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ABSTRACT
The purpose of the research was to examine the impact of marketing environment on the performance of small and medium enterprises. In order to obtain the best results, the main research methodology adopted was a case study involving the Alaba International Market. Questionnaires were used to obtain information from small and medium business owners. Findings from the research revealed that, turbulent changes occurring in the Nigerian business environments have imposed economic pressure on the competitiveness of Nigerian SMEs and have weakened their market performance. It was also revealed that there is positive relationship between marketing environmental factors and organizational performance measures. It was also disclosed that effective SMEs attach more importance to environmental factors than less effective SMEs. It was recommended that in order to improve market performance, Nigerian SMEs should analyse the marketing environmental factors. Firms should have clear understanding of marketing environmental factors. This would allow them to recognize and respond in a profitable manner to meet consumer needs and trends their major objective and basis of corporate survival.
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