991), Jain (2000), Kotler (1997), Aramario and lambin (1991), Bradley (1991), it seems to be that this group agrees in its definition existing only some simple adaptations over the time.
One the other hand, the rest of author diverge in their definition although they differ not clearly with the previous ones we could say that they are a little daring at the time of rousing definition relative to strategic marketing. This classification can be called as “alternative” since it is not in the same line like the previous one.
INITIAL ASPECT OF STRATEGIC MARKETING
	This section covers the aspect to take into account when analyzing strategic marketing. Its’ really important to follow some key aspect or element expressed like having a deep understanding of the market and its’ environment. Drummond, hraeme, Ensor, John and marketing (2001) in this case the marketing manager will have to determine the relevant market to develop market segmentation; size, growth of demand and to develop a completion analyze based on the competitive positioning.
	Also, it’s important In strategic marketing to follow a deep internal analysis in order to see tangible and intangible factor and resources. Accountant Mcslane, P. and Accountant (1998) both resources are really important to take into account in markets strategy. Some aspect are related to evaluating the important of the intellectual capital, for example the distinction capacities and skills and organization routines. Prahalad et al (2004) are also crucial in order to determine future strength (key term in marketing strategy) or weakness (very widely used form too) and their impact on future business success Kotler (2000) the formulation of objective and strategies oriented to market (thinking to customer and competition instead in manufacturing capacities or in what the company can do) are also important and are of help to define competitive advantage strategic marketing holds different perspective from those of marketing management Jean (1993)its’ cadent feature are describe in the paragraph that follows 
	Emphasis on long term implication: strategic marketing decision usually have for reaching implication in the words of one marketing strategist, strategic market is a commitment not an act. Theses long term implication affect to the balance and the account of operation of the company of important way since they are connected to decision key for example a company must decide where it will be in term or 3 or 5 year lambin of et al (1993).
	Corporate inputs: strategic marketing decision requires inputs from corporate aspect: corporate culture, corporate publics and corporate resources. Corporate culture refer to as the style adding fancies traits taboo custom and ritual of top management that over the time have come to be accepted as intrusive to the corporation (strategic and marketing action are affected directly by this factor) corporate public are the various stakeholders with an interest in the organization for example stakeholder, shareholder and employees e.t.c (they impact directly or indirectly in the marketing strategy) and corporate resource which include the human, financial, physical and technological asset/experience of the company also key in  the process of analyzing possible weakness and strength corporate input set the degree of freedom a marketing strategists has in deciding which market to enter which business to invest, which business to invests in etc. “the use of corporate wide input in formulating marketing strategy also help to maximize overall benefit for the organization. 
	Varying refers for different product/markets: strategic marketing starts from the premise that different product have varying role in the company for example product life cycle each position in the life require a different strategy and afford different expectation. The lead in this regard was provided by the Boston consulting Group which developed  a portfolio matrix in which product are position on a two dimensional matrix of market share and growth share both measure on a continuous scale from high to low.
	The portfolio matrix essentially has 2 properties (a) it ranks diverse business according to uniform criteria. (b) it provide a tool balance company resource by showing which business are likely be resources provider and which are resources users.
	Organizational level: strategic marketing is conducted primarily at the business unit level in the organization. Lambin et al (1993), Larrachae Jean Elavade, 1998.
	Relationship to finance strategic marketing decision is closely related to the finance function. The important of maintain a close.
2.2	THEORETICAL FRAMEWORK 
	These are as many marketing theories as there are product and service. In fact to paraphrase marketing pioneer John Wana maker half of every marketing dealer is wasted. The problem is we don’t know which half still several marketing theories have stood the test of time and form a solid foundation on which to build a marketing strategy.
SEGMENTATION 
Product and service are design to solve customer problem or meet their need. And because not all customers share the same needs that all will purchase the same product. Market segmentation is the craft of presenting a company product to segment that want it, can afford it and know how to access it. Organization identity these segment based on demographic behavior and desires can concentrate their marketing effort on the customer who are mostly likely to buy. They then can design their marketing mix strategy to attract these customers appeal to their need and extend the product profitability.
MARKETING MIX
The idea of a marketing mix is to organize all aspect of the marketing plan around the habits desires and psychology of the target market. This organization considers marketing as it applies to the theory of the 4Ps, the first P is Product and take into account design feature and competitors. The second P is Price, is a factor that can be adjusted to managed demand, to determine Profit margin and to drive market share promotion is the third P. it seeks to find which media to engage in order to make the right people aware of the product benefit and which slogans tag lines and logos will resonate with the target market. Placement the P determines where and how potential customers can access the product. Young people may want to browse buy and pay online, other may prefer the personal service of a trained salesperson.
LIFE CYCLE
The product life cycle theory asserts that marketing strategies must evolve along with a product from inception through obsolescence. Early in a product life, organization should tailor marketing mix to spare interest and educate potential customer. During the growth phase the effort shifts to secure wider evidence by building brand loyalty. A stable supply claim and additional distribution channel as defenses against competitor enter the market. It’s the market for the product, matures, weaker player are driven out and there is little differentiation among competitor. Marketing should again shift to attempt to steal market share from other producer through incentives to distribution channel such as co-operative advertising in store promotion and volume discount.
ALIGNMENT
To be effective marketing strategy must efficiently communicate all the features, benefits or psychological provision the product purchaser demand. This require the marketing team to align it strategy with the organization “generic strategy” the way it will compete. For example, if a product intends to compete by offering a low cost alternative to similar products, its marketing strategy probably won’t include an unveiling party at the top of the Eiffet Towet. On the other hand, marketing for a sport car will focus on speed and style downplaying its fundamental use even though the car’s primary benefit is getting its’ owner from point A to point B. Transportation is not motivation purchasing factor. Therefore it should not be the primary selling factor.
THE MARKETING MIX AS A STRATEGY
	The complex condition of modern business and the increase in almost all aspects of service operation has compelled the marketed service to place emphasis on the effective and efficient method of presenting their service to their numerous customers Oligide and Aremu (2004), Morde (1993) defined marketing mix as the contribution of detailed strategies tactics, operational policies programme, techniques and activities to which resources may be allocated such that the company’s marketing objectives are achieved. Marketing practice is also a process of developing and maintaining a strategic marketing plan between the organizational goal and capabilities and changing marketing opportunities. It relies on developing clear entrepreneur business enterprises objective in order to increase the level of productivity. Aremu (2006), Aremu and Bamiduro (2012).
	The marketing mix is concerned with the realities and practicalities of how marketing strategies may be turn into specific marketing mix are to move objective and plan into reality of implementation and achievement.
	Hence, marketing mix must have;
· A Strategy Element: This refers to the product to offer and the target marketing to be served.
· Planning Element: This refers to the time scale to be applies to new product development activities.
· Tactical Element: This refers to the extent to which discount is to be granted, level of purchasing pricing policy with the trade.
· Operational and Implementation Element: This refers to the activities that will be taken.
· Resource Commitment:  This refers to the basic at which advertisement and sale promotion budget should be constructed.
· The Marketing Mix may initially be describe and analyze on the basis of the 4Ps of marketing i.e Product, Price, Place and Promotion.
A. PRODUCT
	Modern (1993) define product as “something that is capable of satisfying a customer need or want”. That need or want may already exist or it may be latent that is awaiting the development of the right product to meet those needs. The product element comprises of; 
i. PRODUCT MIX: This is the complete range of company product service and brand aimed at the entire relevant target market segment. The product mix of Cadbury plc limited are decoders, satellite dish entertaining gadgets etc.
ii.  PRODUCT LINE: This is a group of product that are closely related either because they satisfy a class of needs or are used together are sold to the same customer group are marketed through the same type of outlets or fall within a given price range that is product aimed at any target market.
iii. PRODUCT ITEM: This is a distinct unit within a product line that is distinguishing in size, price package and some other attributes. The item is some time called a store keeping unit a product vibrant or sabuibrant.  
B. PRICE
	Price is the value or sum of money at which a supplier of a product or service and buyer agree to carry out an exchange transaction Modern (1993). Price represent a controllable variable which earns revenue for all other variable and this distinguish price from all other variable.
	A negative high price can be regarded as an indication of quality product which attract some buyer particularly when it is carried to effective and efficient presentation and promotion. Price is one of the most flexibility elements: it can be determined quickly unlike product features and channel commitment. Company handle pricing in a variety of ways: in large companies pricing is handle by division and product line manger but the top management set general pricing objectives and policies other to approve its’ price  by the lower level of management. The determinants of price include the market demand level, nature of competition, customer types and market segmentation, consumer behavior toward the product, impact of channel of distributor, research and development cost and micro-economic trend among others.
C. PLACE (DISTRIBUTION)
	According to Kelter (2001) marketing channel are set of interdependent organization  involved in the process of making a product or service available for use or consumption. Channel of distribution provide the link between production or supply and consumption. They are used to make product or services assessable and available to customer or buyer. As product passes through it channel of distribution it gain added value because its becomes available to the consumers when and where its’ wanted. Marketing channel decision is among the most critical and ultimate affects all other marketing decision. The company product prices often depends on whether its’ uses mass channel (association with lower cost) or high quality exclusive channel. As a strategy company may adopt intensive distribution selective distribution or exclusive distribution of its’ product. A company like star times uses intensive distribution strategy to make it product available at the door steps of the consumers. Some factor to be considered in choosing a distribution include market coverage, channel control, cost, nature of goods, company’s objective and firm distribution policy.

D. PROMOTION
	Kolter (2001) views promotion as influencing all the activities the company undertakes to communicate and provide its product to the target market. This is a company has to set up communicated and promotion program consisting of advertising sales promotion, public relation. They emphasized that each promotion for a programme has its own unique characteristics and cost. In the Ophon of Marden (1993) promotion mix is the contribution of marketing and promotional communication methods used to achieved the promotional objectives of the marketing mix. It includes advertisement, sales, promotion, public relation and publicity.
i. Advertising: - Advertising has many characteristics which include public presentation, pervasiveness, amplified expressiveness and impersonality. Advertising media include radio, television, magazines and newspaper among other. Company’s spends huge amount of money annually to advertise for long term image building of its brand and product.
ii. Sales Promotion: - This is the general category of promotional activities which do not fit other grouping in the promotional mix. The objectives of sales promotion maybe to enhance promotion and sale of trade and to assist the trade (distribution channel member) in promoting and selling product to the final consumer. Morden (1993).
		According to Kotler (2001) sale promotion consist of a diverse collection of incentives tools. Mostly short term design to stimulate quicker trade sale production includes coupon, premium, consumer price off e.t.c and they distinctive benefit of gaining attention and usually provide imagination that may lead the consumer to the product. They incorporate some concession, inducement or contribution that gives value to the consumer, they also include a distinctive invitation to engage in the transaction on the spot.  
iii. Publicity and Public Relation: - Cole (1996) view publicity as news about the organization or its product reported in the press and other media without charge to the organization. He argued that publicity usually comes after the heading of public relation which is concern with the mutual understanding between an organization and its public. An important aspect of public relation is to inform target customer group about the company and help to persuade them try its product through mean other than paid advertising, direct or indirect selling Belch and Belch (1997). According to Kotler (2001) the appeal of public relation and publicity is based on three distinctive qualities-high credibility, ability to catch buyer off guard and dramatization. However, publicity and public relation is a wider responsibility for safeguarding and improving the relationship between the organization and relevant environment factor such as government and the society at large. Hence, the job at public relation affairs personnel is to give the information that will promote the good image right from within the organization to the excised world personal selling is of crucial important to the marketing mix. The objective of personal selling is of crucial important to the marketing mix. The objective of personal selling is “to make the sale” Morden (1991). Kotler (2002) posited that personal selling is the most effective and efficient tool at later stage of the buy process particular in building up buyer preference conviction and action. He emphasizes that personal selling has three diminutive qualities which include;       
IMPORTANT THEORIES IN STRATEGIC MARKETING
	The following are important theories in marketing strategy;
1. MARKETING: - Marketing has been diligently give definition and practically every author has its own interpretation of the concept. However, the definition most commonly used as a reference is that The American Marketing Associate (A.M.A) marketing is an organizational function and a set of process for managing customer relationships in ways that benefit the organization and its stakeholders. Hooley et al (2001) in turn provide a following definition “Marketing is the process of profitably matching organizational capabilities to the requirement of chosen customers.
		Both of the definition are rather strategic and customer oriented not focusing on operation issues such as 4Ps of marketing (or marketing mix product, price, place and promotion) or marketing channel. The market concept clearly argues that (1) all area of the firm should be customer oriented, (2) all marketing activities should be integrated and (3) profit, not just sale should be the objectives Hunt and Morgan (2001). The first argument of these closely relates with the concept of market organization.
2. STRATEGY: - It is commonly argued  that first strategist at all time was Sun Tzu, Chinese general who lived in the fourth century B.C, he also emphased the need for a sightedness and good planning. Sun Tzu also put important of knowing both your enemy and yourself and sensitively reciting to changing but the concept of strategy has remain essentially the same put simply, strategic is a long term plan for achieving a company goal. To highlight the difference between strategic performance (effectiveness) as doing the right things and good operational performance (efficiency) as doing things right. As for concept of marketing these are numerous definition available for strategy in different publication. One can therefore choose which several strategic point of view best the situation at hand or next shortly considering two of them.
3. STRATEGIC MARKETING: - The concept of strategic marketing is used in various ways and any established definition is not yet available. This study aims to further develop the definition in relation with other more established concept, such as strategy and any established such as strategy any marketing. To start with, the Strandmark project (2005) has defined strategic marketing as deeply customer oriented concept focusing on the top management’s long term vision for competitive advantage through product innovation, other function being fully subsequent to this process. While customer are at the core at all thinking, innovation organization must stem from the company Vassinen, (2006) from Stratmark perspective, therefore both inside and outside in organization are of great important in strategic marketing.
4. PERFORMANCE: - Performance outcomes result from success a market position achieved Hooley et al (2001) performance can be determined in various ways. It might stand for financial performance, market performance, customer performance or overall performance at least. In the project term organization performance is mainly used as a general performance measure. Financial performance literally refers to financial measures such as profit margin and Return on Investment (ROI). Market performance include measures of market share and sale volume. Additionally, superior performance in this study refer to performance that exceed that of its closest competitors. Hunt and Morgan (2001).
		Specifically, superior marketing performance probably but not necessary results in superior financial performance Hooley et al (2001)
5. BENCHMARKING: - The concept of benchmarking is somewhat illegal and need further clarification in term of this study. Benchmarking is in the case used in the spirit of Mayle et al (2002) who defines benchmarking as a process whereby organization pursue enhance performance by learning from the successful practices of other either from part of the same organization competitor or organization operating in different organization environment but whose organization processes are nevertheless in some way relevant.
6. MARKETING RESOURCES: - Marketing resource consists of marketing asset and marketing capabilities. Asset can be defined as the resources endowment that the organization has accumulated (e.g investment scale, scope of efficiency facilities and systems, location and brand equity). Capabilities in turn are “the glue that bring these asset together and enable them to be deployed advantage Day, (1994) or complex bundle skills and collective learning exercised through organization processes that ensure superior co-ordination of functioned activities. Hooley and Greely, (2005) Marketing capabilities play a central role in this study. In his seminar article Day (1994) suggest that there are three kind of capabilities in every form; Outside in (customer linking) capabilities inside out (marketing support) and spanning capabilities have been substituted by relatively close concept of innovation organization.
7. INNOVATION: - Innovation and research and development for the long term profitability of the firm is viewed as a process of creative destruction (through innovation that change that very nature of competitive advantage in the market) rather than  a conclusion leading to equilibrium. This argument is supported that the “Austrian” school of strategy Jacobson (1992), which suggested that organization environment is inherent dynamic and therefore characterized by uncertain and disequilibrium. The Austrian school view profit in such an environment as a consequences of discovery and innovation. Such innovation and discovery do not necessarily mean elastic changes of a discontinuous (schcemepeterian) nature alone. Rather they span a continuous encompassing innovation with the potential to provide the firm with a different advantage over its competitors Jacobsom (1992) such as reformation of a product development of new channel of distribution.
8. MARKET SHARE: - The structure conduct performance model posit a positive relationship between industry concentration and profitability evidence also suggest that the relationship between market and profitability is robust across different definition of market share different sampling from and control for accounting method variation.
		The quality explanation in market based by uncertainty and imperfect information about product performance the high market share of a brand acts as a signal of superior quality to consumer in such market share band. This enable high market share bond to common a price premium over lower market share brand and there by evidence their profit ability.
	The market power explanation business with a high market share by exercising their market power. The ability to command a price premium lower cost by negotiating for more favourable term (that there competitor are able to) with vendors and marketing intermediaries and obtaining favourable shelf placement from retailers enhance their profitability.
	The efficiency explanation: The scale and experience effects associated with market share lead to lower cost and thereby enable an organization with a high market share to earn highest profit than it competitor with a law market share.
	The third factor explanation: A set of third set of factor (unobservable such as luck uncertainty or managerial insight) maybe crucial role in helping an organization to achieve a high market share as well as superior performance.
2.3	EMPIRICAL REVIEW
Research literature on development of a marketing strategy can be grouped under three stages namely, formulation of strategy, implementation of the strategy and evaluation of the strategy based on both from strategic management perspective as well as marketing management perspective. However according to Varadarajan research on marketing strategy essentially focuses on content issues of marketing strategy. The marketing strategy formulation procedure which requires a greater amount of intellectual process is mainly carried out at a higher hierarchical level considering the internal and external environment. The strategy thus formulated is translated into action plans that can be implemented, often referred to marketing tactics, using marketing mix as the tool. The above normative and prescriptive models are more theoretical, the practical application of these in real market situation is arduous .
Ramaseshan & Ishak studied the interactive effects of marketing strategy formulation and implementation upon firm performance in manufacturing service sector of Indonesia. The factors, changes in technology and market organization were found to have negative influence on performance whereas credibility of the strategies and market attractiveness were found to make a positive influence. The behavioral aspects like involvement of marketing managers and presence of an innovative culture within organization influences the organizational commitment to strategy which positively influences strategy viability.
Poister, Edwards investigated the relationship between marketing strategy formulation and performance by conducting a study among small and medium  sized firms in US and concluded that the  firms that concentrated on marketing strategy formulation performed better in the market.
Reitzig & Sorenson in their study on influence of employees on strategy formulation asserts the need for innovation in marketing strategy.
Marketing strategy can be viewed from a variety of viewpoints. Broadly a marketing strategy is a set of decisions on the activities involved in marketing of the product. It can also be defined as how well a firm uses its resources and competencies, to effectively market their product. Studies on marketing strategy emphasizes on need to preserve a strategic fit between the internal strength and weakness and external threats and opportunities.
Strategic management of marketing activities, even in the most established consumer goods companies can be formulated within the traditional marketing mix (4Ps) framework. The mix traditionally consists of the four hard Ps namely product, price, promotion and place. In addition three more soft Ps namely people, physical evidence and process arrangement are considered for providing a better framework Based on the marketing mix, market segmentation, targeting and positioning strategies are fashioned which is contingent on the level of strategic organization of the firm.
A successful marketing strategy depends upon addressing a number of questions; what the company is going to produce, how much is the price to be charged, how the product is delivered and how the company is going to promote their product. These four functions in combination are known as marketing mix and it has to be executed in a coordinated manner with environmental, societal and consumer analysis. A conceptual review of literature on marketing done by Goi concludes that despite the limitations, the marketing mix strategies commonly remains based on the 4Ps and the number of possible strategies of marketing mix is  infinite.  Extant  literature  on marketing focuses on advertising and promotions but not on product  or distribution. Ataman studied the short term and long term influences of marketing strategy on the performance of the brand based on base sales and price  elasticity.  All the elements of marketing mix showed  a short term direct effect on sales and distribution. Marketing mix decisions varies according to the resources of the firm, changing needs of the  firm’s  environment and the adaptability  of  the  firm  to  changes in market.
A firm can adopt four marketing strategies namely market leader strategy, follower and niche strategy. The effective design of marketing mix elements is a source of competitive advantage for the business.
2.4	GAP IN LITERATURE
The present section is devoted to highlight salient contributions in  the  area  of marketing strategies in an attempt to elicit directions for future research.  Table 2 presents a compilation of factors influencing marketing strategy content and formulation process identified from studies across businesses.
· Research on marketing strategy has been carried out with perspectives both of marketing management and strategic management.   Initial   research   in marketing strategy was  devoted  to development of models for strategy development which  were  essentially generic in nature and can be  applied  to large as well as small firms.
· Few researchers had developed marketing models specific to  small  business. However, model for marketing strategy particularly for small business in Indian scenario has only been  attempted  in limited number of studies.
· It can be observed that the initial literature on models for marketing strategy or strategy formulation considers only a few parameters or few stages and lacks a holistic approach.
· Majority of the scales for measuring marketing strategy possessing high degree of validity and reliability have been developed for large and multi-national companies. However, scales developed for capturing the marketing strategies in Indian context are scarce.
· Few studies have been  devoted  to validation of the scales  developed indifferent  sectors  using  techniques  such as confirmatory factor analysis. The applicability of these scales in  Indian context can be studied.
· While large number of studies on marketing strategy carried out internationally focused on relationship between marketing strategy and performance, only a few studies in Indian context have been reported particularly in small and micro business sector.

















CHAPTER THREE
3.1	INTRODUCTION
	This is the systematic approach employed by the researcher in the process of collecting, analyzing, presenting and interpreting data. The chapter will give an emphasis on the research method used, sources of data, data collection tools, research population and sample size, sampling procedure employed and statistical techniques used in data analysis.
 3.2	RESEARCH DESIGN 
	This research was principally design to identify and examine the consumer satisfaction as a key to organizational growth which requires an approach that will ensure consistency and accuracy of the problem. In other to achieve this purpose researcher has chosen exploratory research method with this method the research would be able to analyze various data gathered in other to obtain a logical conclusion and recommendation, personal interview and questionnaire were extensively used.
3.3	POPULATION OF THE STUDY
	It will be cumbersome to consider every individual within the distributive population Cadbury in this research. As a result the need for selective sample of the population becomes ideal.
	However, to satisfy sample the respondents were taken from the senior staff of the company 30 and 20 respondents were clustery and randomly drown to represent the dealer’s customers

3.4	SAMPLING TECHNIQUES AND SAMPLE SIZE
	In the course of this research work sample was selected from the staff of Cadbury plc. Using random sampling techniques.
	The staffs of the company were selected/sampled and information needed was collected from the staff of Cadbury plc.  
3.5	METHOD OF DATA COLLECTION 
	The source of data is usually primary and secondary. The primary source are the organization and people from who in the fresh data are collected. Secondary source include textbooks, journal, periodical and company record (i.e Memorandum of Association, Articles of Association, Statement of Account) and so on.
	The method and techniques of data collection used to gather information were; Personal Interview and Questionnaire Administration.
PERSONAL INTERVIEW METHOD are types of techniques whereby the interviewer and respondent come into physical contact and answer obtained from question asked. The interview technique of data collection is directed to a state progress outside the satisfaction deliver in the conversation itself. It deals with a purposeful exchange of meaning and it is this interaction between the interviewer and the respondent that contributed to the success of this study.
QUESTIONNAIRES ADMINISTRATION is seen as a check list contain question and perceive proposed or choice from which a respondent is expected to pick. The questionnaire can be open door or close ended questionnaire. But in this study a close ended questionnaire will be used because it enables us to make a cross comparison or analysis of variable.
3.6	INSTRUMENT OF DATA COLLECTION 
	The instrument used for the purpose of the study is oral interview and questionnaire. Oral interview has to do with asking question so as to gather many information through the opinion that was related to the interview by the interviewee. The questionnaire contain certain question which are in accordance with the research work and research hypothesis and are frame in a way that would not be misunderstood by the respondent.
3.7 	METHOD OF DATA ANALYSIS
	The new data collection through personal interview and questionnaire administration will be analysis with the use of table and simple percentage to make comparison of data.
	The chi-square test is also used to show whether there is any significant difference between the observed and expected frequencies obtain from the distribution. The chi-square statistics given by this formula;
			X2 = n∑(O-E)2
				 E
	X2 = Chi Square
	∑ = Summation (sigma)
	O = Observed Frequency
	E = Expected Frequency 
	This decision rule for this research work is that if computed value of chi-square (x2) tab.
3.8	HISTORICAL BACKGROUND OF 7UP BOTTLING COMPANY, ILORIN 
A Lebanese Mohammed El-Khalil who came to Nigeria for the very first time in 1926 founded the company. Mohammed is the father of the current company’s chairman Faysal El-Khalil. The company metamorphosed from a very successful transport business (El-khalil transport) ni a bit of diversity the then largest transport company in the entire west of Africa. On October 1st 1960, the exact day our great country Nigeria won her independence, Nigeria also experience the birth of a soft drink giant as the first bottle of 7up rolled out from the factory located in Ijora. Since then, the company began to grow in the leap and the bound. In the late 80s, they established 2 more plants in Ibadan and Ikeja, in the early 1990s when pepsi international took over 7up international, it began to be great opportunity to introduce the pepsi brand to the Nigeria people. As at today, the company has it headquarter n Barut and operational base in three African Countries, Nigeria, Tanzania, Ghana. The seven up bottling company plc is one of the largest independent manufacturer and distributor of the well – known and widely consumed brand of soft drinks in Nigeria their bran are 7up, Mirinda, Teem, Moutain dew and Aquaria water, which is produced and market in a manufacturing plants. They also market their product through their 200 distributive centres that is also called depotspread over the nooks and crane of Nigeria. Their workforce is currently in the Neighborhood of 3500 employoee.
VISION: To become the most admired and innovative company in Nigeria.
MISSION: Inspire and refreshes a youth life style.
CORE VALUES
Commitment and ownership: employees will describe the company as “our company” reflecting the entrepreneurial spirit and sense of ownership “carrying and rewarding” as the people in the company experience a feeling of brother earliness and freshness in their relationship with one another to build the organization in addition, achievement by people are recognized and rewarded appropriately by people are recognized and rewarded appropriately.
Team work: Each of the employee recognize the value of the skill, abilities and cooperation between relevant persons and the unit toward delivering seamless and superior value.
Integrity: Employee are reputed for unflinching up rightness and high ethical standard.

CHAPTER FOUR
DATA PRESENTATION ANALYSIS AND INTERPRETATION
4.1	INTRODUCTION
	This section deal with the presentation of data collected from field survey by means of questionnaires for the purpose of clarity simple percentage and regression analysis were used and the response were presented in tabular form.
4.2	DATA PRESENTATION, ANALYSIS AND INTERPRETATION
	The questionnaire were specifically designed for staff of Cadbury Nigeria branch. This is because they are in better position to supply the perfect information required. No question was sent by post In order to forestall loss in transit and to ensure quick response. The researcher visited the company to make sure that the questions were filled as required.
	Out of 50 copies of questionnaire administered among the staff in Ilorin branch of the company, forty-five questionnaires administered was returned, which represent 90% of respondent.
	Below is the tabular presentation of responses to personal information on the question distributed to respondents. It is important to note that out of the fifty questionnaire distributed to the respondent forty-five were filled and returned while the remaining were not touched at all.
4.2.1 DISTRIBUTION OF RESPONDENT BY SEX
	SEX
	NUMBER OF RESPONDENT
	PERCENTAGE %

	Male 
	18
	40%

	Female 
	27
	60%

	Total
	45
	100%


Source: Field Survey, 2025.
	Table 1 show that out of forty-five questionnaire filled and retuned by the respondents eighteen representing about 40% were male and 27 representing about 60% were female. This donate that those are of more female staff than male staff in the company.




4.2.2 DISTRIBUTION OF RESPONDENT BY AGE
	AGE
	NUMBER OF RESPONDENT
	PERCENTAGE %

	Below 25 years 
	7
	15.6%

	26 – 35 years
	16
	35.6%

	36 – 40 years
	11
	24.4%

	41 – 45 years
	6
	13.3.%

	46 and above 
	5
	11.1%

	Total
	45
	100%


Source: Field Survey, 2025
	Table 2 show that out of 45 questionnaire filled and returned by the respondent, seven respondent represent about 15.6% were between the age range of 25  years, sixteen respondents represents about 35.6% were between the age range of 26-35 years, 11 respondents represent about 24.4% were between the age range of 36-40 years, six representing about 13.3% were between the age range of 41-45 years, while five representing 11.1% were between the age range of 46 and above analysis. The majority of the respondents were within the working age in Nigeria.

4.2.3 DISTRIBUTION OF RESPONDENT BY MARITAL STATUS
	MARITAL STATUS
	NUMBER OF RESPONDENT
	PERCENTAGE %

	Single 
	21
	46.7%

	Married  
	16
	35.6%

	Divorce 
	5
	11.1%

	Widow 
	3
	6.6%

	Total
	45
	100%


Source: Field Survey, 2025
	Table 3 shows that out of 45 questionnaire filled and returned by the respondent twenty one respondent representing about 46.7 were single, 16 respondent representing about 35.6 were married, 5 respondent respectively about 11.1% were divorced and 3 representing about 6.6 were widow. This shows that the number of single respondent is more than other categories of marital statues.

4.2.4 DISTRUBUTION OF EDUCATIONAL QUALIFICATION
	EDUCATIONAL QUALIFICATION 
	NUMBER OF RESPONDENT
	PERCENTAGE %

	OND/NCE/A’LEVEL
	18
	40%

	HND/ BSC 
	21
	46.7%

	Professional Qualification
	6
	13.3%

	Total
	45
	100%


Source: Field Survey, 2025
	Table 4 shows that out of 45 questionnaires filled and returned by the respondent 18 respondent representing about 40% were OND/NCE/A’LEVEL holders, 21 respondent representing 46.7% were BSC/HND holder, six respondent representing 13.3% have professional qualification. It can be deduced from the above analysis that majority of the respondent were qualified employees.
4.2.5 DISTRIBUITON OF RESPONDENT BY JOB STATUS
	JOB STATUS
	NUMBER OF RESPONDENT
	PERCENTAGE %

	Management Staff
	18
	40%

	Senior Staff
	19
	42.2%

	Junior Staff
	8
	19.8%

	Total
	45
	100%


  Source: Field Survey, 2025
	Table 4 shows that out of 45 questionnaires filled and returned by the respondent 18 respondent representing about 40% were Management staff, 19 respondent representing 42.2% were senior staff, 8 respondent representing 19.8% were junior staff. It can be deduced from the above analysis that majority of the respondent were senior staff.
4.2.6 JOB EXPERIENCE OF RESPONDENT
	JOB EXPERIENCE
	NUMBER OF RESPONDENT
	PERCENTAGE %

	Below 5 years
	6
	13.3%

	5 – 10 years 
	22
	48.9%

	11 -20 years
	10
	22.2%

	21 – 30 years
	7
	13.6%

	Total
	45
	100%


Source: Field Survey, 2025
	Table 6 show that out of 45 questionnaire filled and returned by the respondent 6 respondent representing 13.3% have been with the organization for the period of below 5 years while 22 respondents representing 48.9% have been with the organization of 5-10 years, 10 respondent representing 22.2% have been with the organization of 11-20 years, while 7 respondent representing 13.6% have been with the organization for the period of 21-30 years. The analysis of the table above shows that less percentage of the respondents have been employed in the company from 11-30 years there are less experience workers of the company which may have relative little influence on the result.
SECTION B: FACT FINDINGS
QUESTION 1: Does Strategic Marketing have a Significant Impact on your Company Performance?  
	OPTIONS
	FREQUENCY 
	PERCENTAGE%

	AGREED 
	28
	62.2

	UNDECIDED
	8
	17.8

	DISAGREE
	9
	20

	Total
	45
	100


Source: Field Survey, 2025
	The above table shows that out of 45 questionnaires filled and return by respondents 28 respondents represent 62.2% agree that strategic marketing has significant impact on the business 3 of Cadbury plc, Ilorin branch performance 8 respondent representing 17.8% are undecided while 9 respondent representing 20% disagreed. It can be deduced from the above analysis that majority of the respondent believe that strategic marketing has a significant impact on the company of Cadbury plc, Ilorin branch’s performance.
TABLE 4.2.8  
QUESTION 2: is the organization about company product on product qualities price, tectues and service delivery highly rated?
	OPTIONS
	FREQUENCY 
	PERCENTAGE%

	AGREED 
	25
	55.5

	UNDECIDED
	5
	11.1

	DISAGREE
	15
	33.4

	Total
	45
	100


Source: Field Survey, 2025.
	The above table shows that out of 45 questionnaires filled and returned by respondents. 25 respondent represent about 55.5% agree that the market organization about the company product quality, price features and service delivery is highly rated 5 respondent representing 11.1% chaos undecided while 15 respondent representing 33.4% disagree. It can be deduce from the analysis above that majority of the respondent believe that the organization about the company product on product quality, price, features and service is highly rated.
TABLE 4.2.9
QUESTION 3: Does the marketing resources of the company gives it a competitive advantage over competitors?
	OPTIONS
	FREQUENCY 
	PERCENTAGE%

	AGREED 
	34
	75.6

	UNDECIDED
	4
	8.9

	DISAGREE
	7
	15.6

	Total
	45
	100


 Source: Field Survey, 2025
	The above table show that out of 45 questionnaires filled and returned by respondents 34 respondents representing about 75.6% agree. That the marketing resources at the company gives it a competitive advantage over competitor 4 respondents represent about 8.9 are undecided, 7 represent 15.6% choose to disagree. It can be deduced from the above analysis that majority of the respondent believe that the marketing resources of the company give it a competitive advantage over competitors.
TABLE 4.2.10
QUESTION 4: Does the company possess high innovator organization that differentiates it from other company?
	OPTIONS
	FREQUENCY 
	PERCENTAGE%

	AGREED 
	33
	73.3

	UNDECIDED
	3
	6.7

	DISAGREE
	9
	20

	Total
	45
	100


Source: Field Survey, 2025
	The above table show that out of forty five questionnaires filled and returned by respondent 33 respondent representing 73.3% agreed that the company possesses high innovation organization, it differentiate it from other company, 3 respondent representing about 6.7% are undecided while 9 representing 20% are those that disagreed. It can be deduced from the above analysis that majority of the respondent believe that the company possesses high innovative organization that differentiate it from other company.
TABLE 4.2.11
QUESTION 5: Does the company management structure affect its marketing activities?
	OPTIONS
	FREQUENCY 
	PERCENTAGE%

	AGREED 
	28
	32.2

	UNDECIDED
	7
	15.6

	DISAGREE
	10
	22.2

	Total
	45
	100


Source: Field Survey, 2025.
	The above table show that out of forty-five copies of questionnaires filled and returned 28 respondent representing about 32.2% agreed that the company management structure affect its marketing activities, 7 respondent representing about 15.6% are undecided and 10 respondent represent about 22.2% disagree. It can be deduced from the above analysis that majority of the respondent believe that the company management structure affects its marketing activities.
TABLE 4.2.12
QUESTION 6: The communication style between member is effective and efficient enough? 
	OPTIONS
	FREQUENCY 
	PERCENTAGE%

	AGREED 
	25
	55.5

	UNDECIDED
	10
	22.2

	DISAGREE
	10
	22.2

	Total
	45
	100


Source:  Field Survey, 2025
	The above table shows that out of forty five copies of questionnaires filled and returned by respondent 25 respondent representing about 55.5% agreed that the communication style between member in the company is effective and efficient enough, 10 respondent about 22.2% disagreed and 22.2% undecided it can be deduce from the above analysis that majority of the respondents believe that communication style between members in the company is effective and efficient.
TABLE 4.2.13
QUESTION 7: A relationship exists between the company’s strategic marketing activities and the performance of the company.  
	OPTIONS
	FREQUENCY 
	PERCENTAGE%

	AGREED 
	27
	60

	UNDECIDED
	5
	11.1

	DISAGREE
	13
	28.9

	Total
	45
	100


Source: Field Survey, 2025.
	The table above shows that out of 45 questionnaires filled and returned by respondent 27 respondents representing about 60% agreed that a direct relationship exist between the company strategic marketing activities and the performance of the company 5 respondent representing about 11.1% are undecided, 13 respondent representing about 28.9% disagree. It can be deduced from the above analysis that majority of the of the respondent believes that direct relationship exist between the company’s strategic marketing activities and the performance of the company.
TABLE 4.2.14
QUESTION 8: Allocation of task by management is rather flexible 
	OPTIONS
	FREQUENCY 
	PERCENTAGE%

	AGREED 
	26
	57.7

	UNDECIDED
	2
	4.4

	DISAGREE
	17
	37.8

	Total
	45
	100


 Source: Field Survey, 2025.
	The above table show that out of 45 questionnaire filled and returned by respondent 26 respondent representing about 57.7%, 2 respondent represent about 4.4 are undecided and 17 respondent represent about 37.8% disagreed that the allocation of tasks by management is rather flexible. It can be deduced from the above analysis that majority of the respondents believe that the allocation of task by company’s management is rather flexible.
TABLE 4.2.15
QUESTION 9: The job environment provided by management is conducive and comforting.
	OPTIONS
	FREQUENCY 
	PERCENTAGE%

	AGREED 
	26
	57.7

	UNDECIDED
	2
	4.4

	DISAGREE
	7
	37.8

	Total
	45
	100


  Source: Field Survey, 2025
	The above table shoes that out of 45 questions filled and returned by respondent 26 respondent representing about 57.7% agreed that the job environment provided by the management is conducive 2 respondent represent about 4.4% are undecided, 17 respondent representing about 37.8% disagreed it can be deduced from the above analysis that majority of the respondent believes that the job environment provided by management is conducive and comforting.
TABLE 4.2.16
QUESTION 10: Personal Selling is an effective tool in sales of product 
	OPTIONS
	FREQUENCY 
	PERCENTAGE%

	AGREED 
	27
	60

	UNDECIDED
	8
	17.8

	DISAGREE
	10
	22.2

	Total
	45
	100


 Source: Field Survey, 2025
	The above table shows that out of 45 copies of questionnaires filled and returned by respondent, 27 respondent represent about 60% agreed that personal selling is an effective tool in sale of product, 8 respondent representing about 17.8% are undecided It can be deduced from the above analysis that majority of the respondent believes that personal selling in an effective tool in sales of product.


TABLE 4.2.17
QUESTION 11: Advertisement of product has improved sale increase yielding increase in business performance
	OPTIONS
	FREQUENCY 
	PERCENTAGE%

	AGREED 
	31
	68.9

	UNDECIDED
	8
	17.8

	DISAGREE
	6
	13.4

	Total
	45
	100


 Source: Field Survey, 2025
	The above table show that out of 45 questionnaires filled and returned by respondents, 31 respondent representing about 68.9% agreed that advertising of product has improved sales increase yielding increase in business performance, 8 respondent representing about 17.8% are undecided, It can be deduced from the above analysis that majority of the respondent believes that advertisement of product has improved sale yielding increase in business performance.
4.3 DISCUSSION OF THE FINDINGS
	The finding based on the questionnaires administered and responded by the respondent, it shows that strategic marketing is impacted on business performance.















CHAPTER FIVE 
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
	 The research study has rendered that extent to which strategic marketing has an impact on business performance. The study has help deduced findings that strategic marketing develop a significant impact (on the performance of the business strategic marketing concept serve as variable that influence). Also, management structures were revealed to have an impact on marketing activities and therefore tend to influence business performance. The summary of the findings is as following;
	Market organization is an important part of contemporary marketing strategy that influences business performances.
	Business organization gives competitive advantage over competitor through the effective use of marketing resources marketing assets and marketing capabilities.
	Business performance is also enhancing by innovation of new ideas and features and the successful introduction of such ideas. The methods of communication process affect the result of marketing activities which influence business performance.
	The analysis reveals that marketing activities tend to be suitable for the increase in business performance.
	The management of the firm has impact on the effectiveness of marketing function performance.
	There exists a direct positive relationship between the company strategic marketing activities and the performance of the company.
	Personal selling is an effective tool in sales of product which boost business performance.
	Through the use of advertisement, awareness about company’s product and service is increased which increases sales volume. This is positive impact on business performance.
5.2 	CONCLUSION
	The conclusion here is based on the result obtained in the hypothesis tested and from the data analysis which was made from the research instrument responses. The hypothesis tested during the course of carrying out the project was found useful for the organization on the turnout of business performance. Other conclusions are drawn from the discussed summary of finding.
	We deduced generally that strategic marketing has a significant impact on business performance. The performance of a business has a dependent factor on the concept of strategic marketing. The use of the various dimension of strategic marketing is somewhat evidently proven to serve as a tool of influence one would agree that the significant impact of marketing resources and marketing organization is one considerable factor on business performance success is attained during the innovation of new ideas and its successful introduction of these ideas which enhances the performance of the business.
	Earlier in the study, one of the research questions dealt with examining the effect of management structure on marketing activities. The intention was to find out whether the management structure obtained by the organization affect its marketing activities which indirectly influences business performance prior to the study the management structure tested were the communication style within the management task allocated to member and job environment. It was deduced that these factor does have an impact on marketing activities forming a relationship with the performances of the business.
	It is also observed that there is an existence of relationship between strategic marketing activities and performance of the business. The use of marketing tools such as advertising, personal selling and even sales promotion as well as other tools will all lead to increased turnover of sales herby enhancing business performance. It is therefore concluded that all these put together, it is obvious that the application of marketing strategic will enhance and form a strategic marketing activities performance.
5.3	RECOMMENDATIONS
	The research effort is to give an insight into the impact of strategic marketing on business performance in an organization. Strategic marketing is a very important phenomenon in any business operation. The following recommendations are made as regards to this study.
	Business organization should work on the marketing organization of the product of the company. This can be done by research on what the market needs and wants are and product quality and light featured product that are capable of satisfying these needs of attractive and yet beneficent prices as this will increase the purchase of company’s product.
	Innovation of new ideas about company’s product and services should be stimulated to enhance growth and development.
	The management should adopt such management structure that will form a conductive atmosphere for both the staff and organization.
	There should be easy flow of information and communication within the management to achieve efficiency and effectiveness.
Job environment with organization should be favourable to enhance motivation of workers. Management should make effective and efficient use of the marketing resource to gain high competitive advantage in the competition market. 
Furthermore it should be mattered that the way products are advertised or kind of promo-tools adopted is very important. They should try and get the best promo-tools that best fit the product so that product will be made known to all consumers.
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QUESTIONNAIRE
IMPACT OF STRATEGIC MARKETING ON ORGANIZATION PERFORMANCE
Dear Respondent,
	We are student of the department of BUSINESS ADMINISTRATION and Management of Kwara State Polytechnics, Ilorin. Conducting research on the above topic. We hereby require you to help us answer the following question as honestly as possible and we assure you that all information supplied by you shall be used only for academic purpose and shall be kept confidential. Thanks.
	Instruction: please tick (   ) in the appropriate box from the alternative boxes provided 	
SECTION A
BIO – DATA
1. SEX 			a. Male (   )				b. Female (   )
2. MARITAL STATUS	a. Single (   )	b. Married   c. Divorce (   ) d. Window (  )
3. AGE 			a. Below 25 years (   ) b. 26-35 years  (   ) c. 36-40 years (   ) d. 41-45 years (   ) e. 46 an above years (   ) 
4. EDUCATION QUALIFICATION	a. first school leaving certificate (   ) b. WAEC/SSCE (   ) c. OND/NCE/A’LEVEL (   ) d. HND/BSC (   ) e. Professional Qualification (   )
5. JOB STATUS	a. Management staff (   ) b. Senior (   ) c. Junior Staff (   )
6. YEARS IN SERVICE a. Below 5 years (   ) b. 5-10 years (   ) c. 11-20 years (   )  d. 21-30 years (   ) e. Above 30 years (   )

SECTION B: 
			FACT FINDING INFORMATION
INSTRUCTION: Please select the option that best express your feeling about the following question	

	QUESTION 
	AGREE
	UNDECIDED
	DISAGREE

	1. Strategic marketing have a significant impact in your organization performance.
	
	
	

	2. The market organization about the company’s product on product qualifying, price feature and service delivery is highly rated. 
	
	
	

	3. The marketing resources of the company gives it a competitive advantage of competitor. 
	
	
	

	4. The company possesses high innovation organizations that differentiate it from other company’s.  
	
	
	

	5. The company’s management structure affect its marketing activities.
	
	
	

	6. The communication style between members is effective and efficient enough?
	
	
	

	7. A relationship exist between the company strategic marketing activities and the performance of the company.
	
	
	

	8. Allocation of tasks by management is rather flexible
	
	
	

	9. The job environment provided by management is conducive and comforting.
	
	
	

	10. Personal selling is an effective tools in sales of product
	
	
	

	11. Advertisement of product has improved sales increase yielding increase in business performance.
	
	
	

	12. The use of sales promotion as a marketing activity enhances promotion and sale product.
	
	
	






