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Abstract

This study centered on the Roles of Marketing Strategies in the performance of Small and
Medium Enterprises (SMEs) in South West Nigeria, focusing on Market Segmentation,
Product positioning, Pricing strategies, Distribution channels, and Promotional activities. The
study adopted a quantitative approach. Data were collected from 482 SME owners through a
survey, and hypotheses were tested at a significance level of 0.05.Linear regression analysis
revealed a substantial influence of Marketing Strategies on SME performance, explaining
98.9% of its variability (R? = 0.989, p < 0.05). The standardized coefficient (3 @4, p <
0.01) suggests that a unit increase in marketing strategies leads to a 99.4% 1@ in SME
e

performance. Furthermore, there exists a significant positive relat'iqso' tween key

performance indicators (KPIs) and SME performance, with a correl efficient of 0.960
(p < 0.05) from Pearson Product Moment Correlation analysis, oring the critical role
of KPIs in evaluating SME performance. Different dimensi f marketing strategies also

significantly influenced SME performance, explaining 9of its variability (R* = 0.956, p
< 0.05). The standardized coefficient (§ = 0.96 6, E 7@) indicates that enhancing different

marketing strategies could lead to a 96.6% i e in SME performance. Moreover,
challenges and constraints in developing lementing effective Marketing Strategies
significantly impacted SME performa utcomes, explaining 89.8% of its variability (R* =
0.898, p < 0.05). The standardized x

these challenges could result $ 4.8% increase in their impact on SME performance.
i

t (B =0.948, p <0.01) suggests that overcoming

Overall, the study empha51 votal role of effective Marketing Strategies in enhancing
SME performance in So h est Nigeria, while highlighting the substantial challenges SMEs

face that must beaﬂ(&ed to optimize their Marketing efforts and overall performance.

Keywords: keting strategies, SME performance, South West Nigeria, Key performance
indi% Is), Linear regression analysis

Word Count: 284
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Chapter one

Introduction

1.1 Background to the Study

In the context of a company, the term "marketing strategy" refers to the comprehensive plan
that the company has devised to attract potential customers and convert them into actual
buyers of the company's goods or services. The value proposition of the compan € most
important messaging for the brand, information on the demographics of the stomers,
and other high-level elements are all included in a marketing plan. Is/there™s a correlation
between a clearly defined marketing strategy and an increase in_t Qes and marketing of
the company?. This study looks at the roles of Marketin egy on the Performance of
Small and Medium-sized Enterprises (SMEs) in South\ﬁt geria. This chapter explored the
background to the study, the statement of the resea@rgoblem, the aims and objectives of the

investigation, the research questions, the Q\@(Q behind the study, and the scope of the

study. \E§

Small and Medium-Sized Ente@és (SMEs) are pivotal contributors to economies globally,
and Nigeria inclusive. %@their modest scale and resources, SMEs play diverse roles in
driving economie é\@s&ion, fostering innovation, and generating employment opportunities
across Varioggee(ors. Their inherent flexibility enables them to swiftly adapt to market
dynami%’éwovate within their niches, and contribute to the resilience of local economies.
By embracing personalized approaches to business, SMEs stimulate competition, encourage
diversity, and nurture entrepreneurship, thereby injecting vitality into markets and fostering a
culture of innovation. Moreover, SMEs serve as catalysts for community development by
creating job opportunities, particularly in rural and marginalized areas, which contributes to

poverty alleviation and social inclusion'=.



Overall, SMEs embody the spirit of enterprise and serve as pivotal agents in shaping
economic landscapes, driving inclusive growth, and fostering sustainable development. In
essence, nurturing and supporting the growth of SMEs is essential for fostering economic
resilience, promoting innovation, and building sustainable societies. Their ability to adapt,
innovate, and create value underscores their importance in driving economic transformation
and improving livelihoods. By empowering individuals and communities with oppertunities
for economic participation and growth, SMEs contribute to the realizati Qinclusive
prosperity and sustainable development goals. Therefore, fostering an enabling environment
for SMEs to thrive is crucial for unlocking their full potentia

irfes of growth and

drivers of socio-economic progress*>.

O

The Small and Medium-sized Enterprises (SMEs) lagg in Nigeria, particularly in the
South West region, stands out for its dynamismébesilience. SMEs play a vital role in
driving economic development, genera\ ployment opportunities, and fostering
innovation within Nigeria's economye \\“'(%ent years, there has been a growing emphasis on
understanding the intricate relati@ci?between marketing strategies and SME performance,
attracting considerable att@from researchers, policymakers, and industry stakeholders
alike. The South We gon of Nigeria, which includes bustling commercial centers like
Lagos, Ibadan@

characteri@r a diverse array of SMEs spanning various sectors such as manufacturing,

a, and other key cities, serves as a crucial economic corridor

serv%&etaﬂ, and technology. Within this vibrant ecosystem, the interplay between
marketing strategies adopted by SMEs and their consequent performance outcomes assumes

paramount importance in shaping the economic landscape and driving sustainable growth.5”.

The strategic choices made by SMEs regarding their marketing approaches significantly
influence their competitive positioning, growth trajectory, and overall sustainability within

the South West Nigerian market and beyond. As SMEs navigate through the complexities of



the business environment, including evolving consumer preferences, technological
advancements, and regulatory frameworks, understanding the nuances of effective marketing
strategies becomes indispensable for achieving desired performance outcomes. Therefore,
elucidating the dynamics of marketing strategy implementation and its impact on SME
performance holds significant implications for fostering innovation, competitiveness, and

economic resilience within the South West Nigerian SME ecosystem 8. \

Marketing strategy stands as a cornerstone for Small and Medium-sized Ent@%s (SMEs)
navigating highly competitive markets, as underscored by recent st@ =’This strategic
framework encompasses a coherent set of actions meticulously d to achieve specific
marketing objectives tailored to the SME's target audience@ese objectives span various
facets such as market segmentation, product positig@pricing strategies, distribution
channels, and promotional endeavors, all intricate%’i&rtwined to address the unique needs
and preferences of customers. The efﬁc@@these strategies plays a pivotal role in

determining SMEs' performance met& cluding growth, profitability, market share, and

The successful impleme ®of a well-conceived marketing strategy holds the potential to

sustainability®.

revolutionize Smgﬂ;&Medium-sized Enterprises (SMEs), propelling them toward customer
engagement d@ntiaﬁon in competitive arenas, and the cultivation of robust brand
equity.'” ¢h strategic alignment with overarching business objectives, SMEs can not
onlyMter their market presence but also foster enduring customer loyalty while driving
sustainable revenue growth. This alignment allows SMEs to navigate the intricate landscapes
of dynamic markets with agility and resilience, adapting to evolving consumer preferences

and market trends with precision!?,



In essence, the comprehension and adept execution of marketing strategy dynamics emerge as
pivotal imperatives for SMEs seeking not just survival, but thriving in modern market

environments characterized by relentless innovation and shifting consumer behaviors !!.

By embracing a customer-centric ethos and infusing innovation into their marketing
endeavors, SMEs can position themselves as frontrunners in their respective industries,
fostering enduring relationships with customers while continuously innovating& meet
evolving market demands. In this landscape, differentiation becomes not m strategy
but a foundational principle driving SMEs toward sustained competit@gﬁnd long-term
viability, underscoring the paramount importance of strategic m acumen in SMEs'

journey toward enduring success!!. Q

However, the context within which SMEs operate '@outh West Nigeria presents both
opportunities and challenges for marketing str. Q{anlementation”. Rapid urbanization,
shifting consumer preferences, technolo T?@dvancements, regulatory frameworks, and
socio-economic factors exert profo.r’\&.i uences on SMEs' marketing endeavours and
performance outcomes'* Aga@s backdrop, scholarly inquiry into the nexus between
marketing strategy and performance in South West Nigeria emerges as a pressing
imperative. By e}\s&ng the factors that underpin the formulation, implementation, and
outcomes 0 m(ggytmg strategies within the context of SMEs, this study aims to provide
Valuable% ights that can inform policy interventions, managerial decision-making, and
acade}i€ discourse. Through a comprehensive examination of the interrelationships between
marketing strategy dimensions (such as market orientation, innovation, branding, and digital
marketing) and SMEs' performance metrics, this research seeks to offer actionable
recommendations for enhancing the competitiveness and sustainability of SMEs in the South
West region. By bridging the gap between theory and practice, this study endeavors to
contribute to the burgeoning body of knowledge on marketing strategy and SMEs

4



performance, thereby fostering economic growth, entrepreneurship, and inclusive

development in South West Nigeria and beyond 21314,

1.2 Statement of the Problem

In South West Nigeria, Small and Medium-sized Enterprises (SMEs) are pivotal drivers of

economic growth and employment. However, they grapple with formidable obstacles in

maintaining sustainable performance and competitiveness. While marketing st ies are

acknowledged as crucial determinants of SME success, there exists a gap i @ ehending
&

the specific dynamics through which these strategies influence SM rformance in the

region. @

Several key issues underscore the challenges faced by SQQSouth West Nigeria. Firstly,
SMEs encounter difficulties in developing and imp}g@sting effective marketing strategies
tailored to their unique contexts, including diverse consumer preferences, competitive
landscapes, and resource constraints. This %\& clarity impedes their ability to capitalize on

]
market opportunities and mitigate r‘is\fsgéfb ively 1314,

Moreover, many SMEs oper'a@%in resource-constrained environments marked by limited
financial, human, and\égological resources. Consequently, they struggle to allocate
resources opti Il?éagr ss various marketing activities, hindering their competitiveness and
sustainable grewth. The dynamic market environments and competitive pressures in South
Wes\I/%an pose additional challenges'> Rapid changes in consumer behavior,
technological advancements, regulatory frameworks, and competitive dynamics necessitate
prompt adaptations in marketing strategies. However, SMEs often find it challenging to

respond swiftly, risking erosion of market share, profitability, and long-term viability'.

Furthermore, in an increasingly digitized business landscape, SMEs may underutilize digital

marketing channels and tools, limiting their ability to reach and engage with target customers



effectively. Insufficient awareness, technical know-how, and financial investments in digital
marketing initiatives constrain their ability to leverage emerging digital platforms and
capitalize on online market opportunities. Moreover, the absence of empirical research and
evidence-based insights tailored to the marketing challenges and opportunities facing SMEs
in South West Nigeria compounds the problem. The lack of comprehensive studies hampers
policymakers, industry practitioners, and academic researchers' ability to formulate informed

strategies and interventions to support SME development and competitivenessléQQ

Addressing these multifaceted challenges demands a clearer understan%gﬂﬁe interactions
between marketing strategies and SME performance within the con Q South West Nigeria.
By identifying the underlying factors inhibiting effective m ing strategy formulation and
implementation, this study aims to provide actionable re& endations and strategic insights

aimed at enhancing the competitiveness, resilience@ustainabﬂity of SMEs in the region'’.

1.3 Aim and Objectives of the Study \3

]
The main aim of this study was to int%%ﬁt the relationship between marketing strategy and

N\

the performance of Small and ium-sized Enterprises (SMEs) in South West Nigeria. To

achieve this aim, the Sp@j ectives include to:

i. asge: sSh%)revailing marketing strategies employed by SMEs operating across
V@US sectors in South West Nigeria;

\/élq evaluate and analyse the key performance indicators (KPIs) and metrics
associated with SME performance, including revenue growth, profitability, market
share, customer satisfaction, and brand equity;

iii investigate the relationship between marketing strategies and SME performance

in South Western part of Nigeria;



iv investigate the challenges and constraints facing the development of SMEs and
the implementation of effective marketing strategies in the South West Nigerian
market; and

v proffer various strategies to improve and enhance the development of SMEs in

South Western part of Nigeria.

1.4 Research Questions Q\

The research answered the following questions: : Q

1. What are the prevailing marketing strategies d by Small and
Medium-sized Enterprises (SMEs) operating @Ath West Nigeria across
various sectors?

il. What are the key performance indicators (KPIs) and metrics used to
evaluate the performance of n the South West region?

iil. How do different @g strategy dimensions, such as market
segmentation, pro ihfo itioning, pricing strategies, distribution channels,
and promot %%actwltles influence the performance outcomes of SMEs
in S%{‘(\t Nigeria?

. . @are the challenges and constraints faced by SMEs in developing and

§Q4nplementing effective marketing strategies in the South West Nigerian

O

\/QJ

1.5  Hypotheses

market?

These hypotheses guided the empirical investigation and analysis to elucidate the complex
interplay between marketing strategies and SME performance in the dynamic business
environment of South West Nigeria. Based on the aims, objectives, and research questions

outlined in Chapter One, the following Null hypotheses (Ho) are presented:



i. There is no significant influence of the prevailing marketing strategies adopted on the
performance of SMEs in South West Nigeria across various sectors.

ii. There is no significant relationship between the key performance indicators (KPIs)
and metrics used to evaluate the performance of SMEs in the South West region

iii. There is no significant influence of different marketing strategy dimensions, such as
market segmentation, product positioning, pricing strategies, distribution ¢hannels,
and promotional activities, on the performance outcomes of SMEs Qﬂﬁ West

Nigeria. (J

iv. There is no significant influence of the challenges and co saced by SMEs in

N

developing and implementing effective marketing ,stratcgies on the performance

outcomes of SMEs in South West Nigeria. Q

1.6 Significance of the Study b’b
o

Small and medium-sized enterprises (SMW engines of economic growth, innovation,
and employment generation, paﬂiculdﬁ@w context of South West Nigeria. This study was
conducted because of the esser@&relevance of SMEs as engines of economic growth,
innovation, and employme Xneration. There is a considerable contribution that small and
medium-sized enterprises (SMEs) make to the expansion of the gross domestic product
.
(GDP), the allgviafion of poverty, and the development of socioeconomic conditions.!!
Despite t that they play a crucial role, small and medium-sized enterprises (SMEs) in
the Mn confront significant obstacles when it comes to establishing sustainable

performance and competitiveness'! '8,

It is essential, for a number of reasons, to have a comprehensive understanding of the
complex dynamics that exist between marketing strategies and the success of SMEs!* To
begin, marketing strategies are essential mechanisms that help small and medium-sized

enterprises (SMESs) traverse competitive market environments, differentiate themselves from

8



competitors, and extract value from target audiences. By utilising efficient marketing
techniques, small and medium-sized enterprises (SMEs) are able to recognise and capitalise
on market possibilities, optimise resource allocation, and establish long-lasting relationships
with their consumers. Moreover, in the face of evolving consumer preferences, technological
disruptions, and competitive pressures, SMEs must continually adapt and innovate their
marketing approaches to remain relevant and resilient. By investigating the rel{tionship
between marketing strategies and SME performance, this study seeks to unc ctionable
insights and best practices that can empower SMEs to enhance their r;1<k rgsponsiveness,

agility, and sustainability in the long term'® 20, 0

In addition, the empirical knowledge that was obtained ﬁthis study has major

implications for policymakers, industry practitionersig other stakeholders who are

engaging in the process of promoting the developr@ small and medium-sized enterprises
(SMEs) and entrepreneurship in South Wes@%. Policymakers are able to design targeted
interventions, regulatory frameworl\\' nd support mechanisms to strengthen the
competitiveness of SMEs, faci!@Q%ccess to markets, and foster an enabling business
environment that is con@% to innovation and growth when they have a deeper

understanding of the &inants and dynamics of marketing strategy effectiveness within

the SME sectorQ:\\"

The ﬁn@% this study would influence management decision-making processes inside
small\Ad medium-sized enterprises (SMEs). This can provide business leaders and
entrepreneurs with evidence-based insights into the design, implementation, and assessment
of marketing strategies that are adapted to their particular contexts and goals as reported in
similar findings. This study intends to empower small and medium-sized enterprises (SMEs)
to overcome market problems, capitalise on new opportunities, and achieve sustained
business success by providing them with practical knowledge and strategic assistance so that

9



they may achieve these goals?*
In summary, the basis for this study comes in the fact that it has the ability to develop new
knowledge, contribute to the discourse on policy, and equip small and medium-sized
enterprises (SMEs) with the tools and strategies that are necessary to succeed in market
contexts that are both dynamic and competitive. This research endeavour aims to contribute
to the progress of small and medium-sized enterprise (SME) development, economi{growth,

and inclusive prosperity in South West Nigeria and beyond by bridging ti@ between

1.7 Scope the Study @

The study centres on the South West area of Nigeria, encom g Lagos, Ogun, Oyo, Osun,

theory and practice using a research methodology.

Ondo, and Ekiti states, known for their varied econo:@e ironments. The study includes
small and medium-sized enterprises in several i&es such as manufacturing, services,
retail, technology, agriculture, and hospital the goal of examining different marketing
techniques and performance tren@’\‘{‘%‘icipants consist of small and medium-sized
enterprises with various operatio@gtructures, including entrepreneurs, business owners, and

marketing managers. E§®¥ quantitative surveys to investigate the correlation between

marketing strategy and\S success. It takes into account current practices while recognising
]
past trends. The,study acknowledges limitations related to sample size and data dependability

while seeking=to provide insights into the complex dynamics of marketing strategies and

SME\W%ess in South West Nigeria.

1.8 Operational Definition of Terms
The following terms were identified in the study:

1. Brand Equity: Brand equity refers to the intangible value or reputation that a

brand holds in the minds of consumers. It encompasses brand awareness,

10



ii.

iii.

1v.

perceived quality, brand associations, and brand loyalty, all of which contribute to
the brand's overall value and competitive advantage.

Competitive Advantage: Competitive advantage refers to the unique strengths,
capabilities, or assets that enable a company to outperform competitors in the
marketplace and achieve superior financial and market performance. It may stem
from factors such as product differentiation, cost leadership, techmological
innovation, or brand reputation. QQ
Customer Loyalty: Customer loyalty refers to the degree oQ:gnmitment or
attachment that customer’s exhibit toward a particular b product, or service.
It encompasses repeat purchases, positive word-o cﬁcommendations, and a
willingness to remain loyal to a brand despite @e‘utive offerings.

Market Presence: Market presence de t%%visibility and influence of a brand
or business within its target m (émdustry segment. It encompasses brand

recognition, market share, sdi,)%%tion reach, and overall impact on consumer
°
perceptions and behavi(@

Market Segmenteft@%arket segmentation involves dividing a broad market into
smaller, more, hdniogeneous groups of consumers with similar needs, preferences,
or 5@&0& It enables companies to tailor their marketing efforts and

o@ings to specific customer segments, thereby enhancing relevance and

\@‘ectiveness.

Vi.

Market Share: Market share represents the portion or percentage of total sales or
revenue that a company captures within a specific market or industry segment. It
is a key performance metric used to assess a company's relative position and

competitive strength compared to other players in the market.

11



vii.  Pricing Strategies: Pricing strategies involve the methods and approaches used by
companies to set the prices of their products or services.

viii.  Target Customers: Target customers are the specific individuals or groups within a
market segment that a company aims to reach and serve with its products or

services.

12



Endnotes
Y. A. Olumoh. Strategic Management Controls and Operational Performance of Small and

Medium Enterprises in South-West Nigeria. Malete Journal of Accounting and Finance, 4(2),
2024, pp.176-190.

2N. Okechukwu, E. P. Agbai, & H. PCE. Exploring the role of value orientation in Small and
Medium-Sized Enterprise (SME) and Entrepreneurial Development in Nigeria. Disseminating
Scholarly Research Across the Globe, 2024, 5.

3 M. Olanrewaju. The Impact of Entrepreneurship Education on Improving Small and
Medium-size Enterprises (SMEs) Performance in Kwara and Oyo States, Nigeria. Master’s
Degree Programme in International Business Management. 2024, — 88.
https://www.theseus.fi/handle/10024/862228.

4C. C. Ekechi, E. G. Chukwurah, L. D. Oyeniyi, & C. D. Okeke. 4 revi MQ[)mall business
growth strategies in African economies. International Journal of ced Economics, 6
(4), 2024, 76 — 94.

> H. E. Inegbedion, P. R. Thikan, J. O. David, J. O. Ajani, &ter. Small and Medium
Enterprise (SME) competitiveness and employment cregti he mediating role of SME
growth. Humanities and Social Sciences Communicatio 1(1), 2024, 1-10.

6 J. Eziashi, & E. Sainidis. Manufacturing S. '@gy to Grow and Develop in an
Emerging Economy: Evidence From Nigeria. | rs of SME Growth and Sustainability
in Emerging Markets IGI Global 2024, 1 — 3{6}6

1. P. Udegbunam, C. E. Udeoba, G. U -\Anunobi, & K. N. Abasili. Talent Acquisition for
Small and Medium-sized Enterpris; Es) in Nigeria: Analysis of Challenges and
Potential Solutions. International\ nal of Social Science and Management Studies,

3(1),2024, 1 —11. Q

8L. C. Gerlitz, Meyer, &Gt \se. Marketing and branding strategy for the South Baltic Sea
Region: reinforcing reg innovation in SMEs through cross-border collaboration models
in the age of tran;vng tion. Entrepreneurship and Sustainability, 4, 467 2021, 1 - 98

’N. M. Als ra@e Interplay of Strategic Management Accounting, Business Strategy and
Organizatiogal,Change: as Influenced by a Configurational Theory. Journal of Accounting
& Organ nal Change, 20 (1), 2024, 153 — 176.

10 MMlshahrani & K. S. Husain. The Effectiveness of the Implementation of ISO 9001 on
SMEs Performance: The Case of an Emerging Economy. International Journal of Quality
& Reliability Management, 41 (1), 2024, 84 — 106.

' 1. Kaufman, C. Horton, & Soltanifar, M. Digital Marketing: Integrating Strategy,
Sustainability, and Purpose. Taylor &Francis. 2023.

2 'E. C. Agbogun. Successful Marketing Strategies for Sustaining Nigerian Small and

Medium Enterprises. (Walden Dissertations and Doctoral Studies Collection), 2022.
https://scholarworks.waldenu.edu/dissertations

13



13 X. Liu, M. Yang, Z. Shao, L. Liu, & W. Gu. Assessment of Impacts of Mineral Raw
Material Resource Efficiency on Enterprise Performance. Resources Policy, 90 (104803),
2024.

14P. F. Ojochide, & P. A. Oluwaseyi. Enhancing Market Performance for Small and Medium
Enterprises (SMEs) in Nigeria through Digital Transformation. African Journal of Business
and Economic Development, 4 (1), 2024, 35-43.

15 G. Mugano. Role of SMEs in Economic Development in Africa. SMEs and Economic
Development in Africa, Routledge, 1 (16), 2024, 1 - 14

16 E. I. Okoye. & U. J. Nwoye. Robust Response to Tentative Business Models_imWNigeria:
Addressing the Challenges of Domestic Production and Domestic ConsumptignN\Journal of
Taxation and Economic Development, 20 (2), 2021, 77-93. 6

I7R. AnesSilveira & H. S. Mamede. Strengthening the Resilience and K%ieverance of Rural
Accommodation Enterprises in the Iberian Depopulated Ar@t ough Enterprise
Architecture. Sustainability, 16 (2), 2024, 5 - 33

8 A. Enaifoghe & T. Ramsuraj. Examining the F@'on and Contribution of
Entrepreneurship through Small and Medium Enterpri@s Drivers of Local Economic
Growth in South Africa. African Journal of Inter/Mulgidis¢iplinary Studies, 5 (1), 2023, 1-

11 rb

Y B. Farace & A. Tarabella. Exploring the Rol gitalization as a Driver for the Adoption
of Circular Economy Principles in Agrifoo s—An Interpretive Case Study. British Food

Journal, 126 (1), 2024, 409-427 ’6

20S. Q. Cheng, Q. Fan, & A. A. D‘g%? ni. Opening the Black Box between Strategic Vision
on Digitalization and SMEs Transformation: The Mediating Role of Resource
Orchestration. Kybernetes, S 72024: 580-599.

21 C. Herce, C. Martim,\§ Toro. Energy Efficiency Policies for Small and Medium-Sized
Enterprises: A Revie%u ainability, 16 (3), 2024: 1023

22M. A. Nazir, s n & M. R. Khan. Identifying Prosperity Characteristics in Small and
Medium-Siz. prises of Pakistan: Firm, Strategy and Characteristics of Entrepreneurs.
Journal o Business Studies, 18 (1), 2024: 21-43.

\/Q/

14



Chapter Two

Literature Review
The literature review is an essential component of academic research as it provides an
understanding of existing knowledge, theories, and research findings related to the topic
under investigation. This chapter delved into the body of literature concerning the roles of
Marketing Strategy on the Performance of Small and Medium-sized Enterprises Es), in

Southwest, Nigeria. The chapter contains conceptual review, empirical rt\/@ eoretical

review and conceptual framework. /\
2.1 Conceptual Review $

In this section, the conceptual foundations of marketin ng and Small and Medium-
Sized Enterprises (SMEs) performance is present d.@rstanding these concepts is crucial
for clear discussion and review of the dyna at underpin the relationship between
marketing strategies and SME perforrne;iﬁ.RQ
2.1.1 Marketing Strategy %‘\(9\
Marketing strategy constit X fundamental aspect of a company's overall business plan,
aimed at enticing pot chstomers and converting them into purchasers of its products or
services.'It inv{l.\:%&\é eliberate series of coordinated actions meticulously designed to
accomplis}bé;iﬁc marketing objectives and goals. These objectives encompass a broad

rangN%utcomes, including increased brand awareness, customer acquisition, revenue

growth, and market share expansion'.

A well-defined marketing strategy comprises several key components that collectively
contribute to its effectiveness. These components typically include market segmentation,
targeting, positioning, pricing strategies, distribution channels, and promotional activities.
Market segmentation involves dividing the broader market into distinct groups of consumers

15



with similar needs, preferences, and characteristics. This segmentation enables businesses to
tailor their marketing efforts and messages to specific audience segments, thereby enhancing

relevance and resonance?.

Targeting involves the selection of specific customer segments or market niches that align
with the company's strategic objectives and value proposition. By focusing resources and
efforts on target markets with the highest potential for profitability and growth, %panies
can optimize their marketing investments and maximize returns. Positionir@%rs to the
strategic placement of a company's products or services in the minds OQ ers relative to
competitors. It involves crafting a compelling value proposition Qghlights the unique
benefits and value offerings of the company's offerings. A s value proposition serves as
the cornerstone of a company's brand messaging a&@itioning strategies, helping to

differentiate its offerings from those of competitorﬁbﬁ marketplace™ 4.

O

Furthermore, a successful marketing strategy\@eeply rooted in a thorough understanding of
the target market and consumer be .& r) The understanding entails ongoing analysis of
market trends, consumer prgf@, purchasing behaviors, and competitive dynamics. By
gaining insights into t}%@ desires, and pain points of their target audience, companies
can develop tailo.r@rketing approaches that resonate with consumers and drive desired
outcomes. feﬁ'w marketing strategies (EMS) are dynamic and responsive, adapting to
evolvin t conditions, consumer preferences, and competitive pressures. They leverage
data-}ven insights, market intelligence, and customer feedback to refine and optimize
marketing tactics over time. By continuously monitoring and evaluating the performance of
their marketing initiatives, companies can identify opportunities for improvement and
innovation, ensuring their strategies remain relevant and impactful in a rapidly changing

business environment>: ©.
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In summary, a well-crafted marketing strategy serves as a roadmap for achieving business
objectives and driving sustainable growth. It is characterized by clarity, focus, and alignment
with the needs and preferences of target customers. By embracing a customer-centric
approach and leveraging strategic insights, companies can develop compelling marketing

strategies that resonate with consumers, differentiate their offerings, and position them for

long-term success in the marketplace. \

2.1.2 Small and Medium-Sized Enterprises (SMEs) Performance Q

Small and Medium-Sized Enterprises (SMEs) represent a vital se nt(o‘( the business
landscape, characterized by their moderate scale of operations% loyee count. These
enterprises typically operate with fewer resources an te lower revenue turnover
compared to larger corporations. Despite their size, Qlay a pivotal role in fostering
economic growth, driving innovation, and gen@ employment opportunities across
various industries. The performance of SM&\K@ompasses a diverse array of dimensions that
collectively contribute to their ovetﬁ\&s; cess and sustainability in competitive market
environments. These dlmensm%&nclude revenue growth, profitability, market share,

customer satisfaction, 1tan%}ulty, and sustainability. Achieving positive outcomes across

these performance m

SMEs"-8. 0
O

IntemalQréME performance is influenced by a multitude of factors that encompass

1s essential for ensuring the long-term viability and prosperity of

orgaMonal capabilities, managerial expertise, innovation capacity, and operational
efficiency. Effective leadership, strategic management, and adept decision-making are
essential for navigating the complexities of running an SME and driving performance
excellence. Moreover, fostering a culture of innovation, creativity, and continuous
improvement can enhance SMEs' ability to adapt to evolving market dynamics and seize

emerging opportunities. Externally, SME performance is shaped by a dynamic interplay of
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market forces, competitive pressures, regulatory frameworks, and technological
advancements. Market dynamics, including shifts in consumer preferences, industry trends,
and competitive landscapes, exert profound influences on SMEs' market positioning and
performance trajectories. Moreover, navigating regulatory compliance, managing competitive
pressures, and harnessing technological innovations are critical imperatives for SMEs seeking
to thrive in today's fast-paced business environment. SMEs often face unique challepges and
constraints that can impact their performance outcomes. Limited access to fin resources,
constrained managerial bandwidth, and vulnerability to market volatility aré, common hurdles
faced by SMEs. Additionally, navigating regulatory complexitie ,@ing supply chain
disruptions, and addressing talent shortages pose significant c@% for SMEs operating in

increasingly competitive market.” 1% 11, Q

In conclusion, understanding the multifaceted na@%? SME performance is essential for
identifying opportunities for improvem@tigaﬁng risks, and enhancing overall
competitiveness. By leveraging theis @ths, addressing weaknesses, and capitalizing on

market opportunities, SMEs can@“gi?on themselves for sustainable growth and long-term

success in today's dyna%@ss landscape.

2.1.2 Market Seg&station (MS) and SME performance

Market se egﬂkn (MS) plays a pivotal role in shaping the performance and
competi@%ss of Small and Medium-sized Enterprises (SMEs) across diverse industries
and Mets.lsz dividing the market into distinct segments based on shared characteristics,
preferences, and needs of customers, SMEs can tailor their products, services, and marketing
strategies to effectively target specific customer groups. This targeted approach enables
SMEs to allocate their limited resources more efficiently, optimize marketing efforts, and
enhance customer satisfaction, thereby driving overall business performance. One way

market segmentation influences SME performance is by enabling businesses to identify and

18



prioritize high-potential market segments that offer the greatest opportunities for growth and
profitability.”* By understanding the unique needs, preferences, and behaviors of different
customer segments, SMEs can develop tailored value propositions and product offerings that
resonate with target customers, leading to increased sales and market share. For example, an
SME operating in the food and beverage industry may segment its market based on
demographic factors such as age, income, and lifestyle preferences to identify\speciﬁc
consumer groups with varying tastes and dietary preferences. By offering cust d product
formulations or packaging sizes designed to appeal to different se%xﬁ&,) e SME can

effectively penetrate diverse market segments and capture a%@s are of consumer

spending!?13. Q

Moreover, market segmentation enables SMEs to diff@@e themselves from competitors
by delivering more personalized and relevant expe@s to target customers. By focusing on
the unique needs and preferences of each sa@rgSMEs can tailor their marketing messages,
communication channels, and prom@ activities to resonate with specific audience
segments. This targeted approac%qhnces brand perception, fosters customer loyalty, and
strengthens competitive @ ng in the market. For instance, an SME in the fashion
industry may segmentits ‘market based on psychographic factors such as lifestyle, values, and
personality trai@

segments. ligning its brand messaging and product offerings with the interests and

te targeted marketing campaigns that appeal to different consumer

aspir)(k(% of each segment, the SME can build stronger emotional connections with

customers and drive brand loyalty over time'4.

In conclusion, market segmentation serves as a strategic tool for SMEs to identify, understand,
and effectively engage with diverse customer segments, driving performance improvement
and sustainable growth. By leveraging market segmentation insights to tailor products,
services, and marketing strategies to the unique needs and preferences of target customers,
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SMEs can enhance their competitive advantage, expand market reach, and achieve long-term

success in dynamic and competitive business environments.

2.1.3 Product Positioning and its impact on SME performance

Product positioning is a critical component of SMEs' marketing strategy and has a profound
impact on their performance in the marketplace.!> Product positioning refers to the way a
product is perceived by consumers relative to competing products in the market, {%VOIVGS
establishing a distinct image, identity, and value proposition for the product rentiates
it from alternatives and resonates with target customers. For SM&\e ective product
positioning is essential for gaining a competitive edge, attracting rs, and driving sales
growth. By clearly defining and communicating the uni ueres, benefits, and value of
their products, SMEs can carve out a distinct market pgsitiotf and appeal to specific customer
segments. A well-executed product positioning st enables SMEs to create meaningful

connections with target customers, enhance@ perception, and foster customer loyalty!>!6.

One way product positioning im .(®4E performance is by influencing purchasing
decisions and brand preferenc&%ong consumers. When SMEs successfully position their
products as offering un@%e\eﬁts or solving specific customer problems, they can capture
the attention and.iﬁ&t of their target market segments. For example, an SME specializing
in eco—frien%ge}sehold cleaning products may position its offerings as environmentally
sustaina@’éternatives to traditional cleaning supplies. By emphasizing the benefits of non-
toxici&g@dients and reduced environmental impact, the SME can appeal to environmentally-
conscious consumers and differentiate its products from competitors .Furthermore, effective
product positioning enables SMEs to command premium pricing and improve profit margins.
When SMEs successfully communicate the value and quality of their products through
strategic positioning, they can justify higher price points and attract customers willing to pay

for perceived value!”.
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By cultivating a strong brand image and reputation, SMEs can position themselves as
providers of premium products or services, allowing them to compete based on value rather
than price alone. This ability to command premium pricing contributes to higher revenue

streams and improved profitability for SMEs in competitive markets!®.

In conclusion, product positioning plays a pivotal role in shaping the performance and
competitiveness of SMEs. By crafting compelling value propositions, differenti@%g their
products from competitors, and resonating with target customers, SMEs can 1 product

positioning to drive sales growth, enhance brand equity, and achieve &&Qﬁle success in

the marketplace. Effective product positioning enables SME:s to sta’ in crowded markets,
establish strong emotional connections with customers, and ately, thrive in dynamic and
competitive business environments. QQ

2.1.4 Pricing Strategy and its relationship wj E performance

Pricing strategy is a fundamental elemen @/{Es' marketing efforts and holds significant
implications for their overall perf@ in the market. .Pricing strategy refers to the
method by which a company, @e prices of its products or services based on various
factors such as costs,@étion, value perception, and market dynamics. The pricing
decisions made hy’&s can have a direct impact on their profitability, market positioning,
and long—ter&gﬁzlabﬂity. The relationship between pricing strategy and SME performance
is multi‘@%d and intricate. Firstly, pricing directly influences the revenue and profitability
of Sm An effective pricing strategy allows SMEs to optimize their revenue streams by
balancing price levels with consumer demand and competitive dynamics. By accurately

pricing their products or services, SMEs can maximize revenue generation while maintaining

competitive advantage in the market!'® 2.
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Moreover, pricing strategy plays a crucial role in shaping consumer perceptions and brand
positioning. The price of a product or service often serves as a signal of its quality, value, and
exclusivity. SMEs that adopt premium pricing strategies can position themselves as providers
of high-quality offerings, catering to discerning customers who associate higher prices with
superior value and prestige. Conversely, SMEs that employ discount pricing strategies may
appeal to price-sensitive consumers seeking affordability and value for money. Furthermore,

pricing strategy influences customer behavior and purchase decisions. Price s ity, price

elasticity, and perceived value are key factors that determine how j{%gs respond to

pricing signals. SMEs must carefully consider these factors fo ulating pricing
§

strategies to align with target market segments and consume@ ences. By implementing
dynamic pricing tactics, promotional pricing schemes, undling strategies, SMEs can
stimulate demand, encourage repeat purchases, an% edBch customer loyalty, thereby driving

overall performance and profitability?! 22, ’b

N

In summary, pricing strategy is intrica\\' linked to SME performance and success in the
marketplace. By adopting strat@(?ricing approaches tailored to their specific market
contexts and business ob@ , SMEs can effectively navigate competitive pressures,
optimize revenue stre gnd create sustainable value for both customers and shareholders.
A Well—deﬁned@\}g rategy aligns pricing decisions with overall business goals, enhances

brand equi d positions SMEs for long-term growth and prosperity in dynamic and

chal@q& market environments.

2.1.5 Effect of Distribution Channels on SME Performance

The choice of distribution channels profoundly impacts the performance of Small and
Medium-sized Enterprises (SMEs), influencing their market reach, customer accessibility,
and operational efficiency. Distribution channels represent the pathways through which

products or services are delivered from manufacturers to end-users, encompassing a spectrum
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of intermediaries, logistics networks, and sales channels. The effect of distribution channels
on SME performance is multifaceted. Firstly, the selection of distribution channels directly
affects the accessibility of products or services to target markets. SMEs must strategically
assess various distribution options, including direct sales, wholesalers, retailers, e-commerce
platforms, and third-party distributors, to determine the most effective channels for reaching
their intended customers. By leveraging multiple distribution channels, SMEs canienhance

market penetration, expand their geographic reach, and capitalize on di@customer

,\(/

Furthermore, distribution channels influence the overall customer nce and satisfaction

segments, thereby driving sales volumes and revenue growth?>,

levels. Seamless and efficient distribution processes contri@ to timely order fulfilment,
accurate delivery, and superior service quality, fosteri&@tive customer perceptions and
loyalty. Conversely, inefficient distribution chann%{éaracterized by delays, stock outs, or
delivery errors can erode customer trust, di@rand reputation, and undermine long-term
relationships. SMEs must prioritize %\k ptimization of distribution channels to ensure
consistent and reliable product é‘cl?oility, streamline order fulfilment, and enhance the

overall purchasing experier@customersm,

Moreover, distril.a%t'&channels play a pivotal role in cost management and resource

allocation fgr @s. Each distribution channel entails specific costs and resource

requirer@
partrb%

lationships. SMEs must carefully evaluate the cost-effectiveness and scalability of

elated to inventory management, transportation, warechousing, and channel

different distribution channels to minimize operating expenses, maximize profit margins, and
allocate resources efficiently. By optimizing distribution processes and rationalizing channel
investments, SMEs can improve cost competitiveness, operational agility, and financial

performance, thereby enhancing overall business viability and sustainability?3 4,
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In summary, the effect of distribution channels on SME performance extends across various
dimensions, including market reach, customer satisfaction, and operational efficiency. By
strategically aligning distribution strategies with business objectives, SMEs can capitalize on
emerging market opportunities, mitigate competitive threats, and achieve sustainable growth
in dynamic and evolving market landscapes. A well-designed distribution strategy enables
SMEs to adapt to changing customer preferences, leverage emerging technol&ies, and

capitalize on new market trends, positioning them for long-term success and r@ce amidst

industry disruptions and competitive pressures.
N
2.1.6 Promotional Activities as it affects the SME Performance 0
Promotional activities are integral components of the mark mix that directly influence
the performance of Small and Medium-sized Enterpr& Es), shaping brand visibility,
customer engagement, and sales conversion rates. @)tional activities encompass a diverse
array of marketing tactics and commun?@-l strategies aimed at creating awareness,
stimulating interest, and motivating p %e behaviors among target audiences. The impact
of promotional activities on SME@&formance is profound and multifaceted. Firstly, effective

promotional campaigns n@e brand awareness and visibility, positioning SMEs top-of-

mind among consum and stakeholders?

Through tar%guﬂvertlsmg, social media marketing, public relations initiatives, and event
sponsor@% SMEs can amplify their brand presence, cultivate brand recall, and differentiate
theméf(es from competitors in crowded market environments. Heightened brand visibility
increases the likelihood of customer consideration and preference, driving traffic to SMEs'

products or services and expanding their market share?6.

Furthermore, promotional activities play a pivotal role in stimulating consumer interest,

generating leads, and driving sales conversions for SMEs. Well-executed promotional
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campaigns leverage persuasive messaging, compelling offers, and compelling calls-to-action
to prompt desired customer behaviors, such as purchases, inquiries, or referrals. By aligning
promotional efforts with customer needs, preferences, and purchase motivations, SMEs can
effectively engage target audiences, nurture customer relationships, and drive revenue

growth?’,

Promotional activities also enable SMEs to communicate value propositions%wcase
product benefits, and address customer pain points, fostering trust, credibil@qd loyalty
among their customer base. Moreover, promotional activities serve a;&at ts for market
expansion, product launches, and business growth initiatives for S rategic promotional
campaigns can facilitate market entry into new geographic ns, demographic segments,
or industry verticals, enabling SMEs to tap into untaplg ket opportunities and diversify
revenue stream?’ Promotional activities also s@' product innovation and business
development efforts by generating feedbacl@ ts, and market validation from customers
and stakeholders. By continuously ref\\' and optimizing promotional strategies based on
market feedback and performan%q(grics, SMEs can adapt to changing market dynamics,
capitalize on emerging t@and sustain long-term competitiveness in dynamic and

evolving market landsgapes®® 2°.

In summa p@ional activities exert a profound influence on SME performance by
enhanci@e;
inve%

in targeted and results-driven promotional campaigns, SMEs can effectively

d visibility, driving customer engagement, and facilitating revenue growth. By

amplify their brand presence, stimulate consumer interest, and drive sales conversions,
positioning themselves for sustainable success and market leadership in competitive market
environments. A strategic approach to promotional activities enables SMEs to leverage their

unique value propositions, capitalize on market opportunities, and build enduring
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relationships with customers, stakeholders, and communities, thereby fostering long-term

growth and prosperity.

2.1.7 Control Variables

Control variables are essential components of research studies that help researchers isolate
and understand the relationship between the independent and dependent variables by holding
other factors constant*” In the context of studying the relationship between marketing\strategy
and SME performance, several control variables should be considered to ac@ potential

confounding factors that may influence the outcomes of the study. /\

1. Business Size: Business size refers to the scale of ope@s and the magnitude of
resources allocated within SMEs. It can enc arious metrics such as the
number of employees, annual revenue, a ﬂ&@ﬂ(et share. Controlling for business
size is crucial because larger SME have distinct advantages over smaller
ones, including greater finan ources, brand recognition, and operational
capabilities. By con51der %ness size as a control variable, researchers can
mitigate the impa,ct@te -related disparities on SME performance outcomes and
ensure that%%fects of marketing strategy are assessed independently of
busines;&e“.

ii. Indu \Sector: The industry sector in which SMEs operate significantly

%réﬂuences their operating environment, competitive dynamics, and market

\/ conditions. Different sectors may have unique market structures, regulatory

frameworks, and consumer behaviors that affect SME performance outcomes.

Controlling for industry sector allows researchers to account for sector-specific

factors that may confound the relationship between marketing strategy and SME

performance. By examining SMEs across various industry sectors, researchers can
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identify sector-specific trends, challenges, and opportunities that may influence
the effectiveness of marketing strategies™.

iil. Years in Operation: The duration of SMEs' existence, often measured as years in
operation, reflects their level of experience, organizational maturity, and
adaptability to market changes. Controlling for years in operation helps
researchers account for the longitudinal effects of organizational development and
market tenure on SME performance. SMEs with longer operation Q)ries may
have established customer bases, brand reputations, and indu etworks that
influence their performance outcomes differently ewly established
enterprises. By controlling for years in operatibﬁchers can assess how
marketing strategy impacts SME perforn@ across different stages of
organizational lifecycle and market ma rIbQ

iv. Economic  Environment: T ’V@ader economic  context, including
macroeconomic conditior.ls@ry trends, and market volatility, can exert
significant influence o E performance outcomes®*. Economic downturns,
inflation rates, a'r@%ts in consumer spending patterns may impact SMEs'
revenue strb@, profitability, and growth trajectories. Controlling for the
eco ”n@vironment enables researchers to account for external factors that

r(afect SME performance independently of marketing strategy interventions.

\/égy considering economic indicators such as GDP growth, inflation rates, and
unemployment levels, researchers can evaluate the robustness of marketing
strategies across varying economic conditions and identify strategies that are

resilient to economic fluctuations.

In summary, controlling for variables such as business size, industry sector, years in operation,

and economic environment enhances the rigor and validity of research studies investigating
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the relationship between marketing strategy and SME performance. By accounting for these
control variables, researchers can better isolate the effects of marketing interventions on SME
outcomes, identify contextual nuances that shape performance dynamics, and generate
actionable insights to support SME growth and competitiveness in diverse market

environments.

2.1.8 Relationship between Marketing Strategy and the Performance of SM

The relationship between marketing strategy and the performance of S 1 Medium-
Sized Enterprises (SMEs) is intricate and influential, shaping th&ajectory of these
businesses in competitive market environments. A well-crafted g strategy serves as
a cornerstone for SMEs, impacting various performanc@trics and driving growth,
profitability, and market competitiveness. Effective m &g strategies empower SMEs to
identify and capitalize on market opportunities ef&ly“. By conducting thorough market
research and analysis, SMEs can gain @ts into consumer needs, preferences, and
emerging trends, enabling them to de\ op, products and services that resonate with target
audiences. Through targeted @d(eting initiatives, SMEs can position themselves
strategically within the Qa‘@ace, carving out distinctive identities and value propositions

that set them apart fr%co petitors®> 36,

.
Moreover, e&aﬁ\marketing strategies enable SMEs to build and nurture strong brand
equity @%stomer loyalty?”. By consistently delivering value, quality, and exceptional
cust(h( experiences, SMEs can cultivate enduring relationships with their customer base,
fostering loyalty and advocacy that drive repeat business and referrals. Brand loyalty
enhances SMEs' market positioning and resilience, insulating them from competitive
pressures and fostering sustainable growth over time. Alignment between marketing efforts

and organizational goals is paramount for SMEs to optimize performance outcomes?®.
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By ensuring coherence and consistency across marketing activities, SMEs can amplify their
impact and maximize returns on investment. Strategic allocation of resources and investments
in marketing initiatives enables SMEs to optimize marketing spend, generate higher returns,
and achieve sustainable growth in the long run. By prioritizing high-impact initiatives and
leveraging cost-effective channels, SMEs can optimize resource allocation and enhance

efficiency, driving greater value and impact from their marketing investments3’-8,

Furthermore, agility and adaptability are essential attributes for SMEs to thn@q dynamic
market environments. Effective marketing strategies enable SMEs &regdnd swiftly to

changing market conditions, consumer preferences, and competitiv ics¥.

By embracing innovation, experimentation, and contin rovement, SMEs can stay

ahead of the curve, seize emerging opportunities, and JQiga e risks effectively. Conclusively,

the relationship between marketing strategy %@(QME performance is symbiotic and

transformative, shaping the trajectory of tlﬁ\\@usinesses in competitive market landscapes.

By crafting and executing effective 2 %\g strategies that align with organizational goals
N

and market dynamics, SME @1 enhance their market responsiveness, agility, and

adaptability, driving su%’ﬂ@ growth and long-term success in today's dynamic business

environment3® 39.. ,&

2.2 The(@ical Framework

TheaQt/rbframeworks offer valuable insights into the intricate relationship between
marketing strategy and the performance of Small and Medium-Sized Enterprises (SMEs).
Three prominent theories that are highly relevant to understanding this relationship include

the Resource-Based View (RBV), Market Orientation Theory, and Dynamic Capability

Theory.
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2.2.1 Resource-Based View (RBV) Theory

The Resource-Based View (RBV) suggests that organisations must develop unique, firm-
specific core competencies that will allow them to outperform competitors by doing things
differently. The RBV is an approach to achieving competitive advantage that emerged in the
1980s and 1990s after the major works published by #°. (“The Resource-Based View of the
Firm”)**,(“The Core Competence of The Corporation”)*. (“Firm resources and&tained
competitive advantage”)** It is a theoretical perspective in strategic m ent that
emphasizes the importance of internal resources and capabilities in h&t} competitive
advantage and performance within organizations. It is also a mode s resources as key
to superior firm performance. If a resource exhibits VRIO attgibutes, the resource enables the
firm to gain and sustain a competitive advantage (as sho 1gure 2.1). According to RBV,

firms can achieve sustainable competitive advant

e@uperior performance by leveraging

their unique set of resources and capabiliti at are valuable, rare, and difficult to

immitate*?: 41, . *
N\

In the context of Small and Medi@%%ed Enterprises (SMEs), the RBV framework suggests

that SMEs should strateiic@anage their internal resources to develop distinct marketing

strategies that contributé=to superior performance in the marketplace41. These internal
resources enco@%&%rious assets and capabilities possessed by SMEs, including human
capital, te%@gy, brand reputation, and financial assets. For instance, SMEs can leverage
their\&'l capital by investing in training and development programs to enhance the skills
and competencies of their employees. A highly skilled workforce can contribute to the
development and execution of innovative marketing strategies that resonate with target

customers and differentiate the SME's offerings from competitors*.
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Figure 2.1: Bre@ of the RBV*!,

Similarly, technology can serve %@Ntical resource for SMEs in developing and

implementing effective magk%@%trategies“ By investing in technology infrastructure,
digital marketing tools,m@z} analytics capabilities, SMEs can gain insights into consumer
behavior, persongg&narketing campaigns, and optimize customer engagement across
various chaxge@and reputation is another valuable resource that SMEs can leverage to
enhance@% marketing strategies and performance outcomes*. A strong brand reputation
built onvtrust, credibility, and customer loyalty can differentiate SMEs from competitors and
attract a loyal customer base. SMEs can strategically invest in brand-building activities, such
as advertising, public relations, and customer relationship management, to reinforce their
brand image and enhance market competitiveness. Financial assets play a crucial role in
supporting SMEs' marketing initiatives and driving performance improvement* SMEs can
allocate financial resources strategically to fund marketing campaigns, product development
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efforts, and market expansion strategies. By investing in marketing activities that align with
their unique strengths and market opportunities, SMEs can generate a positive return on

investment and achieve sustainable growth in the long term*> 4,

In summary, the Resource-Based View (RBV) provides a valuable theoretical framework for
understanding how SMEs can leverage their internal resources and capabilities to develop
distinct marketing strategies that contribute to superior performance in the marketplace. By
strategically managing their resources and aligning them with market oppo@ges, SMEs

can gain a competitive advantage and achieve long-term success in dw d competitive

business environments*>, EQ

2.2.2 Market Orientation Theory (MOT) QQ
The first validated and one of the most used mark;t‘gﬂentation measures is created by*°.
They identified market orientation as a three-di ional construct consisting of customer

orientation, competitor orientation, and i@;ctional coordination as shown in Figure 2.2.

°
AN

Business-Specific Factors
Relative Cost
Relative Size

Market Orientation:
Customer Orientation Business Performance II
Competitor Orientation
Inter-Functional Coord.

\ Market-Level Factors:
Growth

Concenlration

Entry Barriers

Buyer Power

Seller Power

Technological Change

Figure 2.2: Market Orientation theory as it relate to Business Performance?.
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Market Orientation Theory serves as a foundational concept in both marketing and strategic
management, emphasizing the critical alignment of organizational strategies with customer
needs and competitive dynamics**For Small and Medium-Sized Enterprises (SMEs),
adopting a market-oriented approach is pivotal for driving organizational performance and
attaining sustainable competitive advantage. Customer Orientation constitutes a key
dimension of Market Orientation Theory, involving a strong emphasis on unc@nding
customer needs, preferences, and behaviors. SMEs that prioritize custo rientation
actively engage with their target market to gather insights, feedback, and data, gnabling them

to tailor products, services, and marketing strategies to address s@u tomer pain points

and deliver superior value propositions*’. Q

Another vital aspect is Competitor Orientation, whi gails monitoring and analyzing
competitors' actions, strategies, and capabilities@%in the market. SMEs that adopt a
competitor-oriented mindset continuously &\\@’Qe competitive landscape to identify threats,
opportunities, and gaps. By benchmar@gainst competitors, SMEs can develop strategies
to differentiate themselves, capit%qﬁ market gaps, and respond effectively to competitive
pressures. Inter—Functiona@dinaﬁon is also highlighted within Market Orientation
Theory, emphasizing QSS collaboration among different departments to achieve common
marketing obj e@}’s\i

involves @ng down silos and fostering collaboration among departments such as

deliver superior customer value* In SMEs, effective coordination

marlé&sales, product development, and customer service. By aligning internal processes

with market demands, SMEs can streamline operations and enhance efficiency*® 4.

Fostering a Customer-Centric Culture is deemed essential, wherein every employee is aligned
with the organization's customer-focused mission’> SMEs that prioritize customer-centricity
empower employees to prioritize customer needs, make data-driven decisions, and innovate
to meet evolving expectations. By embedding a customer-centric mindset into the
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organizational culture, SMEs can create a competitive advantage based on customer loyalty
and satisfaction. Continuous Market Intelligence is also underscored, emphasizing the
importance of ongoing market research, data analytics, and trend analysis. SMEs that invest
in market intelligence can anticipate customer needs, identify growth opportunities, and adapt
marketing strategies in real-time. By leveraging market insights, SMEs can make informed

decisions and allocate resources efficiently to capitalize on changing dynamics'.

Summarily, Market Orientation Theory offers SMEs a strategic framework fo@rstanding
and responding to market dynamics effectively. By prioritizing stgn(r orientation,
competitor analysis, inter-functional coordination, fostering a cu @centric culture, and
investing in continuous market intelligence, SMEs can dp and implement effective

marketing strategies that drive organizational perform. &d enhance competitiveness in

today's dynamic business environment’! 32, 6’6

2.2.3 Dynamic Capability Theory (D%?Q
Dynamic Capability Theory is a @h

significance of adaptability, @aming orientation in the context of dynamic market

t theoretical framework that underscores the

environments®> The te%@amic capabilities" refers to the capacity of an organisation to
modify, incorpora \%d reorganise its resources and capabilities in response to shifting
market con 'ti&hmd opportunities. Having the ability to recognise and seize new
possibil@rbadapt and reconfigure current resources, and continuously learn and innovate are
all né(sary components of this strategy. For organisations to succeed in contexts that are

both dynamic and competitive, it is vital for them to possess dynamic capabilities.

Figure 2.3 shows the main elements of the DCT
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Figure 2.3: The key elements of the dynamic @31 ities framework>’.

For Small and Medium-Sized Enterprises (SMES)B%IQIOPEGH operate in highly volatile and
unpredictable markets, understanding and\\@g the principles of Dynamic Capability
Theory are crucial for achieving sustg@e competitive advantage and driving long-term
performance>* At the core of Dy@i Capability Theory lies the concept of adaptability—
the ability of SMEs to sen@zges in the market landscape, anticipate shifts in consumer
behavior, and swiftly régnd to emerging opportunities and threats. SMEs that possess a
high degree @

processes,@ source allocations in real-time to align with evolving market dynamics and

ive capacity can reconfigure their marketing strategies, business

customerypreferences>®.

As new bases of competitive advantage have gained in significance, old ways of looking at
competition have been supplanted. Porter’s Five Forces framework®®, which applied the
structure-performance paradigm of industrial organization economics to strategy, focused on
evaluating suppliers, customers, and the threat of new entrants and/or substitute products.

This framework is not without insight, but it’s not up to the task of revealing the dominant
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logic of value capture in most new industries, as well as many of the old. Hence, firms need
to take a more comprehensive view of the environment in which they must compete. Such a
view needs to include not only buyers and suppliers but the local market for skilled workers
(since they are not entirely mobile internationally), universities (for access to both highly
educated talent and faculty research), financial institutions (especially venture capital), the
legal system (especially intellectual property law and employment law), and the domestic

political situation>* 3. Figure 2.4 displays these factors and their interaction.

Research and

Educational
Suppliers and Institutions Customer
Complementors Markets
Business
Regulatory & Firms in Government and
Standards Bodies - Judicia
‘ Competition S
Financial . .
Institutions Rival Firms
Human Capital

\J
(.@ Figure 2.4: The Business Ecosystem>.

Moreover(@)mic Capability Theory emphasizes the importance of fostering a learning
orieM@ within SMEs—an organizational culture that encourages experimentation,
knowledge sharing, and continuous improvement>>SMEs that prioritize learning and
innovation can effectively acquire, assimilate, and apply new knowledge and insights gained
from market feedback, competitor analysis, and industry trends. By fostering a culture of
experimentation, SMEs can encourage employees to explore new ideas, test innovative

approaches, and embrace calculated risks in pursuit of strategic objectives. This culture of
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experimentation enables SMEs to discover novel marketing strategies, identify untapped

market opportunities, and differentiate themselves from competitors>®.

Furthermore, Dynamic Capability Theory highlights the role of knowledge sharing and
organizational learning in enhancing adaptive capabilities within SMEs. By establishing
mechanisms for sharing best practices, insights, and lessons learned across departments and
teams, SMEs can accelerate the pace of innovation, drive collective problem—soj&g, and
enhance organizational agility. In today's fast-paced and highly com @Qbusiness

{Qénable them to

landscape, SMEs must proactively invest in building dynamic capabilit&h

thrive amidst uncertainty and change. By embracing adaptabili stering a learning-

oriented culture, and promoting knowledge sharing and cra ion, SMEs can enhance

their resilience, responsiveness, and ability to capitaliéeg emerging opportunities in the

marketplace®’. b’b
(&

In summary, Dynamic Capability Theory\\Q@rs valuable insights for SMEs seeking to
navigate dynamic market environme&\’\% drive sustainable growth. By embracing agility,
fostering innovation, and p{ic&@‘% organizational learning, SMEs can build competitive

advantages that enable%é@) adapt, evolve, and succeed in an ever-changing business

landscape. &

23 Revi@of Empirical Studies
The @ findings in literature on the subject matter are summarised in subsequent

paragraphs.

The study conducted in Taiwan involving 148 SMEs reveals that innovativeness, pro -
activeness, and managerial capabilities significantly influence the adoption of Digital
Marketing (DM) strategies. Moreover, the adoption of DM strategies positively impacts

organizational performance, highlighting the importance of these factors in corporate
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positioning®. The study does not address the specific contextual dynamics and challenges
faced by SMEs in South West Nigeria regarding marketing strategy formulation,

implementation, and performance outcomes.

Market assistance significantly influences SME performance, as revealed by a study
across three Nigerian states using surveys and interviews. Quantitative analysis highlighted
the impact, while qualitative insights emphasized the importance of establishir%strong
digital presence in marketing assistance programs to further enhance SME @Qnance 59,
The study on market assistance programs in Nigeria explores t& act on SME
performance but does not specifically address the formulation, im ation, and outcomes

of marketing strategies in SMEs within the South West regio@ igeria.

The study investigates promotion programs o@orting SMEs in foreign markets,

emphasizing their effectiveness in achieving ¢ success. Importers 'behaviors play a
crucial role in determining the impact of prh&on programs, highlighting the importance of
exporter-importer relationships. Rec ) AUations for resource-constrained exporting SMEs
are provided based on the stgd@ingsw. While the study delves into promotion programs
and export success for , it overlooks the specific dynamics of marketing strategy
formulation and i.ns&entation within SMEs operating in the South West region of Nigeria.
This study illggjress this gap by focusing on marketing strategies tailored to the unique

context s in the region.

\Fhe study examines the relationship between entrepreneurial marketing strategy and
competitiveness in small and medium-sized enterprises (SMEs). Findings indicate a moderate
positive correlation between entrepreneurial marketing strategy and competitiveness, with all
dimensions of the former influencing various aspects of SME competitiveness®!. While the

study focuses on entrepreneurial marketing strategy and competitiveness in SMEs, it does not
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specifically address the contextual factors and challenges faced by SMEs in the South West
region of Nigeria. This study bridged this gap by investigating marketing strategies tailored to

the unique environment of SME:s in the region.

This study investigates the relationship between market management strategies,
competitive advantage, and marketing performance in small and medium-sized enterprises
(SMEs) in the Ancon area during the Covid-19 pandemic. Regression analysis reveals that
market management strategies significantly influence competitive advanta e@Qh in turn
affects marketing performance as an intervening variable ©2. Th@iﬁ explores the
relationship between market management strategies, competitive age, and marketing
performance in a specific context, it does not address the d@ics and challenges faced by

SMEs in the South West region of Nigeria. This S@IH fill this gap by examining

marketing strategies tailored to SMEs in the regiorbrb

)

This study explores the potential of cial Intelligence (Al) in powering intelligent
workforce management (WFM) in l&@mall, and Medium Enterprises (MSMESs) during
and post-pandemic. Througll @al Equation Modelling (SEM) with responses from 307
owners and employees, udy confirms significant relationships between Al-powered
WFM adoption apq&nue growth, risk reduction, business and marketing intelligence, and
information xc(@g}e“'The study sheds light on the benefits of Al-powered WFM in MSMEs
during ¢ !&jng times, it does not specifically address the nuances of marketing strategy
and M performance in the South West region of Nigeria. This study focused on

understanding the contextual factors influencing marketing strategies and performance

outcomes in SMEs in that region.

The study examines the influence of marketing strategies, including micromarketing,

marketing communication, and electronic marketing, on the performance of SMEs in the
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central senatorial district of Cross River State, Nigeria. Through survey analysis and multiple
regression, it concludes a significant positive relationship between these marketing strategies
and SME performance. The study emphasizes the importance of prioritizing marketing
communication for SME owners® The research delves into the impact of marketing
strategies on SME performance in Cross River State, Nigeria, it does not address the specific
context of SMEs in the South West region of Nigeria. This study filled this gap b&cusing

on the unique dynamics and challenges faced by SMEs in that particular regiO\QQ

The study emphasizes the importance of digitalization for &&éinabﬂity and
growth of small businesses, particularly Malaysian SMEs. It hi s the necessity for
SMEs to integrate digital technology into their business ls to enhance productivity,
competitiveness, and innovation, especially in the wake he COVID-19 pandemic®The
study sheds light on the significance of digitalizati%%Malaysian SMEs, it does not address

the specific challenges and dynamics fac&@ms in the South West region of Nigeria.

This study explored these unique conte@provide insights tailored to SMEs in that region.

This study examineg th&@act of digitalization on the performance of European
SMEs during the COVI \demic. Through econometric analysis of panel data from 27
European countrie§\" reveals that integrating digital technologies significantly enhances
SME perforgﬁ@)y streamlining processes, improving productivity, and enhancing the

customeQ%

meas}s! to stimulate digital tool integration into SME infrastructure®®. The study does not

rience. The study underscores the importance of policymakers prioritizing

address the specific context of SMEs in the South West region of Nigeria. This study filled

this gap by examining the unique challenges and dynamics faced by SMEs in that particular

region, offering tailored insights and recommendations.
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The study explores how small and medium-sized businesses (SMEs) can enhance
their performance through marketing strategies driven by artificial intelligence (Al) tools. It
reveals that Al in marketing facilitates decision-making, data analysis, personalization, and
automation, enabling SMEs to revolutionize customer relations and product promotion for
improved efficiency and effectiveness®’ The study does not focus on the specific context of
SMEs in the South West region of Nigeria. This study addressed this gap by invest@&ting the

unique challenges and opportunities faced by SMEs in that particular re@providing

,\(/

The study investigates the impact of business strategies o @propensity of firms,

tailored insights and recommendations.

particularly small- and medium-sized enterprises (SMEs), tage in corrupt practices. It
reveals that firms affiliated with business groups are ao@kely to be corrupt in countries
with low business freedom, while those with exte@ditors and international standards are
less likely to engage in corruption, espe@ countries with weak financial reporting
standards. Moreover, employing alb \\?'%strategies further reduces corruption intensity,
indicating mutual reinforcementé mplementarily between firm-level and country-level
efforts in combating cow@g. The study does not directly address the performance
outcomes of SMEs 'Qciﬁc regional contexts like South West Nigeria. This study
investigated th@fo ship between marketing strategies and SME performance in that

region, cting to the understanding of SME dynamics and strategies in a localized

conté‘{/Q

The study provides a comprehensive analysis of Industry 4.0 (I4.0) technologies'
applications in various work functions of small and medium-sized enterprises (SMEs) within
the manufacturing sector. It highlights the suitability of technologies like Big Data Analytics,
Robotics, and Automation across different areas such as New Product Development, Supply
Chain Management, and Production Planning. The findings emphasize the need for SMEs to
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consider technology selection, integration, and sustainability aspects when adopting
14.0%The study does not directly address the relationship between marketing strategy and
SME performance in specific regional contexts like South West Nigeria. This study will focus
on understanding the dynamics between marketing strategies and SME performance within

that region, filling a gap in localized research on SMEs.

The study examines how innovation influences the economic crisis induceq by the
COVID-19 pandemic in Latin American SMEs. It reveals that SMEs in the @QAmerican
region faced negative impacts on financial factors and sales due to the Qgﬂowever, these
challenges led to increased innovation efforts, contributin%@ sustainability and
competitiveness during the crisis’®The study does not d y explore the relationship
between marketing strategy and SME performance, pa&@ly in the context of South West
Nigeria. This study will address this gap by inve&ing how marketing strategies impact

SME performance in the specific regiona@t, filling a void in localized research on

SME dynamics. (_;\\%

The study investigat@&@ompetitor orientation and pro -activeness contribute to
the performance of SME 'Q\ngeria, emphasizing the role of competitive advantage. Results
suggest that competitox orientation and pro- activeness positively impact SME performance
through co eggiy-‘; advantage, highlighting the importance of strategic management in
enhanci s' competitiveness and sustainability’!. The study does not directly explore
the i%aﬁt of marketing strategy on SME performance, particularly in the South West region
of Nigeria. This study addressed this gap by examining how marketing strategies influence
SME performance in the specific regional context, offering insights tailored to the dynamics

of SMEs in Southwest Nigeria.

42



The study focuses on integrating digital technologies into maintenance processes of
SMEs, addressing challenges in implementation amidst resource constraints. It develops a
conceptual framework emphasizing low-cost optimizations and practical steps for SMEs. The
framework highlights areas for improvement and sets the stage for future research in
digitalizing maintenance processes in SMEs’!"2, The study does not directly investigate the
impact of marketing strategy on SME performance, particularly in the context of South West
Nigeria. This study explored this gap by examining how marketing strategies j nce SME

performance in the specific regional context, providing insights tailor’e< SMEs in South

West Nigeria. 0

The study highlights the significant impact of enteurial behaviors—such as
orientation, competency, mindset, and social network; —Q the performance of SMEs in
South-West Nigeria. Using a robust methodol%"bhe study reveals a strong positive
correlation between these entrepreneurial f%\t@ d business success’. However, while this
research makes valuable contributions\ erlooks the critical role of marketing strategy in
SME performance. Marketing %{e?;es, which include market segmentation, targeting,
product differentiation, pri@nd promotion, are essential for SMEs to attract and retain
customers, build bran Qnty, and sustain competitive advantage. Olumoh's study focuses
primarily on e@\eﬁ rial aspects, leaving a gap in understanding how these behaviors
interact wj complement marketing strategies’. Addressing this gap, a study on "The
Role§&arketing Strategy on the Performance of Small and Medium Enterprises (SMEs) in
South-West Nigeria" would explore how SMEs develop and implement marketing strategies
in response to local market conditions and consumer behaviors. Such research would offer a
more holistic understanding of SME performance, complementing Olumoh’s findings by
integrating marketing strategies into the broader framework of factors that drive SME success

in the region.
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An emphasis was placed on the critical role of the manufacturing sector in economic
development, particularly through the strategic growth of SMEs’. The study utilizes the
Ansoff matrix model to examine the impact of market development on SME performance in
Southwest Nigeria. A total of 361 completed questionnaires from SME owners and managers
were analyzed using Structural Equation Modelling (SEM). The findings reveal a significant
relationship between market development and various performance metrics, including
customer satisfaction, market share, profitability, and service quality, with pat icients of
0.81, 0.76, 0.80, and 0.85, respectively’®. The study demonstrates tha&&e} evelopment

has the highest predictability for service quality (73.5%), followe @ro itability (65.3%),
customer satisfaction (65.8%), and market share (58.70/6§research suggests that
expanding into new markets enhances customer satisfac@ perceived service quality, and
financial returns, leading to increased mark @ The study recommended that
manufacturing SMEs explore new geographi f@eas by developing new market segments
and distribution channels to drive groyv’t&ﬁnprove performance’.

Another author investiga@\(t?\e impact of entrepreneurial marketing strategies on
SMEs' performance in Uy : *va Ibom State, focusing on product, promotion, and price
strategies’”. The study: @led that product strategy significantly boosts customer patronage,
promotion stra@?}%nces profitability, and price strategy positively influences market
share. Th@dings highlight the importance of tailored marketing strategies in driving
SMNI%eSS. However, the study is limited to Uyo, underscoring the need for similar
research in different regions, such as Southwest Nigeria, where socio-economic and cultural
factors may alter the effectiveness of marketing strategies’. A study on "The Roles of

Marketing Strategy on the Performance of SMEs in Southwest Nigeria" is essential to

understand how regional differences affect marketing outcomes. This research provide
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localized insights, enabling SMEs in Southwest Nigeria to optimize their marketing

approaches for improved performance and competitiveness.

Another study examined the role of marketing capabilities—such as customer
engagement, market sensing, product management, and selling—in driving innovation
performance among SMEs in Southwest Nigeria’®. The study found that these marketing
capabilities significantly enhance product innovation, market development, au%rocess
innovation, ultimately contributing to the sustainable growth of SMEs in @%ion. The
study focused on the influence of marketing capabilities on innovation,%e ains a gap in
understanding how broader marketing strategies—beyond just c ies—impact overall
SME performance in Southwest Nigeria’®. This include@ategies related to pricing,

promotion, and market penetration, which are crucial t@ttracting customers, increasing

Z;

profitability, and expanding market share. Addre@this gap, a study on "The Roles of
Marketing Strategy on the Performance \@s in Southwest Nigeria" is essential to
provide a more comprehensive m@nding of how different marketing strategies
contribute to business success, th%ffering practical insights for SMEs in the region.

A study explore §pact of strategic management controls on the operational
performance of S in South-West Nigeria, revealing significant positive relationships
between s at&;’.c/ planning, evaluation, and operational performance’’. The study
demonst at strategic planning (B = 0.233, p = 0.010) and strategic evaluation (p =
0.24%{ = 0.000) are key factors in enhancing SME performance, underscoring the
importance of effective strategy formulation, implementation, and assessment. Despite these
insights, the study primarily focuses on internal strategic controls, leaving a gap in
understanding how external factors, particularly marketing strategies, influence SME
performance in the region. This gap is critical, as effective marketing strategies are essential

for attracting customers, increasing market share, and driving growth. A study on "The Roles
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of Marketing Strategy on the Performance of SMEs in Southwest Nigeria" addressed this gap,
providing a more holistic view of the factors that contribute to SME success and offering
practical recommendations for leveraging marketing strategies to overcome performance

challenges.

A study investigated the role of SME competitiveness—focusing on product
innovation, differentiation, and imitation—in employment creation, using SME g%h as a
mediator’®. The study, based on the capabilities-based view (CBV) theory, dated that
product innovation and differentiation significantly contribute to emp%l generation by
enhancing SME growth. Furthermore, SME growth was found t @iate the relationship
between SME competitiveness and employment creation, @ﬁting the importance of
strategic competitiveness in driving economic developthgnt. While the study provides
valuable insights into the relationship between@ competitiveness and employment
generation, it primarily focuses on inter\ bilities such as product innovation and
differentiation’®. However, it does no\ ore how external factors, particularly marketing
strategies, impact SME performa%\(zad, subsequently, employment creation. Understanding
the roles of marketing strat@Qs—such as pricing, promotion, and market expansion—can
provide a more com &ive view of how SMEs can enhance their competitiveness and

S

[ ]
contribute to ec‘onc?\&

Performau@SMEs in Southwest Nigeria" is essential for filling this gap, offering practical

rowth. Thus, the study on "The Roles of Marketing Strategy on the

insigN& SMEs to improve their market position and economic contributions.

Another study explored the impact of market penetration on the performance of SMEs
in Nigeria’. The study utilized a mixed-method approach, combining quantitative analysis
with Structural Equation Modelling (SMART PLS) and qualitative insights from interviews
with SME owners”. The results indicated that market penetration significantly influences
SME performance, accounting for 58% of the variance. Key growth strategies identified
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included continuous innovation, product quality, diversification, and customer satisfaction.
While this study highlights the importance of market penetration and associated growth
strategies, it primarily focuses on internal business strategies without extensively addressing
the role of broader marketing strategies, such as pricing, promotion, and market expansion,
which are crucial for sustained growth and competitiveness in a dynamic environment. This
current study on "The Roles of Marketing Strategy on the Performance of SMEs in
Southwest Nigeria" addresses this gap by examining how different marketin egies can
further enhance SME performance. This study is essential for , providing a more

comprehensive understanding of how SMEs can leverage marketiné@%ies to thrive in the

competitive landscape of Southwest Nigeria.

O

A study investigated the impact of green mark%&rategies on the performance of
SMEs, emphasizing the role of green product, pr@ré‘lace, and promotion strategies®’. The
study found significant effects: green pr{@’grategies enhanced customer satisfaction,
green pricing improved proﬁtabili@een place strategies bolstered intermediary
relationships and brand reputati@&a d green promotion strategies maximized sales. The
research underscores the in@ce of integrating green marketing into business practices to
boost performance. Despite these findings, the study focused predominantly on green

"3

marketing stra@ ithout addressing broader marketing strategies such as pricing,
promotio arket expansion in a more conventional context®. This study on "The Roles
of \\/N&ﬁg Strategy on the Performance of SMEs in Southwest Nigeria" is essential for
bridging this gap. It provided a comprehensive view of how traditional and innovative
marketing strategies, beyond just green practices, influence SME performance, offering

practical recommendations for enhancing competitiveness and growth in Southwest Nigeria.

A study in 2021 explored the impact of social media marketing on the performance of
agricultural SMEs in Southwest Nigeria®!. The study utilized a survey research design with
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semi-structured interviews from four agricultural SMEs, employing data triangulation to
ensure credibility. Findings revealed that social media marketing—particularly through
platforms like Facebook, Instagram, and Twitter—significantly improved sales turnover,
brand visibility, customer interaction, and promotion for these SMEs®. While the study
highlights the benefits of social media marketing, it focuses specifically on agricultural SMEs
and their use of social media platforms. It does not address broader marketing stn&gies or
their impact on various sectors of SMEs in Southwest Nigeria. The study on,: Roles of
Marketing Strategy on the Performance of SMEs in Southwest Nigerial is, essential for
providing a more comprehensive analysis of how diverse mark%&gies, beyond just

social media, affect SME performance. This broader perspectivg offered valuable insights for

enhancing overall business effectiveness across different @trles in the region.

Another 2024 study investigated the i%%Qof e-marketing and technological
capabilities on SME performance in Northeﬁ\&eriagz. Using a cross-sectional survey and
Linear Regression analysis, the sﬂ@ound that e-marketing significantly enhances
competitive advantage, sales Vo@\ce?customer retention, and market share. Additionally,
technological capabilities @dentiﬁed as crucial for boosting SME performance. The
research highlights t egmformative effect of IT and e-marketing on modern business
practicesgz.WhiQ.J&%

technolog@ME performance, it is specific to Northeast Nigeria and focuses solely on

udy provides valuable insights into the role of e-marketing and

techIN(g{al and e-marketing aspects. The study is crucial for addressing a broader spectrum
of marketing strategies. It will explore how various marketing approaches, including
traditional and digital strategies, impact SME performance across different sectors in
Southwest Nigeria, offering a more comprehensive understanding of effective marketing

practices in diverse regional contexts.
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24 Conceptual Framework

The conceptual framework for this study is presented in Figure 2.5
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Figure 2.5: Conceptual Framewor@me: Researcher’s compilation 2024)

S

2.5 Gap in Literature \
In the realm of Small and M& Enterprises (SMEs) in South West Nigeria, there exists a
significant gap in the @ure that intricately examines the nuanced relationship between
marketing strat °ys\§$)usiness performance. While the importance of marketing strategies
to the succe%‘f SMEs has been extensively studied on a global scale, there is a conspicuous
scar@%@research that addresses the unique socio-economic and cultural context of South
West Nigeria. This gap is particularly critical given the distinct market dynamics, cultural
practices, and economic conditions that characterize this region, which differ markedly from

those in more developed economies where the majority of existing studies have been

conducted.

49



Firstly, much of the existing literature on SMEs and marketing strategies tends to focus on
developed economies or other regions that do not share the same socio-economic
characteristics as South West Nigeria. The extrapolation of findings from these studies to the
South West Nigerian context may be problematic, as it fails to account for the region-specific
challenges and opportunities that local SMEs encounter. For instance, the consumer behavior,
market structures, and regulatory environments in South West Nigeria are shaped b&ultural
norms, economic conditions, and historical factors that are distinct from @ in more
developed regions. This divergence highlights the need for localized studies, that can provide
more accurate and relevant insights into the factors influencing S rformance in South
West Nigeria.

Moreover, while the global literature on marketing stes is vast, there is a notable
deficiency in research that delves into the specifi ting approaches adopted by SMEs
within South West Nigeria. This includes an%ﬁbs anding of the strategic choices that these
businesses make, how they allocate ttl@d resources, and the particular challenges they
face in implementing marketing s&@es in a competitive and often resource-constrained
environment. For instance, '@s in South West Nigeria may adopt different marketing
channels, messaging, ox pticing strategies than their counterparts in other regions due to
variations in co 5@ references, access to technology, and the regulatory landscape. The
lack of foc@d research on these localized strategies leaves a critical void in our
unde@ g of what drives SME success in this specific context.

Furthermore, the cultural and socio-economic landscape of South West Nigeria introduces
additional layers of complexity to the study of marketing strategies. The region's diverse
population, varying levels of urbanization, and different socio-economic strata all influence
consumer behavior and market responses. These factors create a unique environment where

marketing strategies must be carefully tailored to meet the needs and expectations of different
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segments within the market. Understanding these nuances is essential for developing
marketing strategies that are not only effective but also sustainable in the long term.
Therefore, a comprehensive investigation into the relationship between marketing strategy
and SME performance in South West Nigeria is not only timely but imperative. Such a study
would address the existing gap in the literature by providing insights into the specific
challenges and opportunities that SMEs in this region face. It would also offer practical
recommendations for improving the effectiveness of marketing strategies, whi Qld ave a
significant impact on the overall performance and sustainability of S South West
Nigeria. By focusing on the unique characteristics of this region, h would contribute
to a more nuanced understanding of SME performance an %

e valuable guidance for

policymakers, business leaders, and researchers interestea@)stermg SME growth in similar

contexts. 6(6

2.6 Summary of Literature

The research emphasizes the crucial @gance of marketing strategies in enhancing the
performance and competltlveneséf MEs. Research worldwide underscores the need of
synchronizing marketin. eg1es with corporate objectives, comprehending client
requirements, and a g to market trends. Research specific to small and medium-sized
enterprises in @ est Nigeria is lacking. The current literature does not adequately
address t plex issues, possibilities, and strategic approaches specific to this region.
Thusx%tailed study of marketing strategy and SME success in South West Nigeria is

crucial to close this disparity and offer practical recommendations for local enterprises.
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Chapter Three

Methodology
This chapter contains the methodological approach utilized to address the research objectives.
It provides an overview of the research design, data collection methods, sampling techniques,
data analysis procedures, and ethical considerations employed in the study. This chapter
played a pivotal role in ensuring the rigor and reliability of the research findings tlining
the systematic approach adopted to investigate the relationship between m 1@ trategies
and SME performance in Southwest Nigeria. Through a quantita&{ research design,
structured survey questionnaires, data was collected from SME nd managers across
various sectors. The study utilized convenience sampling to @re representativeness in the
sample. Data analysis involved descriptive and infer@&taﬁstical techniques, including
correlation and regression analysis. Ethical con@ons, such as informed consent and

confidentiality, were carefully observed th@ut the research process to uphold the rights

C—)
3.1 Research Design é
. g $

and privacy of participants.

Research design is t@ured framework guiding a study, defining data collection

rocesses, analysis? interpretation. It ensures the study's objectives are met effectively,
p i} p y J y

outlining methods; procedures, and tools to achieve reliable, valid, and generalizable results'.
This bh%’th is essential for systematic, rigorous investigation. The research design chosen
for this study was quantitative in nature, used to systematically investigate the correlation
between marketing strategies and the performance of Small and Medium-sized Enterprises
(SMEs) in the South West region of Nigeria. Quantitative research involves the systematic
investigation of phenomena by gathering quantifiable data and performing statistical,

mathematical, or computational techniques®. It aimed to identify patterns, test hypotheses,
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and make predictions, ensuring objectivity and reliability. This method often uses surveys,

experiments, or existing data to produce numerical insights and generalizable conclusions'-2.

In employing a quantitative approach, the study utilized structured survey questionnaires
administered to SME owners and managers across various sectors in South West Nigeria.
This method allows for the collection of standardized responses regarding marketing
strategies employed by SMEs and their corresponding performance metrics. Wse of
quantitative data facilitated the measurement and comparison of variable leing the

identification of statistically significant relationships between differen&a ing strategies

and SME performance indicators®*. @

Overall, the quantitative research design provided a syst nd rigorous framework for
analyzing the complex dynamics between marketi trategies and SME performance,

allowing for the generation of empirical evide@%fom decision-making and strategic

0
S
)

The study focused on a comb@nsive population of 23,289 established Small and Medium-

planning within the SME sector.

3.2 Population of the Study

sized Enterprises (S\V@&OSS South West Nigeria®. This region is renowned for its

dynamic econcc’ij\gqp ironment and rich cultural tapestry, making it a focal point for

business anc@)nomic analysis.

South&’?\ﬁgeria encompasses a diverse array of states, each contributing uniquely to the
region's economic landscape. Lagos, the most prominent city in the region, stands as a major
economic powerhouse with its bustling commercial activities and financial institutions. It
serves as a crucial hub for business operations and economic growth. Similarly, Ibadan, the
capital of Oyo State, is known for its historical significance and emerging commercial

opportunities. Other cities such as Abeokuta in Ogun State, Akure in Ondo State, Osogbo in
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Osun State, and Ado Ekiti in Ekiti State also play significant roles in the regional economy,

each contributing to the economic diversity of South West Nigeria.

The SMEs operating in this region span a broad spectrum of industries, reflecting the region's
multifaceted economic base. In the manufacturing sector, these enterprises are involved in the
production of goods ranging from consumer products to industrial materials, contributing to
the region's industrial output. The services sector includes a wide range of business&uch as
financial institutions, healthcare providers, and hospitality services, which plal role in
supporting the local economy and improving the quality of life Q&ﬁdents. Retail
businesses are another significant component, providing essential @ and services to the
community and contributing to consumer spending and ec ic activity. The technology
sector in South West Nigeria is burgeoning, with S&giving innovation and offering
digital solutions that support various aspects 6%iness and daily life. Additionally,
agriculture remains a crucial sector, with (qlvolved in farming, food production, and

rural development, contributing to fooa\@ity and economic sustainability.

These SMEs are pivotal to tl.le @nic development of South West Nigeria. They drive job
creation, foster economi o\h, and stimulate innovation within the region. Their diverse
presence across Ya;&sectors not only supports the local economy but also enhances the
overall ecogmﬁ;}silience and vibrancy of South West Nigeria. Table 3.1 illustrates the

distribu@

snapshot” of their prevalence and sectoral distribution within the region. This detailed

these SMEs across the South West Nigerian states, providing a detailed

breakdown underscores the importance of SMEs in shaping the economic landscape of South

West Nigeria and highlights their role in driving regional development.

65



Table 3.1 Number of established SMEs in the Southwest Nigeria

S/N States Number of SMEs

1 Ekiti 928

2 Lagos 8395

3 Ogun 2465

4 Ondo 2363

5 Osun 3007

6 Oyo 6131

Total 23289 ¢
*

33 Sampling Technique (/Q

Sampling is a method that allows researcher to infer information a;population based on

results from a subset of the population, without having t@v tigate every individual®.
Sample size determination is the technique of selecting number of respondents to be
included in a sample’- The sample size is an essenti @re of any study in which the aim is
to make inferences about the population. T@ple size for this study was determined by
drawing 500 samples from the entire .pg&&[ion using convenience sampling technique. This
sampling approach ensures ade Lb\@presentation across the region and allows for the

collection of diverse perspe?:@ from SMEs operating in different sectors and geographic

locations®’. Q

Convenience @ng is a non-probability sampling technique where participants are
selected b n their availability and ease of access. This method is often used in situations
wher}\iy‘e, cost, or other constraints make it difficult to conduct a more rigorous sampling
process. Researchers choose individuals who are easiest to reach, such as those nearby or
willing to participate, without any random selection. While convenience sampling is efficient
and cost-effective, it can introduce bias, as the sample may not be representative of the
broader population. As a result, findings from convenience sampling may not be

generalizable®. Convenient samples are then drawn from each stratum in proportion to their

66



occurrence in the population. This technique ensures representation of all subgroups,
improving the accuracy and generalizability of the results. Convenient sampling technique in
this study involved dividing the population of Small and Medium-sized Enterprises (SMEs)
into distinct strata based on specific characteristics such as industry sector, business size, and
geographic location. Within each sample group, SMEs were randomly selected to participate
in the study, ensuring proportional representation of each stratum in the final sample. This
approach captured the heterogeneity of SMEs operating in the region, thus ncing the
generalizability of the findings®®. By adopting this technique, the st d)le account for
variations in marketing strategies and performance indicators acn@i erent sectors and
business contexts within South West Nigeria. Ultimately, th. §gs of the study aimed to

inform policy interventions, managerial decision-makin academic discourse aimed at

enhancing the competitiveness and sustainability oé Sl@m South West Nigeria.

The utilization of the convenient sampli les the study to produce findings that

accurately reflect the broader SME lan& e in the region. This enhances the robustness and

validity of the study outcomes b)@é&ing that the research findings are not skewed towards

any particular sector or b@s size. Moreover, this sampling technique facilitates the

exploration of the nuancéd’relationships between marketing strategy and SME performance
S

]
across Various‘ se?)}é

sampling | study aligns with the objective of obtaining comprehensive insights into the

s of the SME population. Overall, the adoption of convenient

relath& between marketing strategies and SME performance in South West Nigeria. By
systematically sampling SMEs from different strata, the study aims to generate findings that
can inform policymakers, industry stakeholders, and academic discourse, ultimately
contributing to the enhancement of SME competitiveness and sustainability in the region.

The table below is the sample size drawn from each state using convenient sampling method
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Table 3.2: Sampling

State Population size Sampling calculated Approximate Sample size
Ekiti 928 928/23289 X 500 19.9 20

Lagos 8395 8395/23289 X500 180.6 181

Ogun 2465 2465/23289 X500 52.5 53

Ondo 2363 2363/23289 X500 50.9 51

Osun 3007 3007/23289 X500 64.7 65

Oyo 6131 6131/23289 X500 132.3 2

13
Researcher’s survey: 2024 Q*

34 Description of the Research Instrument Q

The research instrument utilized in this study was a structured que%gf(e designed to
gather data on various aspects related to marketing strategy a and Medium-sized
Enterprises (SMEs) performance in South West Nigeria. Th@stionnaire was divided into

several sections, each focusing on specific dimensions rglevant to the research objectives.

1. Section A: Demographics Characte@n: This section collects demographic
information from respondents }a\&ling age, gender, educational qualification,
years of experience in b@and the type of business sector they belong to.

These demograpl.lic&%acteristics help contextualize the responses and provide

insights into@”le of SME owners and managers participating in the study.

Sectio.n,&Assessment of Marketing Strategy: This section evaluates the

N

r Qlts' perceptions of their company's marketing strategy effectiveness.
%rbuestions cover various aspects such as market segmentation, product positioning,
\/ pricing strategies, distribution channels, and promotional activities. Respondents
indicate their level of agreement or disagreement with statements related to each

dimension of marketing strategy.

(98]

Section C: Business Performance Metrics Evaluation: In this section, respondents
assess the performance of their companies based on key performance metrics such
as revenue growth, profitability, market share, customer satisfaction, brand equity,
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operational costs, customer base expansion, product/service quality, customer
feedback, and risk management.

4. Section D: Challenges and Constraints: This section explores the challenges and
constraints faced by SMEs in developing and implementing effective marketing
strategies. Respondents indicate the extent to which various factors such as
resource constraints, market dynamics, digital marketing expertise, target market
identification, financial resource allocation, talent acquisition, diffe tion from
competitors, adoption of marketing trends, and regulatory C;){t@ impact their
marketing efforts. 0

5. Section E: Relationship Between Marketing Str: d SME Performance: In
this final section, respondents express their b and perceptions regarding the
relationship between marketing strate a&ME performance. They assess the

impact of marketing strategies o@company's performance, market position,

brand reputation, competiti@tage, market share, growth, and sustainability.
]

N

Overall, the questionnaire servég? a comprehensive tool for gathering data on the
perceptions, experiences, @hallenges of SMEs regarding marketing strategy and
performance in Sm@t Nigeria. The structured format ensures consistency in data

collection and €n;\c\§
obj ectives@

uantitative analysis to derive meaningful insights for the research

Q
3.5 \Validity of Research Instrument
Validity refers to the extent to which a research instrument measures what it intends to
measure and accurately reflects the construct or concept under investigation!!. Ensuring the
validity of research instruments is crucial for obtaining reliable and meaningful research

findings. In the context of the study on marketing strategy and SME performance in South
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West Nigeria, the validity of the research instruments, particularly the questionnaire, is of

paramount importance!® 1,

ii.

1il.

\/Q/

Content Validity: Content validity assesses whether the items included in the
research instrument adequately cover the dimensions and aspects of the constructs
being measured'> In the case of the questionnaire used in the study, content
validity was established through a rigorous process of item selection and
development. The questionnaire was designed based on a thor@Qeview of
existing literature on marketing strategy, SME perfoman&gﬂ'felated topics.
Moreover, input from subject matter experts and pilot Q helped ensure that
the questionnaire items effectively captured the variables and concepts of
interest. By including a comprehensive 6& questions covering various
dimensions of marketing strategy, S@rformance metrics, challenges, and
perceptions, the questionnaire aeht (Q:ontent validity'2.

Face Validity: Face Validi@s to the extent to which the research instrument
appears to measure tk@[ ded construct based on the judgment of respondents

and experts in @M”'Prior to administering the questionnaire to the target

respondent%?anel of experts reviewed the instrument to assess its clarity,
]
rele(angéﬁ

uestions, the order of presentation, and the overall comprehensibility of the

appropriateness. The experts provided feedback on the wording of

questionnaire. Their input helped enhance the face validity of the instrument,
ensuring that it was perceived as relevant and meaningful by the target
respondents'?.

Construct Validity: Construct validity examines whether the research instrument
114

accurately measures the underlying theoretical constructs or concepts of interes

In the study, construct validity was established by aligning the questionnaire items
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with theoretical frameworks and conceptual models derived from the literature.
The questions related to marketing strategy dimensions, SME performance
metrics, and perceptions of the relationship between marketing strategy and
performance were designed to reflect established theoretical constructs.
Additionally, statistical techniques such as factor analysis can be employed to
assess the underlying structure of the constructs and validate the relationships
among variables, further strengthening construct validity'4. Q

iv. Criterion Validity: Criterion validity evaluates the extent to Qly the scores

obtained from the research instrument correlate with e;tc iteria or standards

that are considered valid measures of the construgty. In, the context of the study,
criterion validity was assessed by comparin@ responses obtained from the
questionnaire with objective performa e@cs, financial data, or other relevant
indicators of SME performance.%%mining the degree of correlation between
self-reported perceptions. g\'%.lal performance outcomes, researchers can

ascertain the criterion V@ of the instrument!?.

Q

Overall, ensuring the Valid@he research instruments is essential for generating reliable
and credible findings ¢hat=accurately represent the relationship between marketing strategy
and SME perf‘rm%gxfe n South West Nigeria. By addressing various aspects of validity,

researcher, é‘ enhance the robustness and integrity of their study and contribute to the

adva?\e%nt of knowledge in the field.

3.6  Reliability of the Research Instruments

Reliability refers to the consistency and stability of measurements obtained from a research
instrument over time and across different conditions'®. It is essential to ensure that the
research instruments used in a study produce dependable and consistent results to support the

validity and credibility of the findings. In the context of the study on marketing strategy and
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SME performance in South West Nigeria, assessing the reliability of the research instruments,

particularly the questionnaire, is critical for obtaining trustworthy data.

Internal Consistency Reliability: Internal consistency reliability assesses the extent
to which items within a research instrument measure the same underlying
construct or dimension consistently!”. One common measure of internal
consistency reliability is Cronbach's alpha coefficient, which indicates degree
of correlation among the items in a scale or questionnaire. To e internal
consistency reliability, researchers calculated Cronbach's alg@“ ach section of
the questionnaire related to marketing strategy dime SME performance
metrics, challenges, and perceptions. A high alp@alue (typically above 0.70)
suggests strong internal consistency amo Qe items within each section,
indicating that they are measuring the i@d constructs reliably!”.

Test-Retest Reliability: Test{@(breliability evaluates the stability of
measurements obtained fro\ research instrument over time when administered
to the same group otép?ndents under similar conditions'8. In order to assess
test-retest reliab@&esearchers can administer the questionnaire to a sample of
respondent QNO different time points and calculate the correlation between
thei(.r.%@

@JCGS consistent results across multiple administrations, thereby demonstrating

es. A high correlation coefficient indicates that the instrument

\9&5 reliability over time!'3.

3.

Parallel Forms Reliability: Parallel forms reliability, also known as alternate forms
reliability, involves administering two equivalent versions of the research
instrument to the same group of respondents and comparing their scores'®. The
two versions of the questionnaire should contain similar items measuring the same

constructs but presented in a slightly different format or wording. By comparing
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the responses obtained from the two versions, researchers can assess the degree of
agreement between them. High correlation coefficients between the scores on the
two forms indicate strong parallel forms reliability, indicating that the instrument
produces consistent results regardless of the specific version administered'.

4. Inter-Rater Reliability: Inter-rater reliability applies to research instruments that
involve subjective judgments or ratings provided by different raters or observers?’.
It assesses the extent to which different raters or observers asgi onsistent
ratings or scores to the same set of stimuli or behaviors. Inte -r%rje iability can
be evaluated using statistical measures such as Co e@’%pa coefficient or

intraclass correlation coefficient (ICC). High a among raters indicates

strong inter-rater reliability, ensuring that t@lstrument produces consistent

results across different observers?’. 2 be

By evaluating the reliability of the res@nstruments, researchers can ensure the
consistency and stability of the measurﬁ\&[s obtained, thereby enhancing the credibility and
validity of their findings. Relia@@%esﬁng is an essential step in the research process,

providing assurance that tha@ collected accurately reflect the constructs and phenomena

under investigation. @
3.7  Met dgal’D

ata Collection
In the s@-vestigating the relationship between marketing strategy and the performance of
Small ahd Medium-sized Enterprises (SMEs) in South West Nigeria, selecting appropriate
methods of data collection is crucial for obtaining reliable and comprehensive data. The
choice of data collection methods should align with the research objectives, the
characteristics of the target population, and the resources available. The methods of data
collection for the study included the use of questionnaires. These are a common and effective

method for collecting large amounts of standardized data from a diverse sample of
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respondents. Given the geographical scope of the study covering South West Nigeria and the
need to reach a significant number of SMEs, questionnaires offer a practical and cost-
effective means of data collection. The researchers gathered information on various aspects of
marketing strategy implementation, SME performance metrics, challenges, and perceptions in

a structured format.

3.8  Method of Data Analysis

The study employed a comprehensive approach to data analysis, combini;ptive and

inferential statistical methods to thoroughly investigate the relationship, between marketing

strategies and SME performance in Southwest Nigeria. @

Initially, descriptive analysis was used to provide a clear of the data. This approach
involved summarizing the demographic characteristi;bo the respondents and key variables
related to marketing strategies and SME p nce. Descriptive statistics, including
measures such as means, standard devi %\@and frequencies, were applied to present a
detailed snapshot of the SMEs undé§§erd . This process offered insights into the sample
composition, including SME &% industry, and geographic distribution, and helped in

understanding the typic%@éting strategies employed and their prevalence.

Subsequently, i e@ statistics were employed to explore deeper relationships between
marketing s%gies and SME performance. Correlation analysis was conducted to assess the
stren&h%&direction of associations between various marketing strategies and performance
indicators. This analysis determined how changes in marketing strategies were related to

changes in performance outcomes, revealing significant relationships and patterns.

Further, regression analysis was utilized to examine the predictive power of marketing
strategies on SME performance. Simple regression analysis focused on individual marketing

strategies, such as pricing or promotional tactics, and their direct impact on performance
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metrics like sales or profitability. Multiple regression analysis extended this investigation by
assessing how a combination of marketing strategies influenced performance, while
controlling for other relevant factors. This approach provided a significant understanding of
how different marketing strategies collectively affected SME performance and identified the

most influential factors.

Overall, this multifaceted approach to data analysis ensured a thorough examin%of the
\J

dynamics between marketing strategies and SME performance, offering valua ights and

actionable recommendations for SMEs in Southwest Nigeria to optj%e eir marketing

efforts and enhance their performance. @

3.9  Ethical Considerations
In addressing ethical considerations, several key pr}@l&s guided the research process to

ensure the integrity and well-being of participan%

\S

1. Informed Consent: Prior to&mvolvement in the study, all participants were
provided with clear a.\gv\nnprehensive information regarding the purpose,
procedures, and'@%al risks and benefits of the research. They had the
opportunity%?questions and fully understand what their participation entails.
Conget s were provided, and participants were asked to provide explicit
cégnt before participating in the study. A Sample of the consent form is

\/&ached in Appendix B.

2. Confidentiality: The confidentiality of participants' information was strictly
maintained throughout the research process. Any personal or sensitive data
collected during the study was kept confidential and stored securely. Participant
identities were anonymized in any reports or publications resulting from the

research to ensure their privacy and confidentiality.
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3. Voluntary Participation: Participation in the research were entirely voluntary, and
participants had the freedom to withdraw from the study at any time without
penalty or consequence. They did not face any pressure or coercion to participate,

and their decision to participate or withdraw was respected without question.

Additionally, measures were implemented to ensure the protection and ethical treatment of
vulnerable populations, if applicable. The research was conducted in accor% with
relevant ethical guidelines and regulations, and any ethical concerns or i@zthat arise

during the course of the study were addressed promptly and appr@gl{ Overall, the

research prioritized the well-being, rights, and dignity of all partici volved.

3.10 Conclusion QQ

In conclusion, Chapter Three serves as a critical o@kponent of the research endeavor,
delineating the methodological framework utili to explore the intricate relationship
between marketing strategies and SME pe t@nce within the context of South West Nigeria.
Through the adoption of rigorous ré%%eh methodologies and ethical principles, the study

endeavors to produce insig@ndings that can offer valuable guidance to SME

management and infmr@‘naking initiatives within the region.

The chapter m(fci@ﬂy outlines the research design, data collection methods, sampling

techniques, @ analysis procedures, and ethical considerations employed in the study. By
optin@ quantitative research design, the investigation seeks to systematically analyse
numerical data to uncover patterns, trends, and correlations pertinent to marketing strategies

and SME performance.

Utilizing survey questionnaires, the study captured comprehensive insights from SME
owners and managers across diverse sectors in South West Nigeria. Convenient sampling

ensures representative participation from various industries and business sizes, enhancing the
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validity and applicability of the research findings. In summary, Chapter Three lays the
groundwork for a methodologically robust investigation poised to yield valuable insights into
the dynamics shaping SME performance in South West Nigeria. Through its meticulous
approach and adherence to ethical standards, the study endeavors to contribute meaningfully

to the advancement of SME management practices and policy formulation endeavors in the

region. \
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Chapter Four
Results and Discussion of Findings

This chapter is concerned with the presentation and discussion of the results of data analysis
and their interpretation. The study was conducted to find out the roles of Marketing Strategy
on the Performance of Small and Medium-sized Enterprises (SMEs) in Southwest, Nigeria.
Four research questions and four hypotheses were generated for the study an d. The
statistical tools used for the testing of the research instrument with the@ tatistical
Package for Social Sciences (SPSS) were: descriptive statistics such uency distribution
and percentages; mean and standard deviation, inferential statisti Qhe form of Pearson
Product Moment Correlation (PPMC) and Linear Regressi he reports are presented in
four parts. First, the demographic variables of the re@den‘[s are presented while second
part dealt with the presentation of research que%&i the third part is concerned with the
testing of the hypotheses while the forth %cussed the findings of the study. A total of
500 copies of the research instrumenég\&a ministered to the respondents, out of which 482

(96.4%) response rate were K@p&d and found suitable for analysis. This is more than

adequate with the agreedﬁ@d of 50 percent
Table 4.1: Ret@of Questionnaire

Total Number uestionnaire Total Number of Percentage of Returned
Distributed~, Questionnaire Returned Questionnaire
500 N7 482 96.4

4.1 Demographic Variables of Respondents
This section presents the demographic data of the respondents in terms of age, gender,

educational qualification, years of experience, and type of business sector.
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Table 4.2: Demographic Characteristics of Respondents

Demographic Information  Labels Frequency Percentage (%)
Age Range 18-25 46 9.54
26-35 102 21.2
36-45 174 36.1
46-55 118 24.5
>56 42 8.7
Gender Male 271 56.2
Female 211 43.8 Q\
Educational Qualifications  High School 194 40.25
Bachelor’s Degree 239 4949
Master’s Degree 28 1
Doctorate Degree 21
Years of Experience 1-3 68 Q 14.11
4-6 94Q 19.50
7-10 % 29.67
More than 10 yea fb 7 36.72
Type of Business Sector Manufactur%(b 144 29.88
Services 140 29.05

Retai] 106 21.99
Teche%%gy 92 19.08

0 0

Source: Field Survey, 2024 « \A‘/

Table 4.1 presents a de '?frequency distribution of the demographic characteristics of
respondents pa@n in this study, providing valuable insights into the sample population.
Out of the@éi& respondents, a breakdown of age distribution reveals that a diverse range
of agﬁ&ﬂributed to the study. Specifically, 46 respondents, accounting for 9.54%, were
between the ages of 18 and 25 years. This age group represents the younger segment of the
workforce, likely characterized by relatively less experience but potentially fresh perspectives.
The largest group consisted of individuals aged 36 to 45 years, with 174 respondents (36.1%),

indicating a substantial proportion of the sample was in their prime working years. The age

bracket of 26 to 35 years included 102 respondents (21.2%), while 118 respondents (24.5%)
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were aged between 46 and 55 years. Finally, 42 respondents (8.7%) were over 56 years old,
suggesting that a significant number of participants were more mature, bringing a wealth of

experience and perspective to the study.

The gender distribution among respondents also highlights notable trends. According to the
table, 271 respondents (56.2%) were male, while 211 respondents (43.8%) were female. This
indicates a higher representation of male participants in the study, which may re broader
industry or demographic trends within the region. The gender balance, whi t skewed
towards males, still provides a diverse viewpoint on the study’s foc Uggrstanding this
distribution is important for analyzing how gender might influen ses and perceptions

related to marketing strategies and SME performance. Q

Q

Educational qualifications of the respondents fu epb%trate the depth of expertise within
the sample. A significant majority of the res S (49.59%), held a Bachelor’s Degree,
demonstrating a strong foundational le N education. This is complemented by 194
respondents (40.25%) who had att{ \ igh School Certificate, indicating a high level of
specialized knowledge and @ d education. Additionally, 21 respondents (4.36%) had
earned a PhD. The divs%e%cational background of the respondents suggests that they are
well-equipped t ’@f informed and insightful responses to the survey, reflecting a range

of academic@ ofessional expertise relevant to the study.

Rega\& professional experience, the table reveals a broad spectrum of work histories
among respondents. A significant portion, 177 respondents (36.72%), had more than 10 years
of experience, suggesting a high level of industry expertise and long-term engagement in
their respective fields. Another 143 respondents (29.67%) had between 7 to 10 years of
experience, while 94 respondents (19.50%) had between 4 to 6 years of experience. Only 68

respondents (14.11%) reported having between 1 to 3 years of experience. This distribution
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highlights a sample with substantial experience and expertise, particularly in the context of

analyzing the impacts of marketing strategies on SME performance.

The type of business sectors represented among the respondents also provides a
comprehensive view of the industries involved. The study revealed that 144 respondents
(29.88%) were engaged in manufacturing, making it the most prevalent sector among the
participants. This is followed by 140 respondents (29.05%) who were service pr: vé&s, 106
respondents (21.99%) who owned retail businesses, and 92 respondents (1 ho were
involved in the ICT sector. This distribution indicates a strol@\representation of
manufacturing and service sectors, suggesting that these particip@o frequently interact
with customers, are well-positioned to provide valuable insi to the impact of marketing
strategies on their businesses. The prevalence of @n acturing and service-oriented
respondents enhances the study’s relevance by@ing that perspectives on marketing

strategies come from sectors with sigh@n; customer engagement and operational

Q)
&
4.2 Research Question Prese&%n

complexity.

RQ1: What are the pn@g marketing strategies adopted by Small and Medium-sized
Enterprises (S rating in South West Nigeria across various sectors?

To ascertai%e revailing marketing strategies employed by small and medium-sized
enterpri MEs) across various sectors in South West Nigeria, a comprehensive survey
was conducted. The primary aim was to identify the most commonly adopted marketing
approaches and techniques among SMEs in this region. Respondents, who represented a
diverse range of industries, were presented with a detailed set of questions focused on
different marketing strategies. These questions were designed to capture a broad spectrum of

marketing techniques, including product strategies, pricing strategies, promotional activities,
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and distribution methods. The respondents were asked to indicate which of these strategies
were currently utilized by their enterprises, based on their operational practices and regional

availability.

To analyze the responses, the study employed statistical methods to calculate both the mean
and standard deviation for each of the marketing strategies reported by the respondents. The
mean provided an average score, reflecting the overall popularity or prevalence\of each
marketing strategy among SMEs in South West Nigeria. The standard deviati@the other
hand, measured the variability or dispersion of the responses, offej% ghts into the
consistency of strategy adoption across different enterprises. The r: f this analysis were
meticulously compiled and presented in Table 4.3. This table ﬁ a clear and systematic
overview of the various marketing strategies employed by ‘SMEs in the region. By detailing
both the average prevalence and the variability 1 option of these strategies, Table 4.3
offers valuable insights into the marketing @ of SMEs and highlights the common and
less common approaches within this\\' nomic sector. This information is crucial for
understanding how SMEs in SOL@%(?S'[ Nigeria navigate their marketing environments and
adapt to competitive pre@ﬁs, thereby contributing to the broader analysis of their
performance and strategicveffectiveness.
N
C
O
O
\/QJ
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Table 4.3

Assessment of Marketing Strategy SA A ND D SD N MEAN SD DECISION
X
Our company employs effective 210 175 21 72 4 482  4.07 1.07 Agreed
market segmentation strategies (42.0) (35.0) 4.2) (144) (0.8)
Our company effectively positions 165 189 48 62 18 482 3.87 1.13 Agreed
its products/services in the market (33.0) (37.8) (9.6) (12.4) (3.6)
Our company implements 167 193 52 37 33 482  3.88 1.17 Agreed
appropriate pricing strategies to (33.4) (38.6) (10.4) (7.9 (6.6)
remain competitive.
Our company utilizes efficient 138 122 37 164 21 482 340 1.33 Not Decided
distribution channels to reach target (27.6) (24.2) (7.4) 32.8) (4.2) \
customers. Q
Our company engages in effective 89 107 69 189 28 482 . 1.26  Not Decided
promotional activities to enhance (17.8) (21.4) (13.8) (37.8) (5.6) (/
brand visibility ,\
Our 101 98 65 119 99 2.96 1.45  Not Decided
company effectively identifies and (20.2) (19.6) (13.0) (23.8) (19.8) 6
targets niche market segments %
Our company regularly monitors and 214 178 23 40 2 482  4.06 1.15 Agreed
adjusts pricing strategies in response  (42.8) (35.6) (4.6) (8.0)
to market dynamics. Q
Our company maintains strong 139 158 46 75 64 482 348 1.39  Not Decided
relationships ~ with  distribution (27.8) (31.6) (9.2) @ (12.8)
channel partners to ensure efficient 6
product/service delivery. (b
Our company employs innovative 204 178 m 12 482  4.10 1.00 Agreed
and creative promotional strategies (40.8) (35.6) \ (6 2) (2.4)
to differentiate itself  from *
competitors.
Our company regularly conducts 118 42 482  3.54 1.25 Agreed
market research to stay informed (23 6) 2) (13 8) (14 4) (8.4
about changing customer
preferences and market trends. Q
Grand x \\ 3.64 1.22  Agreed
Source: Field Suwg@
]
Table 4.3 shew \result of descriptive analysis of respondents to answer research question

one: W@bre the prevailing marketing strategies adopted by small and medium-sized

enter}ffes (SMEs) operating in South West Nigeria across various sectors?

The report aims to provide an analysis of the opinions of the employees of Small and
Medium-sized Enterprises (SMEs) operating in South West Nigeria. The data was collected
through a survey, and participants were asked to rate their agreement level on various

statements relating to marketing strategies adopted by small and medium-sized enterprises
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(SMEs) operating in South West Nigeria. The survey report shows that 385(77%) agreed that
their company employs effective market segmentation strategies, thereby indicating a
positive perception of their ability to target specific customer segments. A significant number
of respondents (70.8%) agreed that their companies effectively position their
products/services in the market, suggesting a focus on meeting customer needs and
differentiating themselves from competitors. Most respondents (72%) agreed that their
companies implement appropriate pricing strategies to remain competitive, ighting a
recognition of pricing as a competitive tool. While a considerable portlo (51.8%) agreed that

their companies utilize efficient distribution channels, a significan @ (37%) disagreed,
indicating potential room for improvement in optimizing &n for better reach and
accessibility. A notable proportion (43.4%) of respon@ isagreed when asked about
effective promotional activities, suggesting a n df& MEs to enhance their efforts to
improve brand visibility. A majority of r s (83.7%) agreed that their companies
effectively identify and target niche .nga\'kgments, indicating a focus on capitalizing on
specific customer groups. The maj&gg\of respondents (77.4%) agreed that their companies
regularly monitor and adjust p&yg strategies in response to market dynamics, demonstrating
proactive adaptation to\@ competitive. While a significant number (59.4%) agreed that
their companie strong relationships with distribution channel partners, a notable
portion (27 1sagreed, suggesting a need for improvement in building and maintaining
thes%@ hips. A large majority (76.4%) agreed that their companies employ innovative
and creative promotional strategies to differentiate from competitors, highlighting a focus on
standing out in the market. While a significant number (59.8%) agreed that their companies

regularly conduct market research, a notable portion (22.8%) disagreed, indicating a potential

opportunity to increase the emphasis on market research for competitiveness.
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The result showed the mean response on the assessment of marketing strategy. The overall
mean score for the responses on assessment of marketing strategies (Grand x = 3.64) while
the Standard Deviation is (SD=1.22). This mean value indicates a generally positive
sentiment towards the assessment of marketing strategy use by the SMEs in South West
Nigeria.This therefore suggests that the majority of respondents expressed agreement or
strong agreement with the effectiveness or usefulness of the marketing strategy assxnent in

the context of SMEs in South West region. QQ

Overall, the analysis suggests that while SMEs in South West Nigeria&nonstrate strengths
in certain marketing areas, there is room for improvemer%qstribution channels,
promotional activities, distribution channel relationships, an(@ket research to enhance the

effectiveness of their marketing strategies. Q

RQ2: What are the key performance indicatm&éﬂs) and metrics used to evaluate the

performance of SMEs in the South Wes kg‘ n?

To investigate the key performanc&(&?cators (KPIs) and metrics employed to evaluate the
performance of small and fn@m-sized enterprises (SMEs) in the South West region of
Nigeria, respondents w@ged to respond to a series of questions designed to gauge their
use of various 's@erformance evaluation metrics. These questions covered a range of
performancermetrics relevant to SMEs, aimed at capturing how enterprises measure their
success &ack their operational effectiveness.

The respondents were requested to indicate their level of agreement with each of the
proposed metrics. This approach provided insights into which KPIs are considered most
important and frequently used by SMEs in the region. The KPIs included in the survey
encompassed financial indicators such as revenue growth, profit margins, and return on

investment, as well as non-financial metrics like customer satisfaction, market share, and

88



operational efficiency. To analyze the collected data, both the mean and standard deviation of
the respondents' answers were calculated. The mean score offered an average level of
agreement among respondents regarding the importance of each KPI, reflecting the overall
significance assigned to these metrics by SMEs. The standard deviation provided a measure
of variability in responses, indicating the degree of consensus or divergence in the perception
of these performance indicators.

The results of this analysis were organized and presented in Table 4.4. This ta Qnmarized
the average levels of agreement and the dispersion of responses for each pé@)ynance metric,
offering a clear view of how SMEs in the South West region eval @el performance. By
presenting these metrics in a structured format, Table 4.4 higl@%he primary KPIs used by

SMEs, facilitating a deeper understanding of their per@ance evaluation practices and

contributing to the broader analysis of business peléo@e management in the region.
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Table 4.4

Business Performance Metrics SA A ND D SD N MEAN SD DECISION
Evaluation X

Our company has experienced 224 189 31 22 16 482  4.21 0.98  Agreed
growth in revenue over the past (44.8) (37.8) (6.2) (4.4) (3.2)

year.

Our company has achieved 189 212 41 27 13 482 4.11 0.97  Agreed
satisfactory levels of profitability. (37.8) (42.4) (8.2) (5.4) (2.6)

Our company has gained market 183 198 52 29 20 482  4.03 1.05  Agreed
share in its respective industry. (36.6) (39.6) (10.4) (5.9) (4.0)

Our company consistently meets or 181 213 47 22 19 482  4.07 1.00  Agreed
exceeds  customer  satisfaction (36.2) (42.6) (9.4) (4.4) (3.9)

expectations. Q

Our company has built a strong 187 179 48 41 27 482 3 Q 1.15  Agreed
brand equity in the market. (37.4) (35.8) (9.6) (8.2) 5.4) Cu

Our company has effectively 194 191 51 30 16 48 4. 1.03  Agreed
managed and controlled operational (38.8) (38.2) (10.2) (6.0) 3.2) &

costs to maintain profitability. Q

Our company has successfully 137 264 28 35 18 % 3.97 0.99  Agreed
expanded its customer base in the (27.4) (52.8) (5.6) (7.0)

past year. @

Our company consistently delivers 189 199 48 29 Q 482  4.07 1.02  Agreed
products/services of high quality. (37.8) (39.89) (9.6) (5. 4)

Our company has received positive 194 214 18 % 29 482  4.07 1.10  Agreed
feedback and reviews from (38.8) (42.8) (3.6) 8% (5.8)

customers.

Our company has effectively 198 188 3@ 43 25 482  4.02 1.14  Agreed
managed and mitigated risks to (39.6) (37.6) \ (8.6) 5.0

ensure sustainable growth. . *

Grand x '\\, 4.06 1.04  Agreed

Source: Field Survey, 2024

\\)(\
S

x@b

S

N
S
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Table 4.4 shows the result of descriptive analysis of respondents to answer research question
two: What are the key performance indicators (KPIs) and metrics used to evaluate the
performance of SMEs in the South West region? The report aims to provide an analysis of the
opinions of the SME owners and employees of SMEs in the South West region. The data was
collected through a survey, and participants were asked to rate their agreement level on

various business performance metrics used to evaluate the performance of SMEs iI& South

West region. QQ
Findings revealed that a significant majority (82.6%) of responde& ed that their
companies have experienced growth in revenue over the past year; @ghting their success
in increasing financial earnings. Similarly, a high number of ts (80.2%) agreed that
their companies have achieved satisfactory levels of @@ility, indicating their ability to
generate profits. Also, a substantial proportion@ﬁ) of respondents agreed that their
companies have gained market share in @pective industries, suggesting successful
market penetration and increased mar-k@@sence.

A majority (78.8%) of respondm@@eed that their companies consistently meet or exceed
customer satisfaction ex e@, demonstrating a strong focus on meeting customer needs
and maintaining high satisfaction levels. Relatively, a significant majority (73.2%) of
respondents a@\ﬁ their companies have built strong brand equity in the market,
indicating sful brand building and establishing a positive brand image. Also, a majority
(77Wspondents agreed that their companies have effectively managed and controlled
operational costs to maintain profitability, reflecting efficient cost management practices. The
report also reveals that a substantial majority (82.2%) of respondents agreed that their
companies have successfully expanded their customer base in the past year, indicating an
ability to attract and acquire new customers. A significant majority (86.6%) of respondents

agreed that their companies consistently deliver products/services of high quality,
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highlighting a commitment to meeting customer expectations and maintaining high standards.
The majority (90.6%) of respondents agreed that their companies have received positive
feedback and reviews from customers, indicating a favourable customer perception and
satisfaction. The result showed the mean response on the business performance metrics
evaluation. The overall mean score for the responses on business performance metrics
evaluation is (Grand x = 4.06) while the Standard Deviation is (SD=1.04). This therefore
indicates a generally positive sentiment towards the evaluation of business.petformance
metrics, suggesting that the majority of respondents agreed or strongly\agreed with the

effectiveness or usefulness of the evaluation process.

In conclusion, these findings suggest that the surveyed companies have performed well in
terms of revenue growth, profitability, market share, customer satisfaction, brand equity, cost
management, customer base expansion, product/service quality, and positive customer
feedback. These positive indicators reflect the companies' success in achieving their

objectives and establishing a strong position within their respective industries.

RQ3: How do different marketing strategy dimensions, such as market segmentation,
product positioning, pricing strategies, distribution channels, and promotional activities,
influence the performance outcomes of SMEs in South West Nigeria?

To assess the ififluence of various marketing strategy dimensions on the performance
outcomg®of’small and medium-sized enterprises (SMEs) in South West Nigeria, respondents
were asked to complete a survey designed to measure their perceptions of how different
aspects of marketing strategies affect SME performance. The survey included questions that
explored the relationship between specific marketing strategy dimensions—such as product
strategies, pricing strategies, promotional activities, and distribution channels—and the

overall performance of SMEs in the region.
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Respondents were requested to indicate their level of agreement with statements concerning
the impact of these marketing strategy dimensions on various performance outcomes. These
outcomes included factors like sales growth, market share, customer retention, and
profitability. By evaluating these relationships, the study aimed to determine which aspects of
marketing strategies have the most significant effect on SME performance. To analyze the
data, the mean and standard deviation of the respondents' answers were computed. The mean
provided an average level of agreement with each statement, reflecting the ge onsensus
on the influence of different marketing strategies on performance out o&sy e standard
N

deviation indicated the extent of variability in responses, hi;h

agreement or divergence in perceptions among SMEs.The=tes

areas of broad
s of this analysis were
detailed in Table 4.5. This table presented a comprel@re overview of how different
marketing strategy dimensions were perceived to i p@ E performance. By summarizing
these findings, Table 4.5 offered valuable ingi {bn o the effectiveness of various marketing

strategies and their role in shaping the gu,\ﬁss f SMEs in South West Nigeria.
N
&
&
%
\,Q:b
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Table 4.5

Relationship Between Marketing SA A ND D SD N MEAN SD DECISION
Strategy and SME Performance X

I believe that effective marketing 139 131 47 84 81 482  3.34 1.47  Not Decided
strategies positively impact our (28.8) (27.2) (9.8) (17.4) (16.2)

company's performance.

Our company's performance has 118 162 59 82 61 482 3.40 1.35  Not Decided
improved as a result of (24.5) (33.6) (11.8) (16.4) (12.2)

implementing effective marketing

strategies.

Our company's market position has 119 111 67 92 93 482  3.15 1.47  Not Decided
strengthened due to the (24.7) (23.0) (13.9) (19.1) (19.3) \

implementation of  marketing Q

strategies.

I believe that investing in marketing 194 169 56 40 23 482 (3.9 1.13  Agreed
activities is crucial for our (38.8) (33.8) (11.2)  (8.0) (4.6)

company's long-term success. &

Our company's brand reputation has 164 206 49 28 35 3.90 1.15 Agreed
improved as a result of effective (34.0) 41.7) (10.2) (5.8) (7.3%

marketing strategies.

I am confident that our company's 228 154 27 41 @ 482  4.05 1.21 Agreed
marketing efforts contribute  (47.3) (32.0) (5.6) (8.5)@.6)

significantly  to  its  overall

performance. Q

Our company's marketing strategies 186 181 31 @ 37 482  3.90 1.23 Agreed
have helped us gain a competitive (38.6) (37.6) (6. .8) 7.7

advantage in the market.

I believe that aligning marketing 201 163 48 27 482  3.96 1.18  Agreed
strategies with business goals is (41.7) (3.3 (8.9) (10.0) (5.6)

essential for our company's success. \

Our company's market share has 116 gg 72 104 69 482  3.23 1.40  Not Decided
increased due to the effectiveness of (24.1) éﬁl) (149) (21.6) (14.3)

marketing strategies. © A

I perceive marketing strategy as a \ 177 47 46 26 482 394 1.16  Agreed
critical driver of our company%l% (36.7) (9.8) 9.5) (5.4)

growth and sustainability.

Grand x o« ¢ 3.69 1.28

Source: Researéher’s Fiéld Survey, 2024

x@b
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In Table 4.5, the findings of a descriptive analysis are presented, addressing research question
three: How do different dimensions of marketing strategy, such as market segmentation,
product positioning, pricing strategies, distribution channels, and promotional activities,
influence the performance outcomes of SMEs in South West Nigeria? The report aims to
provide insights into the perspectives of SMEs owners and employees working in SMEs in
the South West region. The data was collected through a survey, where partici;im were

asked to rate their level of agreement regarding the impact of marketing st@ on SME

,\(/

According to the survey report, the majority of respondents e agreement with the

performance in the South West region.

positive influence of effective marketing strategies on their @pany's performance. Out of
the total respondents, 270 (56%) agreed, 165 (33. Qsagreed, and 47 (9.8%) were
undecided. Similarly, regarding the statement "Ou&any's performance has improved as a
result of implementing effective marketir@\\@tegies," 280 (58.1%) agreed, 141 (28.2%)
disagreed, and 59 (11.8%) were urh &L The analysis also revealed insights into the
impact of marketing strategles 0 &rket position, brand reputation, and overall performance.
For example, 230 (47.7¢ o@pondents agreed that their company's market position had
strengthened due to th ementation of marketing strategies, while 185 (38.4%) disagreed,
and 67 (13.9%)\wer undemded Moreover, a significant majority of 363 (72.6%) respondents

agreed thatinwesting in marketing activities is crucial for their company's long-term success.

The survey findings also indicated that effective marketing strategies contributed to improved
brand reputation, as reported by 370 (75.7%) respondents who agreed, while 63 (13.1%)
disagreed, and 49 (10.2%) were uncertain. Additionally, 382 (79.3%) respondents expressed
confidence in the significant contribution of their company's marketing efforts to overall

performance. However, a minority of 73 (15.1%) respondents disagreed with this perspective.
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The analysis further explored the respondents' perceptions of gaining a competitive advantage
in the market through marketing strategies. The majority of 367 (76.2%) respondents agreed,
while 84 (17.5%) disagreed, and 31 (6.4%) were undecided. Similarly, 364 (75.5%)
respondents believed that aligning marketing strategies with business goals is essential for
their company's success, while 75 (15.6%) disagreed, and 43 (8.9%) were uncertain.

Furthermore, the survey findings provided insights into the impact of marketing strategies on
market share, with 237 (49.2%) respondents agreeing that their company's m Qshare had
increased due to effective marketing strategies, while 173 (35.9%) disag ee@ 72 (14.9%)
were uncertain. Lastly, the majority of 363 (75.3%) respondents pe &narketing strategy
as a critical driver of company growth and sustainability, wh6$9%) disagreed, and 47
(9.8%) were uncertain. The result showed the mean re@e on the relationship between
marketing strategies and SMEs performance. The V@lean score for the responses on the
relationship between marketing strategies s performance is (Grand x = 4.06) while
the Standard Deviation is (SD=1.04).. T kﬁcates a generally positive sentiment towards
the relationship between marketing&&%fegies and SMEs performance. The average response
is above the midpoint of tﬁ®% suggesting that the majority of respondents agreed or

strongly agreed with th o%e impact of marketing strategies on SMEs performance.

In conclusion, @r\rey findings highlight the significant role of marketing strategies in the
performamb comes of SMEs in South West Nigeria. The majority of respondents believe
that e 1ve marketing strategies positively impact their company's performance, including
market position, brand reputation, and overall success. The importance of investing in
marketing activities for long-term success is emphasized. Respondents also recognize the
value of gaining a competitive advantage and aligning marketing strategies with business
goals. These insights can inform businesses in South West Nigeria in developing and

implementing effective marketing strategies to enhance their performance.
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RQ4: What are the challenges and constraints faced by SMEs in developing and

implementing effective marketing strategies in the South West Nigerian market?

To identify the challenges and constraints encountered by small and medium-sized
enterprises (SMEs) in developing and implementing effective marketing strategies within the
South West Nigerian market, respondents were given a set of questions focused on these
issues. The aim was to uncover the specific difficulties that SMEs face in their%keting
efforts. The survey asked respondents to indicate the particular challenges @Q@nstraints
their businesses experience. These challenges could include factors su&s(h'ﬁited financial
resources, insufficient market research, inadequate marketing ski Qntense competition.
Respondents were asked to assess the relevance and impact h challenge on their ability

to develop and execute successful marketing strategies. Q

QO

Once the data were collected, the mean and ard deviation of the responses were

calculated to provide a detailed understand@ the prevalent issues. The mean represented
° . .

the average level of agreement on tkg\gg%ﬁcance of each challenge, reflecting the overall

impact perceived by the SMESA while, the standard deviation illustrated the degree of

variation in responses, h \ing whether certain challenges were universally experienced

or if there were si‘gg&nt differences in the challenges faced by different SMEs.

N\

The results @h analysis were compiled and presented in Table 4.6. This table offered a
com re@’ae overview of the various constraints and challenges faced by SMEs in the
South West Nigerian market. By detailing these findings, Table 4.6 provided valuable insights
into the barriers that hinder effective marketing strategy development and implementation,

thus informing potential solutions and strategies for overcoming these obstacles.
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Table 4.6

Challenges and Constraints SA A ND D SD N MEAN SD DECISION
X

Our company faces challenges in 108 148 30 101 95 482  3.15 1.48  Not Decided

developing  effective  marketing (22.4)  (30.7) (6.2) (21.0)  (19.7)

strategies due to resource

constraints.

Our company struggles to adapt 174 189 53 42 24 482 3.93 1.13  Agreed

marketing strategies to changing (36.1) (39.2) (11) 8.7) (5.0

market conditions.

Our company lacks sufficient 96 139 45 128 74 482  3.11 1.40  Not Decided

awareness and expertise in digital (19.9) (28.8) 9.3) (26.6) (15.4)

marketing initiatives Q

Our company encounters difficulties 48 63 21 213 137 482 Q 1.28 Disagreed

in identifying and reaching its target (10) (13.1) 4.4) (44.2) (28.4) (J

market effectively.

Our company faces challenges in 168 83 63 98 70 &3.38 1.49  Not Decided

allocating adequate financial (34.9) (17.2) (13.1) (20.3) (14.5) 6

resources to marketing efforts. %

Our company experiences 74 87 51 176 99 482  2.73 1.37  Not Decided

constraints in  hiring  skilled (15.8) (18) (10.6)  (36.5) @

personnel for marketing roles. Q

Our company finds it challenging to 76 89 48 15 11 482 271 1.41 Not Decided

differentiate its products/services (15.8) (18.5) (10) @ (23)

from competitors in the market. 6

Our company struggles to keep pace 118 109 54 68 33 482  3.23 1.33 Not Decided

with emerging marketing trends and (24.5) (22.6) (349) (6.9)

technologies. \

Our company faces regulatory 76 88 Nl 112 155 482  2.62 1.48  Not Decided

constraints that limit marketing (15.8) (18 10.6) (23.2) (32.2)

activities. &

Our company faces difficulties in 98 é8 43 109 124 482  2.89 1.51 Not Decided

allocating adequate financial (20 22.4) (8.9) (22.6) (25.7)

resources towards marketing

initiatives due to budget constraintQ

Grand x 3.01 1.39 Not Decided

x@b

A\
Source: Researeez@ld Survey: 2024
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In Table 4.6, the findings of a descriptive analysis are presented, addressing research question
four: What are the challenges and constraints faced by SMEs in developing and

implementing effective marketing strategies in the South West Nigerian market?

The report aims to investigate the challenges and constraints facing the development of SMEs
and the implementation of effective marketing strategies in the South West Nigerian market.
The data was collected through a survey, where participants were asked to rate tha&vel of
agreement regarding the challenges and constraints facing the development @Es in the

South West region.

According to the survey report, majority of respondents (30.7%)%6;, and 22.4% strongly

%’ ective marketing strategies.

agreed that resource constraints pose challenges in developi

Q

However, 21% disagreed, 19.7% strongly disagreed, %9. % were undecided. Similarly, a
significant percentage of respondents (39.2%) 98 , and 36.1% strongly agreed that their
company struggles to adapt marketing straﬁ@ to changing market conditions. In contrast,
8.7% disagreed, 5.0% strongly dis@and 11% were undecided. Regarding Lack of
awareness and expertise in Qiz&%\ﬂketing, some respondents (28.8%) agreed, and 19.9%
strongly agreed that théif\company lacks sufficient awareness and expertise in digital
marketing initiatiys&nversely, 26.6% disagreed, 15.4% strongly disagreed, and 9.3% were
undecided. ngj_o}y of respondents (44.2%) disagreed, and 28.4% strongly disagreed that
their co encounters difficulties in identifying and reaching its target market effectively.
HOWM a small percentage (13.1%) agreed, 10% strongly agreed, and 4.4% were undecided.
The table reports that a considerable number of respondents (36.5%) disagreed, and 19.5%
strongly disagreed that SMEs companies in South West Nigeria experience constraints in

hiring skilled personnel for marketing roles. However, 18% agreed, 15.8% strongly agreed,

and 10.6% were undecided.
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A significant portion of respondents (32.8%) agreed and 23% strongly agreed that SMEs
companies in South West Nigeria find it challenging to differentiate their products/services
from competitors in the market. Conversely,18.5% disagreed, 15.8% strongly disagreed, and
10% were undecided. Some respondents (24.5%) strongly agreed, and 22.6% agreed that
SMEs companies in South West Nigeria struggle to keep pace with emerging marketing

trends and technologies. In contrast, 34.9% disagreed, 6.8% strongly disagreed, 311.2%

were undecided. QQ

A significant percentage of respondents (32.2%) strongly agreed, ap%g% agreed that
SMEs companies in South West Nigeria face regulatory constrai hat limit marketing
activities. Conversely, 18% disagreed, 15.8% strongly disagand 10.6% were undecided.
The table also reports that a considerable number of re&@nts (25.7%) strongly disagreed,
and 22.6% disagreed that their company faces d@lties in allocating adequate financial
resources towards marketing initiatives dl\ dget constraints. However, 22.4% agreed,
20.3% strongly agreed, and 8.9% wer\ ecided. The result showed the mean response on
the challenges and constraints ‘%@%y SMEs in developing and implementing effective
marketing strategies in th i % West Nigerian market. The overall mean score for the
responses on the chall &and constraints is (Grand x = 3.01) while the Standard Deviation
is (SD=1.39). @

slightly 01?8@ neutral or "Not decided" on the challenges and constraints faced by SMEs in

an score of 3.01, it indicates that, on average, the respondents were

deve&% and implementing effective marketing strategies. The average response is slightly
below the midpoint of the scale, suggesting a somewhat mixed sentiment or uncertainty

regarding the challenges and constraints.

The standard deviation of 1.39 indicates a moderate level of variability in the responses. This

means that there is some degree of dispersion in the individual responses, with some
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respondents expressing higher levels of agreement or disagreement with the challenges and

constraints.

Based on the mean score and standard deviation provided, it can be inferred that the
respondents' perceptions of the challenges and constraints faced by SMEs in developing and
implementing effective marketing strategies in the South West Nigerian market are relatively
varied. While the overall sentiment is slightly leaning towards neutral, there i%otable

diversity of opinions among the respondents. QQ

The key findings include resource constraints, a lack of awarenessglﬁ\@xpertise in digital
marketing, difficulty in identifying and reaching the target%et, financial resource
allocation issues, struggles with product/service differenti d keeping up with emerging
marketing trends, as well as regulatory constraints an%@get limitations.

4.3 Test of Hypotheses \Q’b6
Decision Rule . ’&\

The pre-set level of significance fo\ﬁ@\study was 0.05. The hypotheses presumed that there

was no significant inﬂuence'bt\(&een the variables under consideration. If the p-value which

S

indicated the significan the probability value exceeded the preset level of significance

(p>0.05), the h 'o%w stated in null form is accepted, however, if the p-value is less than or

equal to 0.0%?0.05), the hypothesis is rejected.
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Ho1: There is no significant influence of the prevailing marketing strategies adopted on

the performance of SMEs in South West Nigeria across various sectors.

Table 4.7: Linear Regression Analysis of Influence of the prevailing marketing strategies

adopted on the performance of SMEs in South West Nigeria

Coefficients?
Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 1.608 0.197 8.154 0.000
Marketing strategies 1.055 0.005 0.994 204.591 0.000

a. Dependent Variable: SMEs performance

Testing for a significant influence of Marketing strategies on the performance of the SMEs in South West Nigeria

ANOVA*
Model Sum of Df Mean Square F Sig.
Squares
Regression 71937.756 1 71937.756 41857.578 .000°
1 Residual 824.943 480 1.719
Total 72762.699 481

a. Dependent Variable: SMEs Performance in South West Nigeria
b. Predictors: (Constant), Marketing strategies

R =0.994

R?=0.989

Adjusted R Square = 0.989

AR/
Source: Researcher’s Field Surve ’Q%@t

Table 4.7 shows that t}%@ce of the independent variables (Marketing strategies) on the
dependent Variab‘lg&Es Performance) in South West, Nigeriawas significant. The table
shows that 3@ of variance (ANOVA) for the regression yielded F-value of 41857.578,

2

P<0.05

A

The table also reveals the amount of unique variance of the predictor as indicated (Marketing

0.989, this implies that overall regression analysis is statistically significant.

strategies=Sig. P<0.01). These show that the test is significant. Besides, the table also reveals
a coefficient of correlation R=0.994, coefficient of R?=0.989 and adjusted R?>=0.989. This
indicates that there is a significant influence of marketing strategieson the SMEs

performance in Southwest Nigeria.
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The model implies that marketing strategies account for 98.9% change of variation on SMEs
performances in South West Nigeria. These were attributed to an increase on effective
marketing strategies. In other words, 98.9% of variability in conformity to the performance
of SMEs in South West Nigeria is explained by the independent variable. The remaining
1.1% as observed here may be due to other factors influencing the performance of SMEs in
South West Nigeria. In terms of magnitude, Table 4.7 also shows that the independent
variables (marketing strategies) contributed high to the performances of the &outh
with (f=0.994; P<0.01). this means that a unit increase in marketing st&eges results to
99.4% increase in the performance of the SMEs in South We t@a. However, the
significant value of 0.000 is the calculated vale and it is %mpare the t-tabulated
value of 0.05(5% standard value). Since p=0.000<0.0@e null hypothesis is rejected.
Therefore, the result concluded that marketin%@gies significantly influences the

performances of the SMEs in South West Ni{%b

N

H,2: There is no significant relation}\fia etween the key performance indicators (KPIs)
and metrics used to evaluate th gr(?ormance of SMEs in the South West region.

The hypothesis was te e@g a Pearson Product Moment Correlation (PPMC). The
analysis procedure i&%s pooling respondents’ scores on each items measuring key
performance ir@\\@r’s (KPIs) and metricsto arrive at the composites scores; the same
procedure applied for performance of SMEs. The composite score on both key

perfo}mﬂce indicators (KPIs) and metricsand performance of SMEs were subjected to test of

relationship; the analysis result is summarized and presented in Table 4.8
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Table 4.8: PPMC of key performance indicators (KPIs) and metrics on the performance

of SMEs in the South West region

Variables N Means SD r.-value P Remark
key  performance indicators 482  40.5685 10.21212 0.960"" 0.000 Sig.
(KPIs) and metrics

SMEs performance 482  36.8402 12.29934

**, Correlation is significant at the 0.01 level (2-tailed).
Source: Researcher’s Field Survey: 2024
Table 4.8 above shows the relationship between the key performance indicatot@'&) and
metrics used to evaluate the performance of SMEs in the South West region. T ean of the
key performance indicators (KPIs) and metrics was 40.57 w@at of the SMEs
performance was 36.84. The correlation of coefficient obtained was 0960 with p-value <0.05.
The result showed strong significant correlation between@ rformance indicators (KPIs)
and metricsand SMEs performance. This indi at%%t there is a positive significant
relationship between the variables as indicat the above table as (r=0.960, N=482,
P<0.05). Hence, null hypothesis two th %‘ated that there is no significant relationship
between the key performance indic{ s) and metrics used to evaluate the performance
of SMEs in the South West regionis rejected.

N
Ho3: There is no @icant influence of different marketing strategy dimensions, such
as market &&nt(tation, product positioning, pricing strategies, distribution channels,
and pr%%onal activities, on the performance outcomes of SMEs in South West

Nigeria.
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Table 4.9: Linear Regression Analysis of Influence of the different marketing strategy

dimensions on the performance of SMEs in South West Nigeria

Coefficients?
Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 3.126 0.283 9.526 0.000
1 Different Marketing 1.089 0.019 0.966 208.591 0.000

strategies dimension
a. Dependent Variable: SMEs performance

Testing for a significant influence of different marketing strategies dimension on the performance of the SMEs in South
West Nigeria

ANOVA*
Model Sum of Df Mean Square F Sig.
Squares
Regression 82741414 1 82741.414 4860.578 .000P
1 Residual 741.943 480 2918
Total 83483.357 481

a. Dependent Variable: SMEs Performance in South West Nigeria
b. Predictors: (Constant), Different marketing strategies dimension
R=10.975

R?=0.956

Adjusted R Square = 0.956

O

Source: Researcher’s Field Survey: 2024 *

N

Table 4.9 shows that the inﬂl@cejof the independent variables (Different marketing
strategies) on the depend@%riable (SMEs Performance) in South West, Nigeriawas

significant. The table%@ that analysis of variance (ANOVA) for the regression yielded F-

value of 4860.(78§Q
statisticall@iﬁcant.

05 level, R?=0.956, this implies that overall regression analysis is

The M also reveals the amount of unique variance of the predictor as indicated (Different
marketing strategies=Sig. P<0.01). These show that the test is significant. Besides, the table
also reveals a coefficient of correlation R=0.975, coefficient of R?>=0.956 and adjusted
R?=0.956. This indicates that there is a significant influence of different marketing strategies
on the SMEs Performance in South West Nigeria. The model implies that different marketing

strategies account for 95.6% change of variation on SMEs performances in South West
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Nigeria. These were attributed to an increase on effective different marketing strategies. In
other words, 95.6% of variability in conformity to the performance of SMEs in South West
Nigeria is explained by the independent variable. The remaining 4.4% as observed here may
be due to other factors influencing the performance of SMEs in South West Nigeria. In terms
of magnitude, Table 4.9 also shows that the independent variables (different marketing
strategies) contributed high to the performances of the SMEs in South with ($=0.966;
P<0.01). This means that a unit increase in different marketing strategies re %6.6%
increase in the performance of the SMEs in South West Nigeria. How: V@G significant
value of 0.000 is the calculated value and it is used to compare thél ted value of 0.05

(5% standard value). Since p=0.000<0.05, the null hypoth©'1 rejected. Therefore, the
y

result concluded that different marketing strategies signi influence the performances

of the SMEs in South West Nigeria. @Q

Ho4: There is no significant influence ol‘® allenges and constraints faced by SMEs
in developing and implementing ctive marketing strategies on the performance

outcomes of SMEs in SOlltl.l We%fﬂigeria.
SN
R
x@@
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Table 4.10: Linear Regression Analysis of influence of the challenges and constraints faced
by SME:s in developing and implementing effective marketing strategies on the performance

outcomes of SMEs in South West Nigeria

Coefficients
Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta
| (Constant) 10.463 0.443 23.614 0.000
Challenges 0.877 0.013 0.948 65.073 0.000

a. Dependent Variable: SMEs performance

Testing for a significant influence of the challenges and constraints faced by SMEs in developiné and implementing
effective marketing strategies on the performance outcomes of SMEs in South West Nigeria

ANOVA?
Model Sum of Df Mean Square F Sig.
Squares
Regression 65354.419 1 65354.419 4234.468 .000P
1 Residual 7408.280 480 15.434
Total 72762.699 481

a. Dependent Variable: SMEs Performance in South West Nigeria
b. Predictors: (Constant),challenges and constraints

R =0.948

R?=0.898

Adjusted R Square = 0.898

\‘
Source: Researcher’s Field Survey: 29@

Table 4.9 shows that the inﬂu@f the independent variables (challenges and constraints)

on the dependent Varia@Es Performance) in South West, Nigeria was significant. The
table shows thab@ssis of variance (ANOVA) for the regression yielded F-value of

4234.468, PXQ.05evel, R?>=0.898, this implies that overall regression analysis is statistically

signific ’b
¥

The table also reveals the amount of unique variance of the predictor as indicated (challenges
and constraints=Sig. P<0.01). These show that the test is significant. Besides, the table also
reveals a coefficient of correlation R=0.948, coefficient of R?>=0.898 and adjusted R?>=0.898.
This indicates that there is a significant influence of challenges and constraints on the SMEs

Performance in South West Nigeria. The model implies that challenges and constraints
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account for 89.8% change of variation on SMEs performances in South West Nigeria. These
were attributed to an increase on challenges and constraints facing the SMEs in South West
Nigeria. In other words, 89.8% of variability in conformity to the performance of SMEs in
South West Nigeria is explained by the independent variable. The remaining 10.2% as
observed here may be due to other factors influencing the performance of SMEs in South
West Nigeria. In terms of magnitude, Table 4.10 also shows that the independent yariables
(challenges and constraints) has a high influence/impact on the performances %Es in
South west Nigeria with (f=0.948; P<0.01). This means that a unit TQQG}H challenges
and constraints results to 94.8% increase in the impact on the per; ce of the SMEs in
South West Nigeria. However, the significant value of 0.000 4 &culated value and it is
used to compare the t-tabulated value of 0.05 (5% standa Que). Since p=0.000<0.05, the

null hypothesis is rejected. Therefore, the resuhz c@ded that different challenges and
r

constraints has a significantly influence or\tgb
Nigeria. ’\%\

4.4  Discussion of Findings é

ormances of the SMEs in South West

N\
The high level of agree@%ong respondents regarding effective market segmentation and
positioning un @tbese enterprises' capability to identify and target specific customer
segments, a@ing with the competitive advantage of well-defined market segments’.
Simia%/ effective positioning of products and services indicates strategic differentiation,
supporting the importance of strong brand®. Regarding pricing strategies, the majority
agreement on implementing appropriate and dynamic pricing underscores SMEs awareness
of competitive pricing as crucial for customer attraction and retention. This proactive
approach to pricing is consistent with the necessity of adaptive pricing in response to market

changes®®.

108



However, the findings also point to significant challenges in distribution channels. The
notable disagreement on the efficiency of distribution practices aligns with’"Who identify
distribution inefficiencies as a common hurdle for Nigerian SMEs. The need for stronger
distribution channel relationships, as indicated by a significant portion of respondents, further

supports the recommendations for robust networks to enhance market reach and customer

satisfaction’-®. \

Promotional activities emerged as another critical area needing enhanc@ espite a
majority recognizing the use of innovative promotional strat , the substantial
disagreement on their overall effectiveness suggests resource % ts or strategic gaps.
This aligns with the role of creative promotions in SME % Market research practices
also reveal room for improvement. The disparity i@@nses regarding regular market
research reflects an underutilization of market &s, a finding echoed by!'® Enhanced

market research efforts are essential for SN@ stay informed about customer preferences

and market dynamics, thereby improﬁ@tegic decision®!°.

N
The findings from the asse's@% of key performance indicators (KPIs) and metrics for
SMEs in the South Wﬁ&on of Nigeria demonstrate a generally positive performance
across several ofl %siness areas. The high levels of agreement among respondents on
revenue gro@ profitability, and market share indicate that these enterprises have effectively
incraﬁle@eir financial earnings, generated satisfactory profits, and successfully penetrated
their respective markets!!" This success in financial and market performance is further
complemented by strong customer satisfaction and brand equity. The majority of respondents
reported that their companies consistently meet or exceed customer expectations and have
built strong brand identities, suggesting a customer-centric approach and effective brand

management strategies'!.
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Additionally, the efficient management of operational costs and the ability to expand the
customer base reflect strong internal management practices and effective customer
acquisition strategies'?. The high quality of products and services, as perceived by
respondents, further underscores the commitment of these SMEs to maintaining high
standards and meeting customer expectations. Positive customer feedback and reviews
indicate favorable customer perceptions and high satisfaction levels, which are crucial for
sustaining growth and competitiveness'?. Overall, the mean response business
performance metrics evaluation suggests that these SMEs are performin inj critical areas,

indicating their overall success in achieving business objectives st blishing a strong

market presence!?!3. §

The findings from the survey on the influence of m Qg strategy dimensions on SME
performance in South West Nigeria underscor&eral critical insights. A significant
majority of respondents perceive that effe&@marketing strategies positively impact their
company's performance across Véﬁ@imensions. The majority agreement on the
importance of marketing in.\/exl@gs for long-term success reflects a strategic orientation
towards leveraging mark: i@}tivities as essential drivers of growth and sustainability. This

aligns with current l%ure emphasizing the pivotal role of strategic marketing in enhancing

[ ]
business perior@ and competitiveness'*!3.

Mor%% espondents recognize that aligning marketing strategies with business goals is
crucial, highlighting strategic coherence as a determinant of success in competitive markets'®
The reported improvements in market position, brand reputation, and overall performance
further validate the strategic relevance of marketing efforts in shaping SME outcomes.

However, the survey also reveals some areas of uncertainty and disagreement regarding the
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direct impact of marketing strategies on certain performance metrics, suggesting potential

variability in perceived effectiveness across different SME contexts!'®!”.

Overall, the findings emphasize the significant role of tailored marketing strategies in
enhancing SME performance in South West Nigeria. By acknowledging these insights, SMEs
can better focus their efforts on aligning marketing practices with strategic objectives to

optimize performance and sustain competitive advantage in their respective mark@

The findings from the survey shed light on the various challenges and co(itymts faced by
SMEs in developing and implementing effective marketing strategi &uth West Nigeria.
Resource constraints emerged as a notable challenge, w@a onsiderable number of
respondents indicating difficulties in allocating adequ@‘mancial resources and hiring
skilled personnel for marketing roles. These reso%l@[ations can significantly hinder the
ability of SMEs to execute comprehensive g strategies and adapt to dynamic market
conditions. This aligns with common c%nges reported in the literature, where financial

limitations and talent acquisition is e frequently cited as barriers for SMEs'3.

Moreover, adapting ma e@strategies to changing market conditions and keeping pace
with emerging m.a@g trends and technologies are also significant concerns for SMEs. A
significant ro&t}n of respondents acknowledged that their companies struggle to stay
updated vf@ae latest marketing trends, which is crucial in today's fast-evolving digital
landscapé. The lack of awareness and expertise in digital marketing further exacerbates this
issue, limiting the ability of SMEs to leverage digital platforms for marketing effectively.
These findings highlight the need for continuous learning and adaptation, as well as the

importance of investing in digital marketing skills and resources to remain competitive'®.
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Overall, the diverse responses suggest that while some SMEs are managing to navigate these
challenges, others are struggling significantly. Addressing these issues requires targeted
support and interventions, such as financial assistance, training programs in digital marketing,
and policies that mitigate regulatory constraints. By focusing on these areas, SMEs can
enhance their marketing capabilities and improve their overall performance in the

competitive Southwest Nigerian market. \

The findings from the study provide a comprehensive understanding @W various
marketing strategies influence the performance of SMEs in South Wesf%gerla. The first set
of insights pertains to market segmentation, positioning, and% strategies, where a
strong consensus among respondents highlighted the e ness of these elements in
driving competitive advantage and enhancing brand idgntity: The high level of agreement on
market segmentation and strategic positioning c&%trates that SMEs in the region are
effectively targeting specific customer segr?@ aligning their products and services to meet
those segments' needs. This strategic ntiation supports the creation of a strong brand
identity, essential for gainin{% K@etitive edge. The majority also agreed on the importance
of dynamic pricing stra \which reflects an awareness of the need to adapt prices in
response to mark.eg\'%ges to attract and retain customers. Despite these positive findings,
challenges in Qis}bution channels and promotional activities were evident. Many
responde ressed concerns about the efficiency of their distribution practices and the
oveerectiveness of their promotional strategies. This suggests that while SMEs are
making strides in some areas, there are significant hurdles related to distribution
inefficiencies and resource constraints impacting promotional efforts. Additionally, the
inconsistent use of market research indicates that SMEs may be underutilizing valuable
market insights, which could otherwise inform more effective marketing strategies and

enhance decision-making.
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In terms of performance metrics, the study revealed that SMEs in South West Nigeria
generally perform well in critical areas such as revenue growth, profitability, market share,
customer satisfaction, and brand equity. High levels of agreement on these performance
indicators suggest that these enterprises are successfully increasing their financial earnings,
generating satisfactory profits, and expanding their market presence. This positive
performance is also reflected in strong customer satisfaction and effective manag&ent of
operational costs, which are indicative of robust internal practices and succ customer
acquisition strategies. However, the survey also identified some are uncertainty
regarding the direct impact of marketing strategies on specifi &ormance metrics,
suggesting variability in effectiveness across different SME@% The challenges faced
by SMEs, including resource constraints, difficulties in a(@]g to market trends, and limited
digital marketing expertise, underscore the need fi r@ed interventions. Addressing these
challenges requires a focus on providing ﬁn%gbupport, enhancing digital marketing skills,
and developing policies to alleviate T % constraints. Overall, the findings emphasize
the critical role of tailored marketi@tegies in improving SME performance and highlight
the need for continuous adégg&)n and investment in marketing capabilities to maintain a
competitive edge in the\@%g market landscape.
Q)

C

O

O
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Chapter Five

Conclusions
This chapter serves as the culmination of the study's in-depth exploration into the roles of
Marketing Strategies on the Performance of Small and Medium-sized Enterprises (SMEs) in
Southwest, Nigeria. Within this chapter, a holistic overview is provided, encompassing the
key findings, robust conclusions drawn from the data analysis, and actionable
recommendations derived from the study's insights. The investigation undertakeQ%ghout
the study aimed to unravel the intricate relationship between marketing strategi€s and SME
performance within the dynamic business landscape of South West @t&a By delving into
various performance metrics and assessing the effectiveness @rketing initiatives, the
study sought to shed light on the critical factors influ ME success in the region.
Through meticulous analysis and interpretation of, th@ected data, this chapter endeavours
to offer valuable insights that can inform str decision-making processes for SMEs
operating in South West Nigeria. By syn@g findings, drawing meaningful conclusions,

and proposing practical recommen{ﬁ;\\s;

this chapter contributed to the body of knowledge

surrounding SME marketing &%es and their implications for business performance in the

region. QQ
5.1 Summary (l:%ﬁ%s

The studyaﬁnined the roles of marketing strategies in the performance of small and

medhm)ﬁzed enterprises (SMES) in South west, Nigeria. The findings of the study revealed

insightful findings in the following areas:

i.  Performance Metrics: The study revealed that small and medium-sized enterprises
(SMEs) in South West Nigeria have exhibited commendable performance across a
spectrum of critical metrics. These metrics serve as indicators of the overall health and

success of SMEs within the region's business landscape. Firstly, SMEs showcased robust
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revenue growth, indicating their ability to generate increasing income over time. This
growth trajectory aligns with the region's economic development and underscores the
resilience and adaptability of SMEs in navigating market challenges. Additionally,
profitability emerged as a notable metric, signifying SMEs' capacity to generate profits
and sustainably manage their financial resources. This aspect reflects the effective
utilization of resources and efficient business practices adopted by SMEs in South West
Nigeria. Furthermore, SMEs demonstrated significant market share, i ing their
competitiveness and ability to capture a substantial portion of the market demand within

k@ arket penetration

strategies and their ability to carve out a niche amidst comapetiti

their respective industries. This achievement underscores

n. Moreover, high levels
of customer satisfaction were evident, indicating S@' commitment to meeting and
exceeding customer expectations through the dl‘b% of quality products and services.
Positive customer feedback further rated this aspect, highlighting SMEs'
responsiveness to customer needf a Xeferences. Additionally, SMEs exhibited strong
brand equity, reflecting the Val\gé'd reputation associated with their brands within the
marketplace. This intangi@sset enhances SMEs' competitiveness and fosters customer
loyalty and trust, H@a long-term business success. Cost management emerged as
another key, '9%@ strength, with SMEs demonstrating prudent financial management
practices@ optimize costs while maintaining operational efficiency. This capability
e\a/ MEs to achieve profitability amidst cost pressures and market dynamics.
Furthermore, SMEs displayed effective customer base expansion strategies, indicating
their ability to attract and retain customers, thereby ensuring sustained business growth.
This expansion underscores SMEs' focus on market diversification and customer
relationship management. Lastly, product and service quality emerged as a cornerstone of

SME performance, with SMEs emphasizing the delivery of high-quality offerings to meet

118



ii.

customer needs and preferences. This focus on quality enhances SMEs' reputation and
fosters customer loyalty and satisfaction. Overall, the study's findings underscore the
multifaceted nature of SME performance in South West Nigeria, highlighting their
resilience, competitiveness, and commitment to excellence across various performance
metrics.
Impact of Marketing Strategies: The impact of marketing strategii)n the
performance of small and medium-sized enterprises (SMEs) in South Q\!igeria is
undeniably profound. The study unequivocally indicates a si&y:ant positive
influence of marketing strategies on SME performance in" the region. This
revelation underscores the pivotal role that effecti\F@a eting initiatives play in
driving the success and sustainability of SMEsatlng in South West Nigeria's
dynamic business landscape. Effective m tﬁl?strategies serve as potent tools for
SME:s to not only survive but thrive i %mpetitive markets. By leveraging targeted
marketing efforts, SMEs can ¢ k brand visibility, attract new customers, and
.
retain existing ones. These @ies empower SMEs to effectively communicate their
value proposition, di %ate themselves from competitors, and create enduring
connections wi@%arget audience. Moreover, marketing strategies enable SMEs
to capit T@emerging market trends, consumer preferences, and technological
advaméements. Through market research and analysis, SMEs can identify lucrative
\/&unities, adapt their offerings to meet evolving customer needs, and stay ahead
of the curve in dynamic market environments. Furthermore, marketing strategies
facilitate strategic positioning and brand development, enabling SMEs to carve out a
distinct identity and competitive edge within their respective industries. By cultivating
a compelling brand image, SMEs can foster customer loyalty, instil trust, and

command premium pricing for their products or services. Additionally, marketing
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strategies empower SMEs to optimize resource allocation and maximize ROI across
various marketing channels. Whether through digital marketing, traditional
advertising, or experiential campaigns, SMEs can strategically allocate their
marketing budgets to yield the greatest impact and reach their target audience
effectively. In essence, the significant positive influence of marketing strategies on
SME performance in South West Nigeria underscores the imperative for SMEs to
prioritize and invest in robust marketing initiatives. By embraci novative
marketing approaches, SMEs can unlock new growth opportunities,, expand their
S

market presence, and achieve sustainable long-term suc

business landscape of South West Nigeria.

the competitive

Relationship between KPI and Performance: study revealed a robust and
positive relationship between key perform. a@cators (KPIs) and the performance
of small and medium-sized enterpri&eb s) in South West Nigeria. This finding
underscores the critical impottanﬁo\%ffectively tracking, analyzing, and optimizing
key metrics to drive sustaim& iness growth and success. By diligently monitoring
KPIs, SMEs can gah&ble insights into various aspects of their performance,
including ﬁnan%l alth, operational efficiency, customer satisfaction, and market
competi '{/@These metrics serve as quantifiable benchmarks against which SMEs
can @uate their progress, identify areas for improvement, and make informed
\/@gic decisions to enhance overall performance. Moreover, the positive
relationship between KPIs and SME performance highlights the significance of
aligning organizational goals and objectives with measurable outcomes. By
establishing clear and actionable KPIs that reflect the core objectives of the business,
SMEs can focus their efforts and resources on activities that drive tangible results and

contribute to long-term success. Furthermore, the study emphasizes the need for
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SMEs to adopt a data-driven approach to performance management, leveraging
technology and analytics tools to collect, analyze, and interpret relevant data
effectively. By harnessing the power of data, SMEs can gain deeper insights into
consumer behavior, market trends, and competitive dynamics, enabling them to make
informed decisions and adapt their strategies to changing market conditions. In
conclusion, the strong positive relationship between KPIs and SME performance
underscores the importance of adopting a proactive and strategi roach to

performance management. By leveraging key metrics to tre&&o’gress, identify
0

opportunities, and mitigate risks, SMEs can position themse sustained growth

and competitiveness in the dynamic business landsc p@ﬁh West Nigeria.

5.2 Conclusion QQ

Drawing upon the comprehensive analysis {%d in this study, it is evident that
marketing strategies play a pivotal role i g the performance and success of small and
medium-sized enterprises (SMEs) (%Qﬁ in South West Nigeria. This section offers a
detailed exploration of the p“%dons derived from the study's findings, highlighting the
multifaceted influence @etmg strategies on SME performance and underscoring their

significance for busi growth and sustainability in the region.

C

The study u@ivocally demonstrates that marketing strategies wield a significant influence
n tbi/%lformance outcomes of SMEs in South West Nigeria. Through the strategic
implementation of market segmentation, product positioning, pricing strategies, distribution
channels, promotional activities, and market research, SMEs can effectively navigate the
competitive landscape, capitalize on emerging opportunities, and mitigate potential

challenges. By aligning their marketing efforts with the evolving needs and preferences of
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their target audience, SMEs can enhance brand visibility, customer engagement, and market

penetration, thereby driving sustainable business growth and profitability.

One of the key findings of the study is the pivotal role played by market segmentation and
product positioning in SME success. By accurately identifying and targeting distinct market
segments based on demographic, psychographic, and behavioral factors, SMEs can tailor
their products and services to meet the specific needs and preferences of their tar dience.
Effective product positioning further enables SMEs to differentiate @ es from

competitors, communicate their unique value proposition, and resol% with consumers,

thereby driving brand loyalty and market share. @

The study also underscores the importance of pricing st and distribution channels in
driving SME performance. By adopting co % ¢* pricing strategies that balance
affordability with perceived value, SMEs ca ctively position themselves within the
market and attract price-sensitive con rs. Furthermore, the strategic selection of
distribution channels enables SM \rih their target audience efficiently, expand their
market reach, and optimizes @otentlal. Whether through traditional retail channels, e-

commerce platforms, o@gic partnerships, SMEs can leverage distribution channels to

maximize marké@tion and drive revenue growth.

Promotio%@ivities and market research emerge as critical drivers of SME success in
South&t Nigeria. By deploying innovative and targeted promotional campaigns across
various channels, including digital marketing, social media, and traditional advertising, SMEs
can increase brand awareness, stimulate demand, and drive customer acquisition. Moreover,
regular market research enables SMEs to stay abreast of evolving consumer trends,
competitive dynamics, and market opportunities, empowering them to make data-driven

decisions, adapt their strategies, and seize growth opportunities proactively.
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In conclusion, the study affirms that SMEs that leverage effective marketing strategies gain a
competitive advantage enhance brand visibility, and foster customer engagement, thereby
driving overall business growth and sustainability in South West Nigeria. By prioritizing
market orientation, customer-centricity, and strategic marketing investments, SMEs can

position themselves for long-term success and resilience in the dynamic and competitive

business landscape of the region. \
5.3 Recommendations QQ

Based on the summary of findings and conclusion, it is therefore reco@qued as follows:

1. SMEs should enhance digital marketing awarenes@l%xpertise so as to foster
collaboration and knowledge exchange. Q
2. SMEs should clearly identify and understag@ target market and consider factors

such as demographics, and buying b %of the potential customers.

(98]

SMEs should build a compel.lig&and image that sets you apart from competitors.
Create a consistent brandd&ga\lty across all marketing channels, including your
website, social media les, and offline materials.

SMEs should lﬁége the power of digital marketing to reach a wider audience.

b

Employ@e f social media marketing, content marketing, and email marketing.

b

SM ould ensure that their website is user-friendly, visually appealing, and

O

@mlzed for search engines. Provide valuable content, clear calls to action, and an

easy-to-navigate structure to enhance the user experience.
5.4 Contributions to Knowledge
This study contributes to knowledge in the following ways:

1. Context-Specific Insights into Marketing Strategies
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The study fills a significant gap in the literature by providing localized insights into the
marketing strategies adopted by SMEs in Southwest Nigeria. Unlike previous studies
conducted in developed economies, this research highlights how cultural norms, socio-
economic conditions, and regional market dynamics influence the strategic choices of SMEs.
This contribution is critical for understanding how marketing strategies can be tailored to

meet the unique needs of businesses operating in Southwest Nigeria. \
il. Identification of Region-Specific Challenges and Opportunities : QQ

The study identifies the unique challenges that SMEs in SOL@X Nigeria face in
implementing marketing strategies, such as limited access to r: 0@ infrastructural deficits,
and regulatory constraints. Simultaneously, it sheds lig éegion-speciﬁc opportunities,

such as leveraging local cultural practices and co su@references. These findings provide

a deeper understanding of the operational realiti SMEs in this region.

iii.  Impact of Marketing Strate@gx SME Performance

By empirically examining the@donship between specific marketing strategy dimensions

(e.g., segmentation, pr@romotion) and SME performance metrics (e.g., profitability,

market share, custg@satisfaction), the study demonstrates the tangible impact of strategic

marketing obb ifless success in Southwest Nigeria. This adds to the global discourse by

context@g the role of marketing in emerging markets.

Y

iv. Customized Framework for Marketing Strategy Development

The study proposes a customized framework for marketing strategy development tailored to
SMEs in Southwest Nigeria. This framework considers regional factors such as urban-rural

diversity, varying socio-economic strata, and limited technological adoption. The practical
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recommendations derived from this framework can guide SMEs in optimizing their

marketing efforts for improved performance.
V. Policy Implications for SME Growth

The research offers actionable insights for policymakers by emphasizing the need for
supportive policies that address the challen ges faced by SMEs in the region. For instance,
recommendations on enhancing access to technology, providing training on di?tQﬁaketing,

and reducing regulatory barriers can help create an enabling environment for SME growth.

vi. Contribution to SME Sustainability in Emerging Econ%@

The study contributes to the global literature by sh(QQ how SMEs in resource-

constrained environments can leverage innovative a@sadaptive marketing strategies to

O

achieve sustainable growth. It serves as a refere% int for similar studies in other emerging

economies with comparable socio-econo c\u cultural conditions.

vii.  Inclusion of Cultural aéxg%oﬁconomic Dynamics

Q

Unlike generic studies, %@rch delves into the cultural and socio-economic complexities
of Southwest Ni.ggtzxshowing how these factors shape consumer behavior and market

responses. 'ggm)anced understanding highlights the importance of culturally sensitive
e

marketi@a
\/

viii.  Empirical Validation of Marketing Theories in a Local Context

gies in achieving business success.

The study validates and extends existing marketing theories, such as the Resource-Based
View (RBV) and Market Orientation Theory (MOT), by applying them in the context of
SME:s in Southwest Nigeria. The findings provide evidence of how these theories operate in a

developing economy, adding depth to their global applicability.
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IX. Guidance for SMEs in Resource Allocation

The study provides practical guidance for SMEs in Southwest Nigeria on how to allocate
limited resources effectively across different marketing channels, pricing strategies, and
promotional activities. This is especially beneficial for businesses operating under financial

and infrastructural constraints.

X. Foundation for Future Research Q\

By addressing the gaps in existing literature and highlighting are%g*équire further
investigation, such as the role of digital marketing in SME per @ce or the long-term

sustainability of specific marketing strategies, this study sets@undation for future research

in the field. QQ
5.5  Limitations of the Study (66

Several potential limitations may affect th: %s outcomes and interpretation:
R

1. Sample Size Constraints\% to resource limitations and the scope of the research,
the sample size '@%t encompass a sufficiently large number of SMEs to
provide comprehiensive insights into the relationship between marketing strategies
and k@formance. A smaller sample size could limit the generalizability of
t@mdings and may not adequately represent the diverse landscape of SMEs in

\/&uth West Nigeria.

il. Respondent Bias: The study relies on self-reported data from SME owners and
managers, which may introduce respondent bias. Participants may provide

responses that reflect their perceptions or desired outcomes, leading to

inaccuracies or inconsistencies in the data. Moreover, respondents may not always
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provide complete or truthful information, impacting the validity and reliability of
the findings.

iii. External Factors Influencing SME Performance: External factors beyond the
scope of the study, such as economic conditions, regulatory changes, or industry
trends, may influence SME performance. While the research aims to isolate the
effects of marketing strategies, other variables may confound the results and affect
the study's conclusions. Accounting for and controlling these exte tors may

pose challenges in accurately assessing the relationship , bétween marketing

O

Despite these limitations, the study employed robust method es and analytical techniques

strategies and SME performance.

to mitigate potential biases and uncertainties. Resear@&ansparently acknowledged and
discussed limitations in the study findings, offerin&lghts into the scope and implications
of the research outcomes. Additionally, B\\@ studies may address these limitations by
expanding sample sizes, employing‘@e data collection methods, and accounting for

broader contextual factors affecti@&E performance.

5.6 Suggestions fo@ér Studies

1. Digital é&@g Adoption by SMEs: Future research could explore the extent to
W%QMES in South West Nigeria adopt and benefit from digital marketing

\s/%[egies. This would provide insights into the impact of technology and social media
on SME performance.

2. Sector-Specific Marketing Strategies: Investigating the influence of marketing
strategies on SMEs within specific industries, such as agriculture, retail, or

manufacturing, could yield more tailored and actionable insights.
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Longitudinal Studies: Conducting long-term studies to assess how the adoption of
marketing strategies impacts SME performance over time would provide a deeper
understanding of sustainability and growth dynamics.

Comparative Regional Analysis: A comparative study between SMEs in South West
Nigeria and other regions in Nigeria could reveal region-specific challenges and
opportunities, helping to identify best practices and transferable strategies.

Role of Cultural Dynamics: Further studies could delve into how a*actors
influence the design and implementation of marketing stra%e(i} outh West
Nigeria. 0

Impact of Government Policies on Marketing Practicess §arch could examine how
government interventions, such as grants, training@ regulatory policies, support or

o

s: Investigating the role of advanced

hinder marketing strategy development am

Technology Integration in BMS
technologies, such as machine | a& and IoT, in optimizing marketing strategies

for SMEs could enhance unk&g&nding of future innovation-driven approaches.
[ ] A%
N
¢
O
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Appendix A: Questionnaire
Topic: THE ROLES OF MARKETING STRATEGY ON THE PERFORMANCE OF
SMALL AND MEDIUM ENTERPRISES (SMEs) IN SOUTHWEST, NIGERIA.
LEAD CITY UNIVERSITY, IBADAN.

Dear Participant,
I sincerely appreciate your willingness to participate in this research study focused on
exploring the relationship between marketing strategy and the performance of Small and
Medium-sized Enterprises (SMEs) in Southwest Nigeria. Your valuable insights and
perspectives are instrumental in advancing our understanding of the dynamics shaping SMEs'
success in this vibrant economic region.
Introduction to the Study:
Small and Medium-sized Enterprises (SMEs) play a pivotal role in driving econoniteigrowth,
fostering innovation, and creating employment opportunities across various-ingdustries. In
South West Nigeria, SMEs constitute a significant segment of the busingss) landscape,
contributing to the region's dynamism and resilience. However, navigating, the complexities
of the market and optimizing marketing strategies are essential for SMEs to thrive amidst
competition and evolving consumer preferences.
Purpose of the Questionnaire:
The primary aim of this questionnaire is to gather data that wilkendkle us to comprehensively
assess the prevailing marketing strategies employed by SMES operating across different
sectors in South West Nigeria. By evaluating key performande indicators (KPIs) and metrics
associated with SME performance, including revenug~growth, profitability, market share,
customer satisfaction, and brand equity, we seek tO\understand the relationship between
marketing strategies and SME success.
Confidentiality and Data Protection:
I assure you that all information provided imnthis/questionnaire will be treated with the utmost
confidentiality and used solely for research purposes. Your responses will be aggregated and
analyzed collectively, ensuring anenymity and protecting individual privacy. Your
participation is voluntary, and you haveythe option to withdraw at any time without penalty.
Instructions for Completing thé€ Questionnaire:
Please read each question cagefully and provide your responses based on your experiences
and observations within yoUur"\SME. There are no right or wrong answers, and we encourage
you to be as honest and cardid as possible. Your input is invaluable in informing policy
interventions, managetial decision-making, and academic discourse aimed at enhancing SME
competitivenesssand'sustainability in South West Nigeria.
Conclusion;
Your participation in this research study is immensely appreciated and contributes to the
advancemént ot knowledge in the field of SME management and marketing. We recognize
the timegaiid effort you invest in completing this questionnaire and extend our heartfelt
gratitudgsfor your valuable contribution to our research endeavour.
Thank you for your cooperation and support.
Sincerely,
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Section A: Demographics Characterisation

. Age: 1825 [ ] 26-35 [ ]

46-55 [ ] >56

2. Gender: Male [ |

[ ]

Female [ ]

36-45

Other (please specify): .........

[ ]

3. Educational Qualification: =~ High School or equivalent [ ]

Bachelor's Degree

Master's Degree

[

Doctorate or higher [

4. Years of Experience in Business: Less than 1 year

4-6 years [ |

b

Retail [

Type of Business Sector: Manufacturing

7-10 year

O

’g}’b

Technology [ ]

]

>\
S
S

% 1-3years [ ]

Q ; More than 10 years [ ]

Services [ ]

Ot (Qase SPECIEY ). et
2

S%) Assessment of Marketing Strategy

S/N Question . ,& Strongly | Agree Not Disagree | Strongly
C \ Agree Decided Disagree
6. | Our company bhys‘ effective market
segmentation Ast%gies
7. | Our comp@e fectively positions its
products{sefuices in the market
8. | Our com}ﬁny implements appropriate
pricing strategies to remain competitive.
9. | Our  company  utilizes efficient
distribution channels to reach target
customers.
10. | Our company engages in effective

promotional activities to enhance brand
visibility

I1.

Our company effectively identifies and
targets niche market segments
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12.

Our company regularly monitors and
adjusts pricing strategies in response to
market dynamics.

13.

Our  company  maintains  strong
relationships with distribution channel
partners to ensure efficient
product/service delivery.

14.

Our company employs innovative and
creative  promotional  strategies to
differentiate itself from competitors.

15.

Our company regularly conducts market
research to stay informed about changing

customer preferences and market trends.

Section C: Business P

erformance Metrics Evaluation

(J\)

16.

Our company has experienced growth in
revenue over the past year.

A N

A\

17.

Our company has achieved satisfactory
levels of profitability.

N

18.

Our company has gained market share in
its respective industry.

Q

19.

Our company consistently meets or
exceeds customer satisfaction
expectations.

Re

va

20.

Our company has built a strong brand
equity in the market.

O

21.

Our company has effectively manaqug\%

costs &e;\

and controlled operational
maintain profitability.

22.

Our company has successfully,e& ed
its customer base in the past year\,

23.

Our company consistently\, ‘delivers
products/services of high quality.

24.

Our company has ived positive
feedback and revi@s\& ustomers.

25.

Our company “has“effectively managed
and mitigate to ensure sustainable
growth.

\/%

Section D: Challenges and

Constraints

26.

Our company faces challenges in
developing effective marketing strategies
due to resource constraints.

27.

Our company struggles to adapt
marketing strategies to changing market
conditions.

28.

Our company lacks sufficient awareness
and expertise in digital marketing

Initiatives
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29. | Our company encounters difficulties in
identifying and reaching its target market
effectively.

30. | Our company faces challenges in
allocating adequate financial resources to
marketing efforts.

31. | Our company experiences constraints in
hiring skilled personnel for marketing
roles.

32. | Our company finds it challenging to
differentiate its products/services from
competitors in the market.

33. | Our company struggles to keep pace with
emerging  marketing  trends  and
technologies.

34. | Our company faces regulatory constraints
that limit marketing activities. \< )

35. | Our company faces difficulties in ﬂ%v

allocating adequate financial resources
towards marketing initiatives due to Q
budget constraints.

Section E: Relationship Between Marketing Strategy and SMEnQ{formance

36. | I believe that effective marketing Pv

strategies ~ positively  impact  our @b

company's performance.

37. | Our  company's  performance has,&
improved as a result of implementl

effective marketing strategies.

38. | Our company's market pos,lt
strengthened due to the impl atlon
of marketing strategies. . N\

activities is crucial ur company's

39. | I believe that investin§Wmarketing
long-term successf{ \

improved result of effective
marketing ies.

40. | Our company%haﬂd reputation has

41. |[I am \@dent that our company's
marketing ‘efforts contribute significantly

to its overall performance.

42. | Our company's marketing strategies have
helped us gain a competitive advantage in
the market.

43. | I Dbelieve that aligning marketing
strategies with business goals is essential
for our company's success.

44. | Our company's market share has
increased due to the effectiveness of
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marketing strategies.

45.

I perceive marketing strategy as a critical
driver of our company's growth and
sustainability.
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