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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND TO THE STUDY
In an economy that is becoming more dynamic and competitive, with businesses springing up here and there, small, medium and large scale. Especially, with government awareness on the need to industrialize, develop and be self reliant. More so, customers are more enlightened on existing products and aware of what they need. The Management of both foreign and local businesses alike has realized the need for a more dynamic business policy and decisions. Strategic management seems to have it all. Strategic management is one management philosophy that has been in existence for a long time but rather looming in a beclouded environment of unawareness and unacceptability. But with recent developments in the business environment (economic, social, technical etc.), organizations have realized the need to become alert to its environmental needs and active rather than reactive in order to at least have its head above the waters, hence, the recent emphasis on strategic management by most organizations in recent times. Strategic management is applied in all aspects of a business or organization finance, marketing, production etc.
Strategic management is concerned with making decisions about an organizations future direction and implementing those decisions. Over the years, some organizations have grown extremely large and profitable as a result of effective strategic management. On the other hand, many others have failed or have not been as successful as they might have been because of ineffective strategic management.
During the 1980's and 1990's increased foreign competition, the increasing scarcity and cost of natural resources and a continuing lack of growth in productivity rates within Nigeria, have made strategic management even more important and difficult. Organizations have adapted to change over their corporate life and the continuing success of organizations in the future will require more innovative, strategic decisions.
Because of the general economic recession in the world especially in the third world countries and Nigeria as a case in point, organizations have to devise means and strategies and innovations to remain in business and if possible oust its competitors from the market. The economic recession such as unemployment, economic instability, low per capital income, exchange rate instability, political instability, corruption, excess capacity utilization, industries operating below full capacity, all these have led to uncertainties and therefore a lull in the business environment, companies have resorted to strategic management to keep afloat. Therefore, we often hear of businesses restructuring, re-engineering, re-organizing, down-sizing etc. All these are terms associated with strategic management.
The strategic management process is equally applicable to public, private, nonprofit and religious organizations. "The concepts and application of strategic management are useful to a local restaurant, a sinall office supplies firm, or a college football team as to giant corporations such as Coca-Kola, IBM or General Motors.
The economy is highly dynamic because of changes in environmental factors within which businesses are carried out economic dynamism could be changing consumer needs and tastes income, competition, government laws, policies, scarcity of resources these economic factors are continuously changing and each change affects an organization either positively or negatively.
Management is therefore at alert to these changes. It is therefore necessary to put in place facilities to enable it adjust to these changes as any delay could be destructive or affect the business adversely. Management is therefore urged to plan ahead to anticipate such future probable problems and map out courses of action to take or possible solutions to such problems.
Strategic management is distinct from any other management activities or routine planning in the sense that it takes a corporate view of the corporate goal, it starts right from the top to the lower cadre and in the process pulling everybody along. The essence of strategic management is for growth, increased market share and profitability. How management achieves these depends on the strategies employed or adopted by management. In this study, the various strategies available to management will be examine and the effect on the success of an organization will equally be examined.
The importance of strategic management in organizations can not be over emphasized. Little wonder, management of so many organizations have come to realise its place in business success and hence its adoption by them. Strategic management plays an important role in organizational success in an environment that is becoming highly dynamic.
1.2 STATEMENT OF THE PROBLEM
Customer’s needs are ever changing; customers have different needs and problems, and divergent expectations. The essence of any organization is to make sales and realize profit, be it production or service industry. Management has the obligation to provide customers with high quality goods, and satisfy their desires and meet their needs in order to remain in business and achieve their objectives.
Management must be dynamic, have the ability to pre-empt customer’s needs, the environment in which it is operating and act accordingly.
In an economy that is dynamic, this is a Herculean task for management, it is therefore necessary for management to adopt strategic management. Here comes another big question, what are the strategies available, which strategies do we adopt, which is the best way to determine the strategies available, having chosen a strategy or strategies which is the best way to apply these strategies in order to meet corporate goals and objectives.
All these are what this study intends to examine and proffer possible solutions to evident problems encountered by organizations.
1.3 OBJECTIVE OF THE STUDY
This study aims at accomplishing the following:
· To assess the Impact of Strategic Management in re-projecting the image of corporate organization
· To analyze the responsibilities of various levels of management in the strategic management process
· To investigate the relationship between effective strategic management and organizational success.
1.4 RESEARCH QUESTIONS
Based on the research problems outlined and the related questions posed, the following researches were formulated to guide the study.
1. Strategic management is the key to re-projecting the image of corporate organization
2. Strategic management process must involve every cadre of management and staff for its effectiveness.
3. Strategic management must be reviewed continuously to ensure adherence by all concerned and to detect and correct deviations.
1.5 HYPOTHESIS FORMULATION
Hypothesis 1 
H0: Strategic Management has no impact in re-projecting the image of corporate organization
H1: Strategic Management has impact in re-projecting the image of corporate organization
Hypothesis 2
H0: various levels of management have no responsibility in the strategic management process
H1: various levels of management have responsibility in the strategic management process
Hypothesis 3
H0: There is no relationship between effective strategic management and organization success
H1: There is relationship between effective strategic management and organization success
1.6 SIGNIFICANCE OF THE STUDY
Organizations and corporate bodies are made aware of the need to adopt strategic management changes in the business environment and achieve cooperate or organizational success, goals and objectives.
In an economy that is dynamic, there is need to change technology, change organizational structure, marketing policy and manufacturing techniques many times and expect to go on changing. Management should realize that the only constant thing in business is change, and in order to survive and achieve success, it must have a sound set of beliefs on which it premises all its policies and actions. That most important single 'factor in corporate success is faithful adherence to those beliefs and finally believes that if an organization is to meet the challenges of a changing world it must be prepared to change everything about itself except those beliefs as it moves through corporate life. But all through this change its beliefs will remain and steer its course by those stars.
Some organizations employ strategic management and yet remain unsuccessful, what could be the major problem with these organizations? Is it in the management style, culture or competence, or probably no adequate strategic planning was done or proper strategic implementation carried out. This study addresses the need for strategic management, its planning and implementation to meet management corporate objectives,
1.7 SCOPE OF THE STUDY
Within large organization, Management personnel fall into one of 3 categories: General (also called top or executive) Management, Middle Management and Supervisory Management (also cadled lower Management). General Management normally includes people with job titles such as chairman of the board, chief executive officer, chief operating officer, president, senior vice president, executive vice-president, group vice president, or general manager.
However, job titles cannot always be used to determine a person's level of Management for example, in many large banks vice presidential titles are frequently given to people who may not have any managerial responsibilities. Strategic Management is a function and responsibility of managers at all levels of the organization, but the final responsibility rests with general Management.
The strategic Management responsibilities of managers at lower levels of the organization vary depending on the nature and size of their organization and their location within the organizational hierarchy.
1.8 LIMITATION OF THE STUDY
Although, the work has been successfully completed, more could have been done if not for some militating factors encountered by the author in the course of this research. Such limiting factors include:
· Time constraints: There was no sufficient time to carry out extensive and thorough research on this work due to the nature of the academic session.
· Financial constraints: This author was limited by poor fund which limited movement and procurement of other relevant materials and information.
· Transportation cost: The cost of transportation as a result of the incessant fuel scarcity and consequent rise in fuel price constrained the movement of the writer.
1.9 DEFINITION OF TERMS
· Strategic: A matter is considered to be strategic if it: involves strong input and support from leaders in the organization; was produced from careful consideration of the effects of potential changes in the external and internal environments of the organization; is based on the future of the organization; will have significant impact on the governance, leadership and  operations of the organization; and will involve extensive use of the organization’s resources during implementation of the plan. Strategic matters are in contrast to operational activities
· Strategy: A major approach to achieve strategic goal(s) or address strategic issue(s). For example, a strategy might be a major approach that uses the internal strengths of an organization to take advantage of external opportunities, while shoring up internal weaknesses to ward off external threats. Strategies are usually long-term in nature.
· Reprojection: (cartography) To change the projection (coordinate system) of spatial data with another projection.
· Stakeholders: Stakeholders are those people or groups of people who have a stake, or strong interest, in the operations, or affects of operations, of the organization. Usually the term is in reference to people outside the organization, for example, customers, clients, community members, investors, funders, collaborators and suppliers. However, Board members and employees also are stakeholders.
· Goals (strategic): A goal is a specific accomplishment to be achieved at some point in the future. Planners often distinguish between several types of goals in the strategic planning process. In nonprofits, an outcomes goal is in regard to accomplishments of clients who participate in a particular program. Outcomes are changes in knowledge, skills and/or conditions for the clients. An activities goal is in contrast to an outcomes goal and is in regard to actions to be accomplished by the organization.
· Implementation Plan: The set of activities to increase the likelihood that a Strategic Plan will be implemented, and can include all of the action plans (they specify accountabilities for implementation).
· Mission (statement): The mission statement describes the overall purpose of the organization. The statement can vary widely in terms of content and scope. For example, some planners refer to the vision and/or values statements as part of the mission statement as well.
· Operational: Operational activities are focused on the day-to-day, or short-term, activities. This is in contrast to strategic matters. In reality, the continuum between strategic and operational can become quite blurred. (See Strategic) Operational Plan The operating plan is usually focused on the action plans over a one-year period.
· Priority (strategic): The generic term sometimes used to refer to a major activity that should be undertaken as a result of the strategic analysis, for example, a strategy, goal or issue.


CHAPTER TWO
LITERATURE REVIEW
2.1 INTRODUCTION
 Academics and practicing managers have developed numerous models and frameworks to assist in strategic decision making in the context of complex environments and competitive dynamics Ghemawat, Pankaj (Spring 2002). Strategic management is not static in nature; the models often include a feedback loop to monitor execution and inform the next round of planningHill, Charles W.L., Gareth R. Jones, Strategic Management Theory: An Integrated Approach, Cengage Learning, 10th edition 2012. 
Strategic management is the formulation and implementation of the major goals and initiatives taken by a company's top management on behalf of owners, based on consideration of resourcesand an assessment of the internal and external environments in which the organization competes Nag, R.; Hambrick, D. C.; Chen, M.-J (2007).
Strategic management provides overall direction to the enterprise and involves specifying the organization's objectives, developing policies and plans designed to achieve these objectives, and then allocating resources to implement the plans.
Michael Porter identifies three principles underlying strategy: creating a "unique and valuable [market] position", making trade-offs by choosing "what not to do", and creating "fit" by aligning company activities with one another to support the chosen strategy Porter, Michael E. (1996). 
Corporate strategy involves answering a key question from a portfolio perspective: "What business should we be in?" Business strategy involves answering the question: "How shall we compete in this business?" Chaffee, E. 1985. In management theory and practice, a further distinction is often made between strategic management and operational management. Operational management is concerned primarily with improving efficiency and controlling costs within the boundaries set by the organization's strategy.
2.2. CONCEPTUAL FRAMEWORK
2.2.1 Concept of strategic management
The word "Strategy" came from the Greek word Strategos, which means "a general". At that time, strategy literally meant the art and science of directing military forces. Today, the term strategy is used in business to describe how an organization intends to achieve its objectives and mission. Most organizations have several options for accomplishing their objectives and mission. Strategy is concerned with deciding which option is going to be used. Strategy includes the determination and evaluation of alternative paths to achieve organizations objectives and mission and eventually, a choice of the alternative that is to be adopted Llyod L. Byars.
Strategic management is concerned with making decisions about an organizations future direction and implementing those decisions. It is composed of two phases - strategic planning and strategy implementation.
Strategic planning is concerned with malting decisions with regard to determining the organization’s mission, formulating policies, establishing objectives, and determining the strategy that is to be used in achieving the organizations objectives.
[bookmark: page19]Strategic implementation is concerned with making decisions with regard to developing an organizational structure to achieve the strategy, staffing the[image: ] structure, providing leadership and motivation to the staff, and monitoring the effectiveness of the strategy in achieving the organization’s objectives Llyod L. Byars.
Strategy describes how an organization intends to achieve it objectives and mission. The strategies available to an organization can range from a continuation of its present strategy to a complete change in direction. Inherent in the process of strategy selection is the requirement that strategic alternatives must be identified. In choosing a strategy, an organization has 2 options either:
1. To maintain a stable growth.
2. To adopt growth strategies.
2.2.2 Stable Growth Strategy
A stable growth strategy can be characterized by the organization that is satisfied with its past performance and decides to continue to pursue the same or similar objectives, each year the level of achievement that is expected is increased by approximately the same percentage. The organization continues to serve its customers with basically the same products or services Llyod L. Byars.
A stable growth is a relatively low-risk strategy and is quite effective for successful organizations in an industry that is growing and in an environment that is not volatile.
[bookmark: page20]Management often adopt stable growth strategy because it may not wish to take the risk of greatly modifying its present strategy as change threatens those people who employ previously learned skill when new skills are required. It[image: ] also threatens old position of influence. Furthermore, management of successful organization quire frequently assume$ that strategies that have been proved successful in the past will continue to be successful in the future. Also changes in strategy require changes in resource allocations and such changes in pattern of resource allocation in an established organization are difficult to achieve and frequently require long periods of time. Management of organization rnay.not keeps up with or be aware of changes that may affect its product and market.
Generally, organizations that pursue a stable growth strategy concentrate on one product or service. They grow by maintaining their share of the steadily increasing market by slowly increasing their share of the market, by adding new products or service(s). Only after extensive marketing research, or by expanding their market coverage geographically. Many organizations within the public utility, transportation, banking & insurance industries follow a stable growth strategy Llyod L. Byars.
2.2.3 Growth strategies
Organizations pursing a growth strategy do not necessarily grow faster than the economy as a whole but do grow faster than the markets in which their products are sold. They tend to have larger than average profit margins. Postpone or even eliminate the danger of price competition in their industry, regularly develop new products and instead of adapting to changes in the outside world, they tend to adapt the outside world to themselves by creating something or add something which did not exist before. 
[bookmark: page21]Organizations pursuing growth strategies[image: ] are not confined to growth industries. They can be found in industries with relatively fixed markets and long-established product lines. Growth strategies lead to better organizational performance and that is why some organizations decide to pursue a growth strategy; moreover, some top managers equate growth with their own personal effectiveness, growth in stock price and consequently, growth in their own net worth Llyod L. Byars. While growth strategies are often appealing to managers, stock holders, and investment analysts, a word of caution seems appropriate at this point. Peter Ducker phrased the caution as follows:
The securities market would be well advised to put a discount on growth stocks and growth industries rather than a premium. For growth is a risk. There is no virtue in a company's getting bigger. The right goal is to become better. Growth to be sound should be the result of doing the right things. By itself, growth is vanity and little else. Too much growth in the short-run can result in inefficiencies that can prove disastrous in the long-run. However, when a growth strategy is properly selected and implemented, it can be very effective,
Growth strategies include:
I. Concentration on a single product or service.
2. [bookmark: page22]Concentric Diversification (adding new products or services that are similar to the organizations present products or services).
3. [image: ]Vertical Integration (extending an organization’s present business in two possible directions - Forward Integration or Backward Integration).
4. Horizontal Diversification (Buying one of an organization’s competitors).
3. Conglomerate Diversification (adding new products or services that are significantly different from the organization’s present products or services).
[bookmark: page53]2.3 THEORETICAL FRAMEWORK
 The academic and managerial debate on strategic management appears to have reached a crucial point. There is an active reconsideration of strategic management in general, in the ambit of which the traditional model of industrial organization is criticized by the upholders of the theories that regard the resources and competencies of a firm as its principal source of competitive advantage (thus not the strategic conduct suited to the industry as, in contrast, the traditional theory maintains). 
In this article we carry out an analysis of one of the most recent and controversial branches of research pertaining to corporate strategy: that known as the resource-based view, competence-based competition, or dynamic capabilities view. These approaches, though with some fine distinctions, show the same layout and solution principles to such an extent that one can talk tout court of a “competence theory”. 
Competence theory is actually the most concrete and plausible alternative to the dominant strategic model of industrial organization. This latter was introduced at a pioneering level by Bain (1968) and successively developed by Porter (1980, 1985). However, competence theory, in spite of the number of contributions, still appears as a series of interventions on different problems, treated according to a common prospective rather than a true theoretic body. 
The intention of the analysis is to present the new strategic dictates in a critical form, on one hand examining the reasons that confer validity on them and justify the striking interest taken by researchers and managers, and on the other their limits, some intrinsic others that can be overcome by further work and integration with former theories, in particular industrial organization (whose basic concepts are well known and so are not outlined). 
2.4 EMPIRICAL REVIEW
1) Models based on a measure of performance as an indicator of the effectiveness of strategic planning process 
The main question behind these studies is: 'Does a better strategic planning result in higher levels of company performance?' To answer this question, many researchers have attempted to quantify the impact of strategic planning on the success of the company. In doing so, they chose different economic or financial variables (according to studies) and quantitatively measured them. The first empirical test of the relationship between strategic planning and corporate performance has been driven by Thune and House, in 1970, who surveyed 36 companies in six industry groups. Since then tests succeed, confirming or refuting their conclusions. While some studies report a positive relationship, many do not find any quantifiable benefit, and others detect even small adverse effects and costs resulting from the strategic planning. The main studies on this research model are grouped in Annex 1. Most of these studies have been conducted in the United States or Great Britain.
2) Studies showing a positive relationship between strategic planning and corporate performance 
Positive relationship between strategic planning and corporate performance are those conducted by Ansoff corporate performance are those conducted by Ansoff et al. (1970), Gershefski (1970), Thune and House (1970), Herold (1972), Karger and Malik (1975), Rhyne (1986). In addition, other studies conducted in the same vein, were reported by Gordon Greenley in his article "Strategic Planning and Company Performance: An Appraisal of the empirical evidence" (1994) [8] and divided into three groups. Although, in the first group, 9 studies lead to the conclusion that there is no association between strategic planning and corporate performance, in the second group, 12 studies support the evidence of such an association and, in the third, 9 conclude that companies making strategic planning outperform those that do not (Greenley 1994). There is a difference of methodology, sampling techniques, as well as variables of interest among different studies. As an illustration, the study of Ansoff et al. uses 13 different variables to measure the performance of 93 manufacturing companies: sales, earnings, the ratio of earnings/share, total assets, report earnings / equity, ratio of dividend / shares, stocks value, the ratio of debt / equity, the capital base, the report gains / total assets, the ratio P / E, the efficiency dividends / earnings and price / equity. To ensure good reproducibility of measurements, each variable is measured 21 times. The values of those variables for companies with an intense strategic planning are compared with those obtained for companies with little or no strategic planning. Except for two variables (the rate of growth in equity and asset growth), companies engaged in strategic planning outperform those that don’t practice it (Ansoff et al. 1970) [3]. 
3) Study highlighting the lack of quantifiable relationships between strategic planning and corporate performance. 
Variables used to evaluate the performance (rate of return on equity, the assets, changes in prices and earnings, earnings per share growth unit and per sales growth unit), the study tests several hypotheses indicating a relationship between company performanceand strategic planning. Finding none of these hypotheses statistically significant at α = 10% confidence, the authors concluded that there was no evidence of such a relationship Many studies such as those conducted by Grinyer and Norburn in 1975 and Kulda in 1980, report the lack of quantifiable benefits from the adoption of strategic planning. Indeed, the study by Fulmer and Rue in 1973 on 386 companies and conducting a comparative analysis of four variables of financial performance (sales growth, earnings ratio, earnings growth and total capital) by distinguishing between companies planning Strategic compelled the authors to conclude that their findings call into question the most basic assumptions on which strategic planning was established. They don’t deduce that strategic planning doesn’t affect the final results of the company, but explain that their study shows no clear relationship between strategic planning and the variables measured. In their study published in 1980, Leontiades and Tezel analyze 61 companies over a period of 6 years. The approach used was to contact the Chief Executive and Head of Planning Department of each company in order to demonstrate the importance of strategic planning on various numeric and semantic domains, in order to provide quantifiable variables that would compare the performance of companies. Based on five variables used to evaluate the performance (rate of return on equity, the assets, changes in prices and earnings, earnings per share growth unit and per sales growth unit), the study tests several hypotheses indicating a relationship between company performance and strategic planning. Finding none of these hypotheses statistically significant at α = 10% confidence, the authors concluded that there was no evidence of such a relationship. 
4) Studies exposing a negative effect and a cost associated with strategic planning. 
Although relatively a few, some studies suggest a negative relationship between strategic planning and corporate performance. Indeed, Whitehead and Gup found some negative effects. Some companies using strategic planning perform less on some measures than their competitors that don’t use it. In 1983, a survey by mail of 316 companies using financial planning and 133 financial companies not using it enabled them to reach these conclusions. To ensure a representative sample, each state is represented and does not contribute to over 10% of total responses. The distinction between planners and non-planners was originally based on the respective rates of sales, earnings and rates of returns on equity. To classify firms, the authors saw as advanced planners, organizations that have explicit and written objectives. The most advanced planners were those who had specialized departments for planning and used econometric models and regression analysis to establish projects or analysis of alternative actions. Finally, the frequency of revision of strategic plans was also taken into account for purposes of this classification.
In this classification, the overall trend is clear that the use of formal planning is related to the size of the organization: 95% of institutions with assets of $ 1 trillion or more used a formal planning, while only 48% of institutions with assets of $ 50 million or less used a formal planning. For their analysis, Whitehead and Gup retained three variables to measure: the rate of return on equity and rate of return on assets to measure profit, and the absolute growth of customer deposits. Using regression analysis to isolate the impact on performance, and analysis of variance to determine whether the observed differences were statistically significant, Whitehead and Gup studied the data from their sample. They found that institutions using strategic planning showed lower rates of return of capital and assets than those institutions that don’t. For the third variable, the planners didn’t obtain a growth significantly higher than non-planners. The results were obtained with a confidence level α = 0.1 (90%). To confirm their findings, the authors redefined the distinction between planners and non-planners, regard to market expansion, product development and services, social development and in relation to social, economic and political. The results obtained by evaluating the data according to this new classification were consistent with the initial results. A series of other tests, based on a redefinition of variables and criteria distinguishing institutions whether or not using strategic planning, once again confirmed these results. The authors came to the conclusion that their results indicated a negative relationship between strategic planning and corporate performance in the banking sector. Not rejecting the strategic planning, they wondered about the quality of planning and the existence of any competitive advantage it gave. 

CHAPTER THREE
RESEARCH METHODOLOGY
3.1	INTRODUCTION
The aim of this chapter is to present in details, the methods to be adopted for this research assessment of corporate social responsibility in AIRTEL Nigeria communication limited Ilorin branch, Kwara State.
This focuses on the various methods to be used by the researcher to obtain data. Research methodology involves and orderly manner employed in collection, interpreting and analyzing of data used in this study, which involve the followings.
3.2	RESEARCH DESIGN
This is a descriptive research and the investigator would use two (2) survey methods in carrying out the study. Durosaro (1995), says survey method of research is a method that generally tries to collect information form a representative group and based on such information inferences are dragon about the behavior of the entire population.
According to Nworgic (1999), a research design is an outline of plan from which an activity can be carried out. It provided the procedure outline for the conduct of any given investigation. Therefore, this research work is designed to study assessment of corporate social responsibility in Airtel Nigeria communication limited Ilorin branch, Kwara State.
3.3      SOURCES OF DATA 
In order to collect as much relevant material on this study as possible, a number of method of data collection are used. However, for good understanding of the study, both primary and secondary sources of data are used.
Primary Data Source: 
 Primary sources of data will be used in this study mainly as they will provide basic reliable and concrete information from the respondents. The questionnaire will be the major source of data collection. The information to be gotten will be analyzed and findings be drawn.
Secondary Data Source
There are some information already in existence before the conduction of this research works. It constitutes a stepping stone in most research works, assignments, interest searches etc just in this case. This is because the knowledge acquired from reading and collecting material done by others will help to generate primary data. Library research textbooks, journals, newspaper, internet, and other published material are used for this study.
3.4      RESEARCH INSTRUMENTS
	The research instruments that shall be used for this study is questionnaire. The questionnaire is structured in accordance with the stated research questions and hypotheses. The questionnaire is divided into two section: Section A comprises of questions relating to the demographic characteristics of the respondents, while Section B comprises of questions relating to the role of strategic management in re-projecting the image of corporate organization.
3.5	POPULATION OF THE STUDY 
This study assessment of corporate social responsibility in Airtel Nigeria communication limited Ilorin branch, Kwara State is limited to the population of 60 staff for inferred generalization.
3.6        SAMPLE SIZE AND SAMPLING TECHNIQUES
The sample size for this study shall be drawn from the entire population of he company which is 60 staff and 140 customers. The required sample size for this study shall be derived using the Yamane (1967) formula as stated below:
n	=	N
	      1+N(e)2
Where:	n	=	desired sample size
		N	=	Population size
e	=	error
For the purpose of this research study, the margin of error is taken to be 5%. From the total population of N = 200, this implies that the e = 0.05. using the Yamane formula, substituting into the Yamane’s formula, hence the sample size for the research study is computed below:
n	=	200
	      1+200(0.05)2
=	133.33
	This implies that the sample size of 133 will be required in this study to advice a 95% precision from utilizing information and data collected from the sample.
	The sampling technique that shall be employed in this research is the stratified random sampling technique. This is to enable the study to obtain reasonable conclusion from which generalization shall be ascertained from staff and customers

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	INTRODUCTION	
This section deals with the presentation and analysis of data collected from the field survey by means of questionnaire. For the purpose of clarity, simple percentage and regression analysis were used and the responses were presented in tabular forms.
4.1	QUESTIONNAIRE ADMINISTRATION 
The questionnaires were specifically designed for staff of Airtel Company, Ilorin branch. This is because they are in better position to supply the perfect information required. No questionnaire 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 questionnaires were filled as required.
	Out of 50 questionnaires administered among the staff in Ilorin branch of the company, forty-five (45) questionnaires administered was returned, which represent 90% of respondents. 
4.2	ANALYSIS OF RESPONSES TO PERSONAL INFORMATION
Below is the tabular presentation of responses to personal information on the questionnaires distributed to respondents. It is important to note that out of the fifty (50) questionnaires distributed to the respondents, forty five (45) were filled and returned, while the remaining five (5) were not touched at all.  
	4.2.1  TABLE I: ANALYSIS OF SEX OF RESPONDENTS

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	MALE
	18
	40
	40
	40

	
	FEMALE
	27
	60
	60
	100.0

	
	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
Table I shows that out of forty five (45) questionnaires filled and returned by the respondents, eighteen (18) representing about 40% were male and twenty-seven (27) representing about 60% were female. This denotes that there are more female staffs than male staffs in the company.

	4.2.2 TABLE II: ANALYSIS OF RESPONDENTS MARITAL STATUS

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SINGLE
	21
	46.7
	46.7
	46.7

	
	MARRIED
	16
	35.6
	35.6
	82.3

	
	DIVORCED
	5
	11.1
	11.1
	93.4

	
	WIDOW
	3
	6.6
	6.6
	100.0

	
	Total
	45
	100.0
	100.0
	



Source: Field Survey, 2025
Table II shows that out of forty five (45) questionnaires filled and returned  by the respondents, twenty-one (21) respondents representing about 46.7% were single, sixteen (16) respondents representing about 35.6% were married, five (5) respondents representing about 11.1% were divorced and three (3) representing about 6.6% were widows. This shows that the number of single respondents is more than other categories of marital status.
TABLE III:	ANALYSIS OF AGE OR RESPONDENTS
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid below 25 years
	7
	15.6
	15.6
	15.6

	26-35 years
	16
	35.6
	35.6
	51.2

	36-40 years
	11
	24.4
	24.4
	75.6

	41-45 years
	6
	13.3
	13.3
	88.9

	46 years and above
	5
	11.1
	11.1
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
Table III shows that out of forty five (45) questionnaires filled and returned by the respondents, seven (7) respondents representing about 15.6% were between the age range of below 25 years, sixteen (16) respondents representing about 35.6% were between the age range of 26 – 35 years, eleven (11) respondents representing about 24.4% were between the age range of 36 – 40 years, six(6) respondents representing about 13.3% were between the age range of 41 – 45 years while five (5) representing 11.1% were between the age range of 46 years and above. It can be deduced from the above analysis that majority of the respondents were within the working age in Nigeria.
TABLE IV:	EDUCATIONAL QUALIFICATION OF  RESPONDENTS
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid OND/NCE/A’Level 
	18
	40.0
	40.0
	40.0

	HND/Bsc
	21
	46.7
	46.7
	86.7

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
Table IV shows that out of forty five questionnaires filled and returned by the respondents, eighteen (18) respondents representing about 40.0% were OND/NCE/A’LEVEL holders, twenty-one (21) respondents representing about 46.7% were Bsc/HND holders and six (6) respondents representing 13.3% have professional qualifications. It can be deduced from the above analysis that majority of the respondents were qualified employees..
TABLE V:	ANALYSIS OF POSITION OF  RESPONDENTS IN THE COMPANY
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid Management Staff
	18
	40.0
	40.0
	40.0

	Senior Staff
	19
	42.2
	42.2
	82.2

	Junior staff
	8
	17.8
	17.8
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
Table V shows that out of forty five questionnaires filled and returned by the respondents, eighteen (18) respondents representing about 40.0% were management staff, nineteen (19) respondents representing about 42.2% were senior staff and eight (8) respondents representing 17.8% were junior staff. It can be deduced from the above analysis that majority of the respondents were senior staff.
TABLE VI:	RESPONDENTS YEARS OF SERVICE
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid below 5 years
	6
	13.3
	13.3
	13.3

	5-10 years
	22
	48.9
	48.9
	62.2

	11-20 years
	10
	22.2
	22.2
	84.4

	21-30 years
	7
	15.6
	15.6
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
Table VI shows that out of forty five (45) questionnaires filled and returned by the respondents, six (6) respondents representing 13.3% have been with the organization for the period below 5 years, while twenty two (22) respondents representing 48.9% have been with the organization for the period of 5-10years, ten (10) respondents representing 22.2% have been with the organization for the period of 11-20years, while seven (7) respondents representing 15.6% have been with the organization for the period of 21-30years. The analysis of the table above shows that less percentage of the respondents have been employed in the company from 11 – 30years there are less experienced workers of the company which may have a relative little influence on the results of the research.
	ANALYSIS OF RESPONSES TO QUESTIONS RELATING TO HYPOTHESES	
The hypotheses stated earlier in chapter one is tested in this section, using Multiple Regression Analysis as a statistical tool. A table of frequency is constructed first to enable the computation of responses to item statements.
Question 1:	Does Strategic Management have a significant impact on your company’s performance”	
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	18
	40.0
	40.0
	40.0

	A
	10
	22.2
	22.2
	62.2

	UD
	8
	17.8
	17.8
	80.6

	D
	7
	15.6
	15.6
	95.6

	SD
	2
	4.4
	4.4
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, eighteen (18) respondents representing about 40.0% strongly agree that Strategic Marketing has a significant impact on the company of Airtel Company, Ilorin branch’s performance, ten (10) respondents representing 22.2% agree that Strategic Marketing has a significant impact on the company of Airtel Company, Ilorin branch’s performance, eight (8) respondents representing 17.8% are undecided that Strategic Marketing has a significant impact on the company of Airtel Company, Ilorin branch’s performance, seven (7) respondents representing 15.6% disagree that Strategic Marketing has a significant impact on the company of Airtel Company, Ilorin branch’s performance, and two (2) respondents representing 4.4% strongly disagree that Strategic Marketing has a significant impact on the company of Airtel Company, Ilorin branch’s performance. It can be deduced from the above analysis that majority of the respondents believe that Strategic Marketing has a significant impact on the company of Airtel Company, Ilorin branch’s  performance.
Question 2:	The market orientation about the company’s production, product quality, price features and service delivery is highly rated	
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	14
	31.1
	31.1
	40.0

	A
	11
	24.4
	24.4
	55.6

	UD
	5
	11.1
	11.1
	66.7

	D
	12
	26.7
	26.7
	93.3

	SD
	3
	6.7
	6.7
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, fourteen (14) respondents representing about 31.1% strongly agree that the markets orientation about the company’s product on product quality, price, features and service delivery is highly rated, eleven (11) respondents representing about 24.4% agree that the markets orientation about the company’s product on product quality, price, features and service delivery is highly rated, five (5) respondents representing about 11.1% are undecided that the markets orientation about the company’s product on product quality, price, features and service delivery is highly rated, twelve (12) respondents representing about 26.7% strongly disagree that the markets  orientation about the company’s product on product quality, price, features and service delivery is highly rated, three (3) respondents representing about 6.7% strongly disagree that the markets orientation about the company’s product on product quality, price, features and service delivery is highly rated. It can be deduced from the above analysis that majority of the respondents believe that the markets orientation about the company’s product on product quality, price, features and service delivery is highly rated.


Question 3:	The Marketing resources of the company gives it a competitive advantage
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	18
	40.0
	40.0
	40.0

	A
	16
	35.6
	35.6
	75.6

	UD
	4
	8.9
	8.9
	84.4

	D
	4
	8.9
	8.9
	93.3

	SD
	3
	6.7
	6.7
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, eighteen (18) respondents representing about 40.0% strongly agree that the marketing resources of the company gives it a competitive advantage over competitors, sixteen (16) respondents representing about 35.6% agree that the marketing resources of the company gives it a competitive advantage over competitors, four (4) respondents representing about 8.9% are undecided that the marketing resources of the company gives it a competitive advantage over competitors, four (4) respondents representing about 8.9% disagree that the marketing resources of the company gives it a competitive advantage over competitors, three (3) respondents representing about 6.7% strongly disagree that the marketing resources of the company gives it a competitive advantage over competitors. It can be deduced from the above analysis that majority of the respondents believe that the marketing resources of the company gives it a competitive advantage over competitors.
Question 4:	The Company possess high innovation orientation that differentiates it from other companies	
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	20
	44.4
	44.4
	44.4

	A
	13
	28.9
	28.9
	73.3

	UD
	3
	6.7
	6.7
	80.0

	D
	6
	13.3
	13.3
	93.3

	SD
	3
	6.7
	6.7
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, twenty (20) respondents representing about 44.4% strongly agree that the company possesses high innovation orientation that differentiates it from other companies, thirteen (13) respondents representing about 28.9% agree that the company possesses high innovation orientation that differentiates it from other companies, three (3) respondents representing about 6.7% are undecided that the company possesses high innovation orientation that differentiates it from other companies, six (6) respondents representing about 13.3% disagree that the company possesses high innovation orientation that differentiates it from other companies, and three (3) respondents representing about 6.7% strongly disagree that the company possesses high innovation orientation that differentiates it from other companies. It can be deduced from the above analysis that majority of the respondents believe that the company possesses high innovation orientation that differentiates it from other companies.
Question 5:	The Company’s Management structure affects its marketing activities	
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	14
	31.1
	31.1
	31.1

	A
	14
	31.1
	31.1
	62.2

	UD
	7
	15.6
	15.6
	77.8

	D
	5
	11.1
	11.1
	88.9

	SD
	5
	11.1
	11.1
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, fourteen (14) respondents representing about 31.1% strongly agree that the company’s management structure affects its marketing activities, fourteen (14) respondents representing about 31.1%  agree that the company’s management structure affects its marketing activities, fourteen (14) respondents representing about 31.1% strongly agree that the company’s management structure affects its marketing activities, seven (7) respondents representing about 15.6% are undecided that the company’s management structure affects its marketing activities, five (5) respondents representing about 11.1% agree that the company’s management structure affects its marketing activities, and five (5) respondents representing about 11.1% strongly agree that the company’s management structure affects its marketing activities. It can be deduced from the above analysis that majority of the respondents believe that the company’s Management Structure affects its Marketing Activities.
Question 6:	As a staff in Airtel, do you think the communication style between members is effective and efficient enough?	
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	10
	22.2
	22.2
	22.2

	A
	15
	33.3
	33.3
	55.6

	UD
	10
	22.2
	22.2
	77.8

	D
	7
	15.6
	15.6
	93.3

	SD
	3
	6.7
	6.7
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, ten (10) respondents representing about 22.2% strongly agree that the communication style between members in the company is effective and efficient enough, fifteen (15) respondents representing about 33.3% agree that the communication style between members in the company is effective and efficient enough, ten (10) respondents representing about 22.2% are undecided that the communication style between members in the company is effective and efficient enough, seven (7) respondents representing about 15.6% disagree that the communication style between members in the company is effective and efficient enough, three (3) respondents representing about 6.7% strongly disagree that the communication style between members in the company is effective and efficient enough. It can be deduced from the above analysis that majority of the respondents believe that the communication style between members in the company is effective and efficient enough.
Question 7:	A relationship exist between the company’s strategic marketing activities and the performance of the company
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	9
	20.0
	20.0
	20.0

	A
	18
	40.0
	40.0
	37.8

	UD
	5
	11.1
	11.1
	48.9

	D
	8
	17.8
	17.8
	88.9

	SD
	5
	11.1
	11.1
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, nine (9) respondents representing about 20.0% strongly agree that a direct  relationship exists between the company’s strategic marketing activities and the performance of the company, eighteen (18) respondents representing about 40.0% agree that a direct relationship exists between the company’s strategic marketing activities and the performance of the company, five (5) respondents representing about 11.1% are undecided that a direct relationship exists between the company’s strategic marketing activities and the performance of the company, eight (8) respondents representing about 17.8% disagree that a direct  relationship exists between the company’s strategic marketing activities and the performance of the company, five (5) respondents representing about 11.1% strongly disagree that a direct relationship exists between the company’s strategic marketing activities and the performance of the company. It can be deduced from the above analysis that majority of the respondents believe that a direct relationship exists between the company’s strategic marketing activities and the performance of the company.
Question 8:	Allocation of tasks by management is rather flexible	
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	17
	37.8
	37.8
	37.8

	A
	10
	22.2
	22.2
	60.0

	UD
	4
	8.9
	8.9
	68.9

	D
	10
	22.2
	22.2
	91.1

	SD
	4
	8.9
	8.9
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, seventeen (17) respondents representing about 37.8% strongly agree that the allocation of tasks by management is rather flexible, ten (10) respondents representing about 22.2% agree that the allocation of tasks by management is rather flexible, four (4) respondents representing about 8.9% are undecided that the allocation of tasks by management is rather flexible, ten (10) respondents representing about 22.2% disagree that the allocation of tasks by management is rather flexible, four (4) respondents representing about 8.9% strongly disagree 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 tasks by company’s management is rather flexible.
Question 9:	The job environment provided by management is conducive and comforting	
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	11
	24.4
	24.4
	24.4

	A
	15
	33.3
	33.3
	42.2

	UD
	2
	4.4
	4.4
	46.7

	D
	8
	17.8
	17.8
	80.0

	SD
	9
	20.0
	20.0
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, eleven (11) respondents representing about 24.4% strongly agree that the job environment provided by management is conducive and comforting, fifteen (15) respondents representing about 33.3% agree that the job environment provided by management is conducive and comforting, two (2) respondents representing about 4.4% are undecided that the job environment provided by management is conducive and comforting, eight (8) respondents representing about 17.8% disagree that the job environment provided by management is conducive and comforting, nine (9) respondents representing about 20.0% strongly disagree that the job environment provided by management is conducive and comforting. It can be deduced from the above analysis that majority of the respondents believe that the job environment provided by management is conducive and comforting.
Question 10:	Personal Selling is an effective tool in sales of products	
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	12
	37.8
	37.8
	37.8

	A
	10
	22.2
	22.2
	60.0

	UD
	8
	17.8
	17.8
	77.8

	D
	5
	11.1
	11.1
	88.9

	SD
	5
	11.1
	11.1
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, seventeen (17) respondents representing about 37.8% strongly agree that Personal Selling is an effective tool in sales of products, ten (10) respondents representing about 22.2% agree that Personal Selling is an effective tool in sales of products, eight (8) respondents representing about 17.8% are undecided that Personal Selling is an effective tool in sales of products, five (5) respondents representing about 11.1% disagree that Personal Selling is an effective tool in sales of products, five (5) respondents representing about 11.1% strongly disagree that Personal Selling is an effective tool in sales of products. It can be deduced from the above analysis that majority of the respondents believe that Personal Selling is an effective tool in sales of products.
Question 11:	Advertisement of product has improved sales increase yielding increase in business performance	
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	21
	46.7
	46.7
	46.7

	A
	10
	22.2
	22.2
	68.9

	UD
	8
	17.8
	17.8
	86.7

	D
	3
	6.7
	6.7
	93.3

	SD
	3
	6.7
	6.7
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, twenty-one (21) respondents representing about 46.7% strongly agree that advertisement of product has improved sales increase yielding increase in business performance, ten (10) respondents representing about 22.2% agree that advertisement of product has improved sales increase yielding increase in business performance, eight (8) respondents representing about 17.8% are undecided that advertisement of product has improved sales increase yielding increase in business performance, three (3) respondents representing about 6.7% disagree that advertisement of product has improved sales increase yielding and increase in business performance,  three (3) respondents representing about 6.7% strongly disagree that advertisement of product has improved sales increase yielding increase in business performance. It can be deduced from the above analysis that majority of the respondents believe that advertisement of product has improved sales increase yielding increase in business


Question 12:	The use of sales promotion as a marketing activity enhances promotion and sales of products	
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	24
	53.3
	53.3
	53.3

	A
	9
	20.0
	20.0
	73.3

	UD
	6
	13.3
	13.3
	86.7

	D
	3
	6.7
	6.7
	93.3

	SD
	3
	6.7
	6.7
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, twenty-four (24) respondents representing about 53.3% strongly agree that the use of sales promotion as a marketing activity enhances promotion and sales of products, nine (9) respondents representing about 20.0% agree that the use of sales promotion as a marketing activity enhances promotion and sales of products, six (6) respondents representing about 13.3% are undecided that the use of sales promotion as a marketing activity enhances promotion and sales of products, three (3) respondents representing about 6.7% disagree that the use of sales promotion as a marketing activity enhances promotion and sales of products, three (3) respondents representing about 6.7% strongly disagree that the use of sales promotion as a marketing activity enhances promotion and sales of products. It can be deduced from the above analysis that majority of the respondents believe that the use of sales promotion as a marketing activity enhances promotion and sales of products.
Question 13:	Does Strategic Management have a significant impact on your company’s performance”	
	
	Frequency
	Percent
	Valid percent
	Cumulative percent

	Valid SA
	18
	40.0
	40.0
	40.0

	A
	10
	22.2
	22.2
	62.2

	UD
	8
	17.8
	17.8
	80.6

	D
	7
	15.6
	15.6
	95.6

	SD
	2
	4.4
	4.4
	100.0

	Total
	45
	100.0
	100.0
	


Source: Field Survey, 2025
The above table shows that out of forty-five (45) questionnaires filled and returned by respondents, twenty-four (24) respondents representing about 53.3% strongly agree that the use of sales promotion as a marketing activity enhances promotion and sales of products, nine (9) respondents representing about 20.0% agree that the use of sales promotion as a marketing activity enhances promotion and sales of products, six (6) respondents representing about 13.3% are undecided that the use of sales promotion as a marketing activity enhances promotion and sales of products, three (3) respondents representing about 6.7% disagree that the use of sales promotion as a marketing activity enhances promotion and sales of products, three (3) respondents representing about 6.7% strongly disagree that the use of sales promotion as a marketing activity enhances promotion and sales of products. It can be deduced from the above analysis that majority of the respondents believe that the use of sales promotion as a marketing activity enhances promotion and sales of products.
4.3   HYPOTHESES TESTING				        	         
4.3.1 HYPOTHESIS I
Hypothesis I was tested with regression analysis to establish correlation between strategic marketing and business performance. Using the tables 4.3.1, 4.3.2, 4.3.3, and 4.3.4 above, the result was given thus:
	Variables Entered/Removeda

	Model
	Variables Entered
	Variables Removed
	Method

	1
	MO, MC, IOa
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: BP
	

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.777a
	.603
	.577
	.32738

	a. Predictors: (Constant), MO, MC, IO
	


Source: SPSS Result & Researcher survey 2018
The above table reveals that the coefficient of multiple determinations is 0.603; the implication of this is that about 60.3% of the variation in business performance (BP) is explained by Market Orientation (MO), Market Capabilities (MC) and Innovation Orientation (IO), while the remaining 39.7% is explained by other factors which are not included in the model. This model seems to be appropriate for the hypothesis since the value of R2 is closer to 1.
The calculated ANOVA table is tested to see if any of the variables are significant. The F-statistic is compared with 3 and 41 degrees of freedom using stats tables. From the ANOVA table, 
F = 23.294, p-value < 0.01 (sig.)  
Since p-value < 0.00≤ 0.05 (critical value), we shall reject the null hypothesis and accept the alternate hypothesis. This implies that at least one of the predictors is useful for business performance, therefore the model is useful.
The table “Coefficients” provides information effect of individual variables (the "Estimated Coefficients" or “beta”) on the dependent variable. 
 		The coefficient of Market Orientation (MO) is 0.432 with p-value of 0.003 less than 0.05% (critical value), the coefficient of Market Capabilities (MC) is 0.240 with p-value of 0.004 less than the 0.05% (critical value) and the coefficient of Innovation Orientation (IO) is 0.229 with p-value of 0.003 less than the 0.05% (critical value). This implies that each of the variables has contributed to the model. Hence, it can be concluded that there is significant relationship between marketing strategies and business performance.
4.4.2 HYPOTHESIS II
Hypotheses II was tested with regression analysis to establish correlation between management structure and marketing activities. Using the tables 4.3.5, 4.3.6, 4.3.7, and 4.3.8 above, 
The result was given thus: 
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	CS, TA, JEa
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: MA
	

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.720a
	.519
	.492
	.32137

	a. Predictors: (Constant), CS, TA, JE
	


Source: SPSS Result & Researcher survey 2018
From the above table, it can be seen that the coefficient of multiple determination is 0.616; the implication of this is that about 61.6% of the variation in the MA (Marketing activities) is explained by variables in the model; Communication Style (CS), Tasks Allocation (TA), and Job Environment (JE), while the remaining 38.4% is explained by other factors which are not included in the model. The regression equation (model formulated) appears to be very useful for making predictions since the value of R2 is close to 1.
	ANOVAb

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	6.009
	3
	2.003
	19.395
	.000a

	
	Residual
	5.577
	41
	.103
	
	

	
	Total
	11.586
	44
	
	
	

	a. Predictors: (Constant), CS, TA, JE
	
	
	

	b. Dependent Variable: MA
	
	
	
	


The calculated ANOVA table is tested to see if any of the variables are significant. The F-statistic is compared with 3 and 41 degrees of freedom using stats tables. From the ANOVA table, 
F = 30.127, p-value < 0.0000 (sig.) 
Since p-value < 0.000≤ 0.05 (critical value), we shall reject the null hypothesis. This implies that at least one of the predictors is useful for marketing activities; therefore the model is useful.
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.468
	.136
	
	3.443
	.001

	
	MO
	.160
	.069
	.263
	2.307
	.025

	
	MC
	.282
	.062
	.523
	4.564
	.000

	
	IO
	.036
	.054
	.064
	.666
	.008

	a. Dependent Variable: MA
	
	
	
	


The table “Coefficients” provides information effect of individual variables (the "Estimated Coefficients" or “beta”) on the dependent variable. The coefficient of Market Orientation is 0.160 with p-value of 0.025 less than 0.05% (critical value), the coefficient of MC is 0.282 with p-value of 0.000 less than the 0.05% (critical value), and the coefficient of IO is 0.036 with p-value of 0.008 less than the 0.05% (critical value). This implies that each of the variables has contributed to the model; MO, MC, IO have direct relationship with MA, that is conducive management structure has a positive effect on marketing activities which affects the performance of the business in a positive way. Hence, the null hypothesis will be rejected and it can be concluded that there is significant relationship between management structure and marketing activities.
4.4.3	 HYPOTHESIS III
Hypothesis III was tested with regression analysis to establish correlation between strategic marketing activities and performance of the business. Using the tables: 4.3.9, 4.3.10, 4.3.11, and 4.3.12 above, the result was given thus:
	Variables Entered/Removedb

	Model
	Variables Entered
	Variables Removed
	Method

	1
	PS, AD, SPa
	.
	Enter

	a. All requested variables entered.
	

	b. Dependent Variable: POB
	


From the above table, it can be seen that the coefficient of multiple determination is 0.524; the implication of this is that about 52.4% of the variation in the POB (Performance of Business) is explained by variables in the model; that is Personal Selling (PS), Advertising (AD) and Sales Promotion (SP), while the remaining 47.6% is explained by other factors which are not included in the model. The regression equation (model formulated) appears to be very useful for making predictions since the value of R2 is closer to 1.
	ANOVAb

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	6.068
	3
	2.023
	19.790
	.000a

	
	Residual
	5.519
	41
	.102
	
	

	
	Total
	11.586
	44
	
	
	

	a. Predictors: (Constant), PS, AD, SPa
	
	
	

	b. Dependent Variable: POB
	
	
	
	


The calculated ANOVA table is tested to see if any of the variables are significant. The F-statistic is compared with 3 and 76 degrees of freedom using stats tables. From the ANOVA table, 
F = 19.790, p-value < 0.0000 (sig.) 
Since p-value < 0.000≤ 0.05 (critical value), we shall reject the null hypothesis. This implies that at least one of the predictors is useful to improve performance of the business; therefore the model is useful.
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.133
	.182
	
	.731
	.468

	
	PS
	.247
	.061
	.407
	4.039
	.000

	
	AD
	.114
	.087
	.125
	1.314
	.014

	
	SP
	.415
	.096
	.441
	4.321
	.000

	a: Dependent Variable: POB
	
	
	
	














The table “Coefficients” provides information effect of individual variables (the "Estimated Coefficients" or “beta”) on the dependent variable. 	
The coefficient of PS is 0.247 with p-value of 0.000 less than 0.05% (critical value), the coefficient of AD is 0.114 with p-value of 0.014 less than the 0.05% (critical value) and the coefficient of SP is 0.415 with p-value of 0.001 less than the 0.05% (critical value). This implies that each of the variables has contributed to the model; PS, AD, & SP have direct relationship with POB. Hence, the null hypothesis will be rejected and it can be concluded that Strategic Marketing activities lead to increased Performance of The Business.


CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS.
5.1	SUMMARY OF RESEARCH FINDINGS
The research study has revealed the extent to which strategic marketing has an impact on business performance. The study has helped deduce findings that Strategic Marketing develops a significant impact on the performance of the business. Strategic Marketing concepts serve as variables that influence these impacts. 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 follows;
Market orientation is an important part of contemporary marketing strategy that influences business performance.
Business organizations gain competitive advantage over competitors through the effective use of marketing resources- marketing assets and marketing capabilities.
Business performance is also enhanced by innovation of new ideas and features and the successful introduction of such ideas.
The method of communication process affects the results of marketing activities which influences business performance.
The analysis revealed 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’s strategic marketing activities and the performance of the company
Personal selling is an effective tool in sales of products which boost business performance.
Through the use of advertising, awareness about company’s product and services is increased which increases sales volume. This is a positive impact on business performance.
5.2	CONCLUSION
The conclusion here is based on the results obtained in the hypotheses tested, and from the data analysis, which was made from the research instrument responses. The hypotheses tested during the course of carrying out the project were found useful for the organization on the turnout of business performance.  Other conclusions are drawn from the discussed summary of findings.
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 dimensions 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 orientations 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 effects of management structures on marketing activities. The intention was to find out whether the management structures 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 allocation to members and job environment. It was deduced that these factors does have an impact on marketing activities forming a relationship with the performance 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 thereby enhancing performance of the business.
It is therefore concluded that all these put together, it is obvious that the application of marketing strategies will enhance and form a significant impact on the performance of a business.
5.3	RECOMMENDATIONS
The research effort is to give an insight into the impact of strategic marketing on business performance. Strategy Marketing is a very important phenomenon in any business operation. The following recommendations are made as regards to this study;
Business organisations should work on the market’s orientation of the products of the company. This can be done by research on what the market needs and wants are and produce quality and highly featured products that are capable of satisfying these needs at attractive and yet beneficent prices as this will increase the purchase of company’s products.
Innovation of new ideas about company’s product and services should be stimulated to enhance growth and development.
The management should adopt such management structures that will form a conducive atmosphere for both the staffs and the organisation.
There should be easy flow of information and communication within management to achieve efficiency and effectiveness.
Job environment within organisation should be favourable to enhance motivation of workers.
Management should make effective and efficient use of their marketing resources to gain high competitive advantage in the competition market.
Furthermore, it should be noted 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 the product will be made known to all consumers.
5.4	LIMITATIONS AND SUGGESTIONS FOR FURTHER STUDIES
	As useful as this study is intended to be, some of the likely limitations to the success of the study include; the inadequacy of the time required for the conduct of this research, inadequacy of materials provided by the company of study due to the corporate structure and perhaps the company’s secrets so as not to be exposed to its competitors. A scholar, Fahy et al. (2000) studied the nature of marketing capabilities across a range of firm types in Central Europe. They found that firms with foreign participation are able to develop a sophisticated level of marketing capability with a resulting positive impact on business performance. 
Unfortunately, the research questionnaire does not gather information from firms’ international activity so that it was not possible to study relationships between international involvedness and business performance.	However, the researcher tried to eliminate these threats by maximizing the use of the available time by gathering as much data and information needed as time permitted. Also, made use of data and materials provided by the company case study-Airtel Company, Ilorin branch and also looked for other sources of information that may relate to the issue at hand.
	The following areas may further be studied in subsequent work;
The possibility of gathering information from firms’ international activity so that it will be possible to study relationships between international involvedness and business performance.
The possibility of coring of the shortage of time required for the conduct of the research, and inadequacy of materials provided by the company as regards to the study.
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