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ABSTRACT 

This research project is primarily concerned with the analysis of the 

application of marketing strategy by an indigenous company in marketing of 

consumer goods with respect to the Zaria Industries Limited (ZIL), Zaria, 

Nigeria. The major objective of the study was to examine thoroughly and 

determine how marketing strategy has been applied by an indigenous 

company in the course of rendering services to their customers and to 

identify as well the various marketing techniques used by the company 

under review. 

In order to facilitate the research work, data were collected from both 

primary and secondary sources. Data from the questionnaires formed the 

primary sources of this study while data from the review of related literature 

formed sources of secondary data. In addition, personal interviews and 

general observations also formed part of the study as a source of 

information. 

The project work was carried out in five chapters. Chapter One 

centered mainly on the introductory part of the project covering the 

background information of the study, statement of the problem, the research 

questions, objective oi' the study, significance of the study, the research 
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hypotheses, delimitation of the study, limitation of the study and the 

methodology of the study as well as the operational definitions. 

Chapter Two of this study mainly concerned itself with the review of 

related literature which covered such areas as the concept of strategy, the 

concept of marketing, the concept of marketing strategy, organization 

strategy, element of marketing strategy, analytical approach information of 

strategies, components of marketing strategies, the effect of environment on 

the marketing strategy, marketing strategy and the marketing mix, factors 

determining strategic situation, strategies used by the company and the role 

of marketing strategy to the company in the marketing of consumer goods. 

Chapter Three covered the methodology of the study while in chapter 

Four, data collected were presented and analyzed in a tabular form using 

percentages. 

Finally, in chapter Five, a summary of the study was given and 

conclusions drawn. Based on finding recommendations were given. 
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From Table 4.13 below, it is confirmed that a firm's survival and 

sustainable growth depends on an effective strategic marketing management. 

This is as attested to by the respondents. Out of 70 respondents, a total of 63 

agreed with the statement, made up of 40 "strongly agreed" and 23 "agreed", 

representing a total of 90% of the total respondents. A total of 7 respondents 

disagreed with the statement, representing 10% of the total respondents. 

Table 4.13: response to questionnaire question fourteen. 

Response 

Strongly agreed 

Agreed 

Strongly disagreed 

Disagreed 

TOTAL 

Responses 

40 

23 

7 

70 

Percent (%) 

57.14 

32.86 

10 

100.0 

Source: Field work. 

4.16 Questionnaire Question Fifteen 

To what extent does the use of marketing strategy improve the management 

of your firm as well as the marketing of its products? 






























