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ABSTRACT

This study is concerned with the determination of the mar keting
strategies being used by ABG Communications Limited in the mar keting
of communications  systems products which is their main source  of
income.

The study investigated the extent of which the performance of ABG
Communications Limited has  been influenced by the strategy it has
adopted over the years it has operated. Both primary data (through
guestionnaires) and secondary data  (published reports) obtained from
the Company were used in addition to interviews held with the Principal
Officer in each of the functional areas of the Company.

Communications  industry  business firms constitute  important part
of today's business system. Their role in our economic history cannot
be overemphasi zed. Important, insightful  techniques for examining a
Company's competitive position, business strength and industry
attractiveness and the make-up of multi-business corporate portfolios
have come to the fore Formal  strategy evaluations and annual
strategy reviews are growing in use.

Unfortunately, however, there have been inadequate publications
to educate people and the few books on this subject are not  simple
enough, to be understood easly by people who are not specially trained
in engineering. The inadequate publications in this sector of the

economy has led to many research studies being conducted into

its  problems.
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Improving  the quality of the communications business, management
will  strengthen an important sector of the economy. It is for this
reason that the focus of this study is upon effective management and
proper use of their stated tacticdstrategies in communications
business  firms.

The following strategies/policies and other innovations which the
company had developed over these years.

1) Marketing  of satellite dish

i) Marketing of communications equipments
i) Marketing of cable satellite systems to subscribers.
\) Marketing of solid aluminium dishes.

Emphasis is placed on those marketing strategies that are
uniquely important to communications industry businesses in Nigeria.

Finally, suggestions and recommendations are made which if
implemented, will  help in marketing of = communications  business in
Nigeria.
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CHAPTIER = ONB,

INTRODUCTION

Today s Marketing Managers are faced with unprecedented

- challenges and opportunities. No longer can marketers

survived in the increasingly competitive market place by
relying only on a few time honoured maxims such az "give the
customer what he wants” and "Rely on the product life oycle to
guide gour product decisicons"”. Marketing in today s turbtilent
environment regquires a higher level of gophistication and
sensitivity.

Fbrtunately; Marketing Mbbaéers ha@e at their disposal the
necessary resources to meet and overcome these challenges. In
the academic realism of marketing, wvalid and applicable
theories of marketing practice are being refined for eventual
use by the marketing practitioners. Also more people with

better guallifications are entering into ?Qg_rprofbss;on and
gquite often, graduates with high quality é;*aining are B éaken
inte the marieting discipline. It is pertinent to also note
that the communications revolution has unlocked the dqqrs to
vast storehouses of information which Harketing.ﬁﬁgéégfgﬂ may
employ to solve complex problems. ' RS

Moreover, for the past twenty years, marketlng has been

dominated by the consumer orientation, Bazed o the

i



vulnerable “Marketing Concept”, the consumer  orientation
exhorted marketer to ascertain consumers” needs before attempt-
ing to produce and market goods for the public’s consumption.

While the consumer orientation contributed a great deal to
our understanding of the marketing process, in the 1980 s
there is a definite shift from the consumer orientation to the
strategic orientation. The strategic orientation emphasizes
that effect marketers must be aware of the needs of the
consumers as well as being able to take cognizant of the
challenges posed by competitors in the market place. Thus,
marketers must somehow create a distinct competitive advantage
in the market in order to ensure long run survivability.

To come out with such a competitive advantage, marketers
must evaluate the opportunities present in the market and then
analyze the resources available to meet these opportunities.
Thus, the strategic orientation acknowledges that there 1is
heigtened level of competition for consumers” attention and
patronage. ”

Marketing strategies, which involves planning the future
destiny of marketing, has become extremely important in recent
yvears. This future-oriented process requires four areas of

understanding. The first is the assessment of the changing

environment and its impact on corporate business, goals and
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strategy.

atrategy. The second is the formulation of Gthe businese
mlgsions and abjertives in the light  of the changing
environment, itncinuding such fundamental 1issues as what
business you are in and what business you should be in. The
third area of understanding relates to the formulation of a
strategy to achieve the business misslion. This area
emphaslizes the identification of competitive strengths and
weaknesses. Finally., the fourth area of understanding is
strategy implementation. Thi=z area often refers t; the

structural reward syvatem and action plans for carrying out the

STATEMENT QF THE PROBLEM =~ o

Inspite of the fact that Nigeria 1s one of the third world
countries, marketing of communications industry products is
still ‘oue of the major problems facing the country today,
obseraations have shown that this problem is duec partly to the
lack ;f executive personnel in ﬁhe area of strategic marketing
to partjcipgte in the fashioning of our marketing strategies
and policies as it relates to communications Industry products.
This problem has attracted the attention of key actors in the

communications industry and hence the need to find sclution to

it.
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The research problem, therefore, is:- What are the
marketing strategies for communications indusgtry products?.
This researcher gshall address the issue with particular

reference (o ARG Communications Industry Limited.

QBIECTIVES QF TTE STUDY
The objectives of this study are:

1) To high lights ways of marketing of communications
products In Nigeria for effective geographical coverage
and hence reducing comnunications products secarcity. i

2) To determine factors that has made it possible for
ABG Communications Industry Limited to operate profitably
despite the ﬂncertainbies that surround the Nigeriah.

communications indqustry.

8) To determine the extent to which marketing strategies

of ABG Communications Industry Limited has contributed In
reducing 1llteracy knowledge and hepnce boast the sales of
Communivation industry in Nigeria. S

;
- B

HYPOTHRSIS

: The idea of hypothesis in generalisation or declarative
statements which can be put to test or operatibnaljsed an&
after that the statements are confirmed or rejected. ~— =~ ..

The hypotheses to be tested in this study are as follows:-
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1. ABG has contributed to the industrial, economic and
social development of Nigeria.

o ABG has stimulated the growth of local private
entrepreneurs in Nigeria particularly where it has

branches.

SIGNIFICANCE OF THE STUDY
This study iz of importance to ABG Communications Industry

and eother communications companies 1in particular and the

country in general.

ARG .Communications Industry Limited will find this
study useful in developing an effective marketing strategy
that would provide adequate gecgraphical coverage 1in the
marketing of commmications industry products.

It io avajilable to the Federal Government thereby
ensuriqg proper policy formulation and implementation on

domestic communications viewing problems in the country.

. It is also useful to other communications industry
companies that are looking for waye of developing an effective
marketing strategyv of communications industry products 1in

Nigeria.



SCOPE OF THE STUDY
The study covers the period 1976 to date. This period is
significant for three reasons. Firstly, it witnessed the
industrialization of Nigeria and technology advancement.
Secondlv. it marked the beginning of the low custom duty for
imported goods to local industries in order to boost the
nation’s production machinery and thirdly, the period also
witnessed alot of administrative reforms in terms of social
and economic policy packages as enuciated by the é;rioua
governments which affects directly and or indirectly the
operations of the communications companies in general and ABG
Communications Industry Limited in particular. For  ABG
Communications Industry Limited, the period witnessed the
establishment of more branches to the existing ones and the
introduction of certain aggressive marketing strategies with
the wbjective of increasing market coverage and sales volume
at the same time.

In terms of products, the study covers the marketing and
. installation of cable satellite system to subscribers, various
communications equipments such as HF, VHF, UHF radios and
satellite dish as well as other products which ABG
Communications Industry Limited imported wholly and exclusively

with "no local inputs” from the Nigerian economy.
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It is pertinent to point out that in the course of this
research work., marketing strategies being used by ABG
Communications Industry Limited and thpir effect on the
overall profitability of its operation will be examined. This
will be through the performance of trend analysis using the
annual reports and account of the company.

The scope of this study also extends to cover the
activities of ABG Communications Industry in sixteen branches
all over the nation and advancement of technology 1in Africa
with the recent inauguration of ABG International - CAIRO
EGYPT. The purpose of extending the scope of this study to
cover these branches and ABG International - CAIRO EGYPT is to
have a sort af-represencabiva sample of the overall marketing

strategy of ABG Communications Industry Limited in the country.

LIMITATION OF STUDY

This area of research is to say the least very sensitive.
This «is due to the fact that it bothers on the very survival
of the company both now and iInto the future and hence no starf

of the vcompany will allow any researcher access into their

manuals where they have company policy well spelled out and

other issues of strategic concern to the company expressly

laid out.
Apart from the above, libraries are not well equipped for

this type of research. Books in the area of strategic
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marketing are in most cases not easy to come by.

There is also limitations as to time allowed to submit the.
research work and fFinancial constraints have all hampered an
effective indepth study of all Issues that are supposed to
have been covered in thils research work.

Mention must be made of the uhcooperative attitude of the
staff of ABG Communications Industry Limited, which I used as
my case study and some of the employees of the various
branches visited. This is maindy due to the interpretation

they have for the research work.

lﬂERQHKZLﬁﬁIﬂQéQLQGE

In this research. two major types of data are used. These
are primary as well ag secondary data. The secondary sources
of data are used in order to acquaint the researcher and the

readera with the level and direction of academic works

L

previcusly done on communications marketing strategies In

r

Nigeria. These secondary source of data are as follows:—
'

Journals, books, newspapers articles as well as relevant .

conference papers. -'_3L;” -uf: _ B

The primary data is obtained through personal observations

as well as Iinterviews with a number of high ranking ABRG
Communications Industry Limited officials at the Corporate

Headquarters Iin Kaduna. Interview was also conducted with
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Managers of some of ABG Communications branches all over the
nation., Through lhese series of interviews and consultations,
the researcher was able to obtain the latest strategies of
communications products marketing ag adopted by ABG
Comnunications Industry Limited.

Also at the corporate headquarters of ABG Communlcations
Industry Limited, I had detailed discussion with the Genepal
Manager, Personnel Manaxer, Marksting Manager and Engineering

te

Department stafl.

DEFINITION OF TEKRMS

Definitions' of some terms used in this work are given
below to avoid a situation whereby the reader will be
enshrouded in novel vocabularies that hide the significance of
the research work. EHxplanatory notes are alsgc provided where

appropriate,

L

. e P |
» i : L AT

Planning has been &efﬁﬁeﬁ ;éﬁmaking'tomorrow‘s decisions
today, or c;rrently deciding where one intends to be at a
future time and how to arrive there. ;.l ._

These are broad guidelines and procédﬁfes fﬁéﬁﬁlétea Sy
the board for Ilower management to follow in perfbrming

functions to which they apply. They could "be"personnel



11

polliey, financial policy, product policy, pricing policy and
production policy.
Marketing mix
This is the compuosite of the varilous marketing actions or

forces that are utilized in a marketing campaign or effort.
These mixes are related closely to strategy determination,
because (1) the choice of feasible strategles is dependent on
marketing forces that an organisation can use, while (2{ the
actual compesition of the marketing mix is shaped by the
particular strategy that has been adopted. | o |
2trategy 3

Strategy has been defined by Hofer and Schendel (1878 5.13)
as "the major link between the goals and objeétiﬁés' the
organisation wants to achieve and the various functicnal area
policies and operating plans it uses to guide its dgy to dqy

activyties, o
|-

Other strategy experts generally agree that the process of

4'3061 formulation must operate prior to, bptlgggo be interactive
,with, the process of strategy fbrmulation'(Achft 1878, of
b4
Anscff 18965, Gluecgk 1876, Newman and Logan 1871).

Market

?p

It is a social and managerial process'by'ﬁhich'individuals

and groups obtain what they need and want through creating and
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enhancing products and values with others.
 Objeclives
This is defined as what management of a company wants it
to be and what available resources will allow it to be.
Market

Market has been defined variously by dJdifferent authors.
3
According to Wiiliam J . Stanton (1881 p.66) “Market is

defined as people with needs to satisfy, money to spend, and
4 Yy

willingness to spend it." Philip Kotiler (1806 p.21) defined

market as “the set of all actual and potential buyers of a

product .

Target mariet

This Is the served market anéf is defl .ec:f .a'l.s f:he pért of
the qualified available market the company decides to pursue.
Suceesafil marketing is generally marked by skilful matching

of the Ffirm’s products or services agalinst an appropri;ate or
relevant market. This according to William T. Ryan (1881 p.
4},5 The idea of target market is bazed on _t_h_el.__lconcept of
Jnarket segmentation the thought that any market.;:'a.}fi i':}n'it.:f;it;érgenc
demands will consist of number of smaller markets.

Market scementation

Aaker and Day, deflnes market se}meh'fatribn Tas the

development and pursuit of marketing programs directed at sub-

A
o .
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groups or segments of the population that the organisation
could possibly sevve’. The concept of market segmentation in
Engel Fiorillo and Cayley’s view 1s based on three
propositions: that consumers are different. It is often easy
to measure these Jdifferences in terms of age, income., religion
and position in the 1ife cycle. That differences in consumers
are related to dilferences in market demand. It is often use-
ful only from a practical view point to know that possession
of a characteristic and subseguent behaviour are relgted.
That segments of consumers are related within the overalil
market. The ¢onsumer differences of greatest interest are
those which reveal or reflect basic underlying differences 1in
consumer needs, wants and product preferences.

This 1is the process of interpretation of an order to
effect. the movement of goods from the point of manufacture or
storage Lo the consumer In accordance with company policy. It
broadly covers all the events which occur between the end of a
manufacturer’'s production line and the receipts of goods by
his customer, and Iincludes; warehousing and handling,
documentation, packaging and transport.

Communication

Communication is a process which uses a set of symbols,
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such as language. for conveying ideas from one person to
another. Symbols challenge the user to sele.c‘:t them with an
awareness of what they will mean to the listener or reader.
Marketing strategy is the fundamental logic by which the
business unit inlends to aclhiieve Its marketing objectives.
Marketing strategy consists of a co-ordinated set of decisichs

on  Vtarget markets., marketing mix and marketing expenditure
6 'y

level .

A marketing strategy, according to Schewe and Smith is a
specific plan fb; allocating marketing resources to reach the
marketing objecﬂives”? Marketing strategy i1s different from
marketing tactics which are the specifiec decisions and actions
necessary for carrying oaut the strategy. The marketing
rescources refer to the product, price, pl&ce (distribution)
and quwwmion. Proper allocation of these resources enables
the organisation to successfully achieve its goals or
objectives. - S - y I;- . . |
: Philip Kotler. however, views market.ihg s.t.rat.egy .as '.'a..::
consistent, appropriate and feasible set of principles through

which a particular company hopes to achieve its long run

customer  profit objectives In a particular competitive
8 .

environment™. E
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A company ‘s marketing strategy will have to take several
factors into consideration: the company”s competitive size
and position in  the market, the company s resources,
objectives and policvies, the competitor’s marketing strategy,
the target’s buying habits. the stage of the product 1ife
cycle and the character of the economy.

For the purpose of this study, we shall adopt Philip
Kotler s definition of mparketing strategy which 15..” a
consistent. appropriate and feasible set of principles through
which a particular company'. (whether big, medium or small)
“hopes to achieve itz longrun customer profit objectives In a

particular cvompetitive enviromment”.

keting conc - |
-

It is necessary, at this point, to find out what this
commonly used but ypet, most Ffreguently misunderstoed term 1is.
Marketding concept, according to Stanton is, “a philosophy of
businebks which states that the customer’s want satisfaction is

the economic and social Justification of a company ‘s
g

existence”. It is concept which sees the satisfaction of the

consumer of goods and services as the key to satisfying the

profit goals of the organisation. :

i
1

Prilip Rotier sces the marketing concebc as "a managemnent

orientation that holds the key to achlieving organisational
; o
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goals congsists of the organisation s determining the needs and
wants of target markets and adopting itself to delivering the
desired sallisfactions more effectively and efficiently than
its competitors”. " Simply put, it is a customer-oriented
philosophy which strives to satisfy the customer and in the
process be able to achieve the profit motives of the company.
The achievement of this noble objective of the concept
lingers on intergrated efforts of the organisation, not'juat;
the marketing department (as policies of other departments
have direct or indirect effects on the customer).

Marketing -concept is, In essence, a way of thinking that
embraces exchange activities conducted by individuals and
organisations for the purpose of satisfying consumers and

achieving the marketer s goals.
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CHAPTER  "TWQ
LITERATURE REVIEW
2.1 WHAT 15 MARKETING

Marketing encompasses the activities of assessing public
wants, tailoring and packaging a product to satisfy those
wants, pricing and distributing 1it, and encouraging 1its
purchase by informing potential buyers of its availabilify by
use of personal selling, advertising and sales promotion.
Essentially, marketing relates to all the activities that take
place whenever. goods and services are bought and sold.

Thus, in broad terms, marketing may be defined as: "a
process that. within societal constraints, attempts to
establish satisfying exchange relationships between people or
organisations with diverse requirements and preople or

1
organisations that seek to satisfy these requirements".

P

Kotler (JQBBJM asserts that various definitions of
marketing haye appeared through time:

"It has been described by one person or another as a
business activity; as a group of related business activities;
as a trade phenomenon:; as a frame of mind; as a coordinative,

intergrative function in policy making; as a sense of business

purpose; as an economic process; as a sStructure of institu-



tions: as the process of exchange or transferring ownership of
products; as a process of concentration, egqualization, and
dispersion; as the creation of time, place, and posasession
ntilities: as a process of demand and supply adjustment: and
many other things".

Fach of the above definitions only provide a useful and
partial perspective ag to what marketing is. He summarised by
defining marketing as a human activity directed at satisfying
needs and wants through exchange processes. X

Marketl ing's good deeds have been described in various
waya. William J. Stanton, 1n his book fundamentals of
marketing wrote "dggressive marketing policies and practices
have been largely responsible for the high material atandard
of living in America. Today. through mass low cost marketing
we enjoy products which were once considered Iuxuries and
which- are still so clagsified in many foreign c:ount:r.ies".3

Hr Winston Churchill in his own view argues in favour of

marketing as, follows:

DU SR
i ;

"Advertising noufishéé Ethé.coﬁsumfnéjpé;éf Df: meﬁ. It
'ﬁ:creates wants for a better standard of living. It sets up
- before a man the goal of a better home, better clothing,
better focd for himself and hig family. It spura Individual

exerticon and greater production. It brings together 1n

P
B
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<
fertile union those things which otherwise would not have met".

Others take a dinnsr view of‘marketiﬁg cantribution to
gociety or its soclal and moral values fto society.

Richard N. Farmer, Journal of marketing wrote, "For the
past 6088 years the fisld of marketing has been thought of as
made up of fast-buck artists, con-men, wheeler - dealers, and
shoddy~ goods distributora. Too many of us have heen "Taken"™
by the tout or conmen: and all of wus at times have, been
prodded into DbDuying all sorts of “things" we really do not
need, and which we found later on we did not even want".5

Another aﬁthor, Sterling Hayden on the meaning and social
worth of marketing wrote: |

| "What does a man really need? A few pounds of food each
day heat and she}ter,.si#.féet to lie down in and some form of
' working activity that will yield a sense of accohplishment.

L J

- That's all- in materiajlsense. And we know it. Hut we are

brainwashed hy our economic agyatem until we end up in a tomb
" ' :

beneath a pyramid of time payments. mortgages, preposterous

HAadgetry, play things that divert our attention from the sheer
8 A .
idiocy of the charade”. : D

Kotler (198@) summarised each of the above positions by
maintaining that "Marketing makes a vital contribution to the

advancement and satisfaction of human needs and wants. The
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capacity of organisations to survive and prosper depends, on
theipr ability to continuously create value for target market in

a dynamic environment characterised by changing human needs
7

and wants".
TUE NATURK OF STRATEGLIC MARKKT PLANNING

Planning is a dynamic proceas. It is not an activity that
is static in any organisation. An indication of this is the
number of ways Iin which planning is conducted and thé many
different terms used to describe it, ineluding; "marketing
prlanpning', “market planning’, '"strategic market planning'” and
“strategic planning”.

Strategic planning 1is inextricably interwoven Iinto the

‘entire fabric of management; it is not something separate and

- distinct from the process of management. Several years ago,

the Conference Board based on the interview conducted among

L

Fifty Chief Executives about their roles in planning, come up

- with the impression that ’“Planning cannot be usefully

- 8
distinguished from the rest of the management process’.

The researcher summarized the view of the executives 1in
this way; planning cannot be disentangled from such management
functions as organising, directing, motivating and controlling.

Egerton and Brown (1872} assert that "Although it is

' : acknowledged that each of these functiona or elements can be
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formally defined and contrasted with one another, in terms of
the Chief Executive s daily, weekly, even annual routine it is
not realistic from his point of view to break up his job 1into
parts and examine each as a discrete phenomenon, For his role
as planner is meshed with his role as organiser, director, and
so on Iin seamless web of management; for instance, the thought
he devotes to what might be termed planning questions, and
decisions he makes about them, have Iimplications for hfs
exercise of control; and vice versa. It is the whole of his
Job that must be looked at, the interactions of the elements
of the management process rather than the individual
eJements."Ig

The Conference Board survey was concerned with the Chief
executives officers but their conclusion has relevance to all
managers. In his words. he argued that no manager Iis fully
discharging his or her responsibilities when strategic
prlanning “is neglected and that strategic planning 1is a
function and responsibility of all managers at all levels in
an ‘organisation.

Years ago. the top management in most companies put much
emphasis on operations. (One of the major concerns of manage-
ment at that time was how efficiently it could use the scarce

resources at its disposal in producing goods and services at
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prices consumers were willing and able to pay. [Tf these tasks
were done efficiently, it was believed; profits would be
maximised. Though efficiency in the use of company scarce
resources 15 still of cohcern to management, the ability of
management Lo adopt to the turbulent and prapidiy changing
anvircnment, internal and external is more critical to survival.

Robert £E. Woud, Chief Executive of Sears, Roebuck and
Company, succinctly captured this thought when he sgaid:
“"Business Is like a war in che respect, 1if its grand sgrategy
1s correct, any number of tactical errors can be made and yet
the enterprise proves successful. A company with a brilliant
strategy cvan still overcome ite inefficiency in the use of
scarce resources. The ideal situation, of course, iz for an
organisation to design brilliant strategies and to impieﬁént
them efficiently and efféctively“.lo

I n a number of the larger drganisacicns, the framework for
Yformulating and implemenling strategies 1s the formal
strategic planning system. Strategy cah be formulated with or
without a formal system, howévef, either way, the processes of
strategic planning are interwived with management.

In a book that sumamarized”bhe lessons of experience .of
effective managers over a loﬁé'period of time, Bowenr conqluded

that there are: a . Lo

Lo
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"Fourteen basic and well known manégement processes that
make up the components from which a management system for any
business can be fashioned ~--- Fashioning these fourteen
components inteo a tailor made management system is the

building Jjob of every chief executive and every general

executive. Ter support, follow and enforce the system 18 a
vital part of every top manager s operating job - and of
11

managers and supervisors at every level. " .
These fourteen processes according to Bower are the
following:
1) Setting objectives
Deciding on the business or businesses in which the
company or division should engage and on other fundamentalz
that shall guide and characterize the business, such as
continucus growth. An cobjective is typically enduring and
timerless.
2) Pladning strategy
Developding concepts, Iideas and plan for achlieving
cbjectives successfully. and for meetlng and beating
competitors. Straltegic planning is part of the total
planning process that includes management and operational

planning.
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3) Establishing goals

4)

5)

6)

7)

Deciding on achievement target shorter in time range
or narrower in scope than the objectives, but designed as
specific sub-objectives in making operational plans for
carrying out strategy.

Establishing the beliefs, values, attitudes and un-
written guidelines that add up to "the way we do things
around here." i
Establishing policies

Deciding on plans of action to guide the performance
of all major activities in carrying out strategy 1In
accordance with company philosophy.

Pl . 1 . [ sati : ;

Developing the plan of organisation - the “harness"
that helps people pull together in performing activities
inraccordance with strategy, philosophy and policies.
Providing personnel

Kecruiting, selecting and developing people including
an adeguate proportion of high calibre talent to fill the

position provided for in the organisation plan.
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8) Establishing procedures
Determining and prescribing how all important and
recurrent activities shall be carried out.
8) Providing facilities
Froviding the plant, eguipment and other physical
facilities required Lo carpry opn t,he. business.
10) Eroviding capital
Making sure the business has the money and az::edit
Inaeded for physical facllities and working capital.
11) Setting standards
Establishing measures of performance that will best
enable Lhe Dusiness Lo achleve its lohg terms objectives
suceesaslul 1y,
12} Hstablishing management programs and operational plans
Developing programs and plans gover}iing activities and
the use of resources which - when carried out in
accordance with established strategy, volicies, procedures
and standards, will enable people to achieve particular
i goals. Therse are phases of the total planning process

that includes strategic pl anning '

'13; Providing wmm“,mfazmm

Supplying facta and figures to help peocple fallow the

strategy. policies, procedures, and programs, to keep

T
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alert to forces at work inside and outside the business;
and to measure their own performance against established
plans and stapdaris,
14) Activatiuxz preple
Commanding and motivating people up and down the line
to act in accordance with philosophy, policies, procedures
and standamids in carrying out the plans of the company. =
It is the above fourteen processes, without exception,
that are in one  way or another embodied in a formal

strategic planning process.
13
George A. Steiner (1979) emphasised that managerial res-

ponsibilities and actions for some of the processes extend
beyond the planning process. The point being made by the
above fourteen  processes is that dominant management
processes are elements of or rely heavily upon strategic
planning which also Incorporate marketing which is one of the
functienal areas of any business.

In the midst of the confusion as to what strategic market
planning 1is, Steiner (19789) describes strategic planning by
first stating what it is not.

"Strategic planning is not forecasting product sales and
then determining what should be done to assure the fulfilment

of the forecasts with respect to such things as material



to achieve prescribed aims.
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purchases, facilities, manpower, and so on. Strategic plan-
ning goes bheyond present forecast of cubrent products and
markets and asks much more fundamental questlons such as: Are
we In the right business? What are our bagic objectives?
When will our present product become obsolete? Are our
markets accelerating or eroding? For most companies, there
is & gap between an objective forecast of sales and profits
and what top management would like sales and profit to be.
Taking this statement to be true, then it can rightly be'gaid
that there is a gap to be filled by strategic planning.
Strategic planning is not an effort to replace managefial
intuition and judgement. fﬁl: o ST I S
Strategic planning 1Iis not a wsimple agaregation of
funectional plans or an extrapolation of current budgets. Tt
1 truly a system appreoach to maneuverling an enterprise over

time through the uncertain waters of its changing environment

b g
v

Strategic planning ie not an attempt to blue print the

Future., It is not the development of a set of plans that ars

cast in bronze to be used day after day without change into

B : ) R - S T
the far distance future. -~ o f“' '

Strategic planning does ndt attempt to make future

14
decisions. Decisions can be made only in the present’”.




Redford (198¢) also describes what strategic planning is

by first stating what it is not.

Strategic planning is not necessarily long term in nsture.
It is not an activity that 1iIs performed only at fixed
intervals. It does not necessarily reduce or eliminate risk.
Strategic planning in its best form allews considerations
of a wide range of activities. stimulates discussion of matters
vital ¢to the future of the organisation, and encourages
communication between the individuals involved. "
A strategic market plan may be thought of as inveolving
four sets of related decisions.
1) Definiug the business
Each manager responsible for an organisational
components or a strategic business unit (SBU) within the
campany must decide “What business am I in?" The
definition must state: | | i T:Iu.f”;“°”ui |
a) Product and  market scope; 3in terms .of which'
customers are to be served, which customers funetions
or needs are to be satisfied, and what waye ('"techno-
logies"), are used to satisfy the functions. .
b) FProduct and mgrket segmentation; this is whether

aitd how the firm recognizes difference among customers

in terms of their needs and the ways they are satis-

P
5
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Strategically, definitions thalt may be successful at
one point in time may bhe lee appropriate at another., as
the process of market evolution takes place. Thus,
business definition is net a static, but a dynamic
deci=zion making process.

Determining the mission of. the buslnses

Performance expectation in terms of sales growth;
market share, return on investment must be determined for
each business. Determining the mission_cal}g_fb: a..care~
ful analysis of market opportunities an&.coﬁééﬁj”éapabili-
ties as well as a regards for overall corporate objectives.
It involives making a trade—offs among potentially conflic-
ting objectivea in the short-term when profit, cash, growth
and market share gain cannot be achieved at the same time.

Formulating functional strasegies |- h o

» Functional strategies such as ser&ice; pﬁysicai'ﬁistri—
bPution, research and development, manufacturing and
marketing haz to be formulated once the business has been
defined and the mission appropriate to the defined business

determined. The above process 15 interwoven since
gquestions of businessz definition and mission reguire some

implicit assumption about the functiocnal sbr&tegies.
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4) Buwlgetivg
Finally, the determination of rescurce allocations and
budgets for carrying out the plans terminates the planning
cyele. Specific financial decisions are made at this stage,
balance sheet and cash flow statements are projected.

A strategic market plan Iis a plan of all aspects of an.
organisation’s strategy iIn the market place as distinct from a
marketing plan which deals In the main with delineation of
target segmentg and the product, communication channel and
pricing policies for reaching and servicing those segments the
so-called marketing mix. | : |

Effective strategic market planning’ is baéed on two
important ingredients. First, market opportunity has to be
analysed and the compsny’'s capability to take advantage of the
opprortunity has to be assessed. Secondly, an understanding of
the behaviour of cost is necessary.

. Abel and Hammond (1979)1§rgued that, in conducting market
opportunity 'fnalysis and assessing a company” s capability to
take advantage of the opportunity, five basic analytical
building blocks are regulred for a successful strategic market

planning. LT ¢
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 1): Customers must be analysed to determined how the markef
can be segmented and the requirements of such segmented
market. E

2) Competitors must be Iidentified as well as an under-
standing of their strategies.

3) Environmental ¢Erends affecting the market must be
isolated and forecasted.

4) Market characteristics in terms of supply and demaﬂd,
and their interaction must be understood.

5} Internal company characteristics must be auditéd.to
establish how company strengths and weaknesses relate to

TR
_ SIS o [
market requirements. - : : cob

Customers analysis, competifor anal&sié,.énvironﬁéntal
trend analysis, and internal company self assessments are the
neceasary activities that must be embarked upon 1in market
cpportunity analysis.

Customers analysis is undertaken in the interest of the
overall corporate objective since not all customers have the
sgme needs for a product or service belng rendered by the
company. The strategic implication of this is that a company
may choose to sgerve different customer segments with its

offering in the market place. This is the basis of customer

- segmentation which Is the division of a market into groups of

TR T :
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customers having similar needs. This needs must be interpreted
very broadly, to include other features apart from the product
characteriatic. {ustomers differ in their need for
information, technical support, service. distribution, and a

host of other "non product benefits that are part of their

pnrchase, Abel and Hammond (18578). 7 Market segmentatiocn i=

one of the most important aspects of strategic market planning.
In analysing the customers, answers to questions relating

to what, how, where and who are sought to determine”cusé;mgrfs

characteristics and buying behaviours. Such gueétiéné ére;y.“

WHAT

- Benefits does the customer seek?

- Factors influence his demand?

- Are his important buying criteria?

T Risks does the customer perceive? P

HOW

- Do customers buy? . .

- Do customers use the product? _;:_-!':f“_'ﬁﬁﬁ”

| ;. Much are they willing to spend? o

- Much do they buy? '

:

- Is the decision made td buy?'

- Do customer seeks information akbout the product?

- Do customers buy the product? - fﬁ



WHO

- Buys the company s product and why?

- Buys the competitor’s products and why?

WHY

- Do customers buy?

- Do customers choose one brand as opposed to another?

Competitors analysis seek to identify how the market is
currently being served and what potential gaps still exist to
be exploited. Competitors analysis serve to reinfbréé the
analysis of ocustomers, just described and also serve as the
basis for identifying areas of relative strength and weakness
and hence potential market opportunity yet to be exploited.

Understanding a competitor’s strategy helps in understand-
ing the buying behaviour and identify the particular class of
customer to whom the strategy appeals, Abel and Hammond
(1978). In analysing the competitors, answers are sought to
guestdons such as:

Who are the present competitors and potential new entrants
and how do they compete?

Present competitors are those that define their activities
gimilarly to those line of businesses a particular company 1is
currently serving and those competitors that define thelir
activities different from that in which a company is presently

engaged in.
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Analyasing how the competitors compete has to do with
competitora”™ current sgtrategy, how they are performing and
their strengths and weaknesses.

An examination of the competitor s strategies 15 based
upon the steps In the strateglc decision process, Abel and
Hammond (1879)}. fAccording to Abel, these decisions process
are: | |
- How is the competitor defining the businéss in fterms

of customer groups, customer functions, and teohnoj;gies,

and how vertically intergrated is the competitor.   " -

- What migsion does this business have in  its .bvér;iiu
portfolio of businesses? Is the business being managed
for return on investment market shabé,: growth, or for
sales. What goals does the company appear to have for
each major segment of the business. | ,;;;,

- - What is the competitor’s markebinélmi&;t%hénﬁfacturing
Policy, research and development pollcy, physical
distribution policy, purchasing policy, etc.

- What is the size of the competitor’s budgets and how
are they allocated. |
In analysing the competitor, its actual perfbrmdngg ahould

be ascertained as closely as prossible. Thieg 1s done using

sales, growth, market share, return on investment and cash

flow as parameters. —_— - - B
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Analysis of a competitor s strengths and weaknesses should
include a comparative assessment of such factors as products
and product quality, dealers and distribution channels, finan-
cial capabilities, management and human resources, and market-
ing and selling capabilities.

The theory of modern marketing holds that the key to an
organisation’s success is the ability to make timely and
appropriate adoptations to a complex and dynamic environment.
The marketing environment is the totality of forces and
institutions that are external and potentially relevant to the
firm, Kotler {198ﬁ}.19 The environment that surrounds a firm
provides many opportunities and constraints. It is dynamic,
some times rendering what is successful today as a failure 1in
a future time period.

Environmental analysis involves the scanning of the firm’s
environment in which it operates for possible changes 1in
economic, social, political and technological variables.
Environmental analysis was defined by the Coca-cola company as
"a scan of markets and technology for enough in the future so
that actions can be taken

20
and Hammond (1879).

rather than reactions”, Abel

The analysis of the economic variables consider such
economic factors as the Interest rates, number of people

holding Jobs, personal income, gross national product (GNP)



and  government spending. Social and political changes
analysis consider such Ffactors as changes In family 1life
styles, improved living  standard, defence spending,
government “s regulatory policies, fiscal and monetary
policies, and industrial policles while the analysis of
technological changes consider such factors ss Iinnovation,
sensitivity to all these environmental influences is essential
to strategic market planning. The process of analysing the
environment must identify key changes, in particular tbos'_el
that cgulcl‘ "make" of "break" the business, Abel and Hammc;r:llc}..
(1.‘5??.9',).6j . : '

Internal company assessment has as Iite objectl ves the
extent to which the company 1s equipped to take adﬁéniéé&h.of
the opportunity. The assessment reguired here is similar to
that of competitor analysils, Internal company self-assessment
involves the analysis of historical strategy, perfoz‘manée,
strengths and weasknesses and possible response patterns. It
assess the relevance and adeguacy of company rescurces for an
cidentified opportunity and if not adeguate what can be done to
obtain the necessary resources. umw fﬁ '

28
Abel and Hammond (18978) used the term "Strategilc window"

to describe the fact that there are often only limited periods

when the "fit" between the "key requirements’” of a market and



the particular compstences of a firm competing in that market
are at an optimum. Investment in a product iine or market
area has to be timed to coincide with pericds JIn which a
gtrategic window is open, that iz, where a vlose Ffit exists.
Diveatment should be considered 1f, during the course of the
market s evolution, changes in market regquirements outstrip
firm s capabillty to adopt itself to the new circumstances.
Relating market opportunities with company capabilities is
a pre-requislite to defining the business, determining what an
appropriate “mission’ should be, and what functlional strategies
and budgets are necessary. Basically, effective strategic
market planning is the matching of opportunities with internal
company capabilities. The process is the dynamic one becausge
as markets evolve, new opportunities continually present them-
selves and existing opportunities decline. For organisational
effectiveness to result, the organisation must plan in ofder to

anticipate such opportunities and to assemble ahead of time the

resources and skills regquired to take advantage of them.

The marketing mix is the set of controllable variables and
their levels that the firm uses to Influence the target market,

Rotler (1888). Saome of the most important decisions to be

- reached by firms supporters, manufacturers, as well as inter-
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mediate and retail trade businesses are those Iinvolving the
market mix. These decislons can be identified along four
general dimensions. These four dimensions are as follows:

1. Organising for product development and Innovation

{product ).

2. Ascertaining prices for products and/or services
(price). _

3. Selerting channels of distribution (place).

4, Developing promotional programmes {(promotions). ;

These four categories become the market offerings, or the
mix of marketing instruments, for each firm Iin each channel
network. Every firm has a mix of products and services
offered for sale to individuals, other business Institutions
and government. The degree and level of marketing performance,
as well as the ability to adopt to actual changes, depend on
the wmanner in which each marketing  mix dimension is
evaluated and implemented.
- Despite Lhe fact that each firm is responsible for its own
ﬁnigue marketing mix, general concepts regarding the approach
to developing the mix can be used. These general concepts are
based on the following considerations:—

Goods and services flow through channel networks to
varicus types of consumers, consequently, a business should

I



2.3.1

41

think in terms of a series of marketing mixes being developed
and implemented. Surpliers provide raw materials (product) to
manufacturers at negotiated prices which have been
communicated (promotion). These materials are shipped via
alternative transportation facilities (the channel).

Marketing mix decisions should be based on an Iintergrated
theme, product decizsions necessarily must be associated with
channel, price, and promotional considerations. Regardless of
the level of the firm within marketing channel networks,
marketing management constantly is struggling with the problem
of blending the marketing decision areas into the optional
combination. Thus., whatever type of product or service that
is being offered. there will be some opticonal combination of
related marketing cost and revenue for each firm within the
network. As a result of blending the various offerings,
marketing environments, decisions, and planning come into
shaper® focus. In what follows, a detailed discussion of each

element of the marketing mix will be presented.

PRODUCTS

A product is anything that can be offered in the market
for attention, acquisition, use or consumption. It is clear
from the definition that in a broader sense, a product is a

combination of tangible and intangible characteristics of
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attributes In the buver’s mind. The importahce of product
management is intensified, if you consider that a firm’s
ability to serve and satisfy customers with products is its
primary. social and economic reason for existence. For
example, when you want a soft drink. you may buy a coke, or
pepsi-cula or one of several other well known brands.
In some sense, your choice represent a set of tangible,

physical characteristics:-

LL)

- a glass bottle or aluminium can then be identified by

 the manufacturer ‘s brand name. P

- a bottle or cup which can be purchased in one of a
number of retail outlets, including supermarkets and
gasoline stations. -

- a product promoted on television, over radio and in

thousands of points of purchase displaya;.

I a @gecond =sense, the cholce goes beyond a physical
product that has been advertised through a humber of media.
The choice may include a set of intangible and sociopsycologi-

rcal attributes:-

- Preference for a particular "satisfying” taste from

rone drink as constrasted to others.
. A sense of ‘"belongling'" in a social context, to be

identified with a particular age group by drinking the
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soft drink that appeals to that group.

- A psychological image that one brand is “better” than
other brands in terms of taste. package, price and other
factors.

Perhaps the most obvious factor of a product is its
physical properties. Satisfaction is derived from the fact
that a product is made of plastic, wood or some other matgrial
possessing a particular weight and consistency.

Services
Performance - of services may be the only ‘'product'”, a

particular business offers. Management consultants normally

furnish 1little in the way of physical products. In actual
sense, all products provide services. Beside performing their
major functions, products also provide associated services.

Packaging
In* many cases, a package is impossible to separate from

the physical .product. This statement can only make sense to

anybody when one tries to visualise a gquart of milk that 1is
not in some kind of container. Before a premature conclusion
is reached, however, it is important to examine the functions
packaging can perform. Three factors should be considered

when determining how much to spend on packaging. First, it 1is
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possible bto reduce the cost of digtribution by appropriate
packaging. Secondly, a container can . provide lncreased
satisfaction to the customer and lastly, a package may help
promote a firm’s product.
Assortment

Product asgortment  refers to all the  products a
manufacturer or middleman offers for sale as it relates to its
breadth and depth. The fact that a company provides these
alternatives means a great deal to his customer. An é}ample
of product assortment can be seen where industrial supply
houses maintain stocks of Infreguently purchased materials to
increase the satisfaction of Intermediate customers. There
Is also the case of large conveniently located shopping
centres with stores carrying relatively broad lines of
merchandise. T B

& brand 1s a name; tér&, gkﬁﬁol.of”désign assigned to a
rroduct or , group of products. Its primary function 1is to
provide a symbol for communication. Branding enables ecasier
evaluation of the relative product nmerits. Once having
experienced satisfaction with a particular product or service,
a shopper can minimize hissher decision making by associating

previous satisfaction with the brand. - .. -~ .
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It is essential that companies place considerable value on
their brand names. Through branding, they can communicate and
promote various differential aspects of their products and
encourage repeat purchasing and brand loyalty.

A particular problem of brand management is that a product
name may become a generic term. This happens when consumers
insist on assigning a (irm°s brand name to a kind of product.
What this means in effect is that a business may no lonq?r
legally restrict other firms from using this term.

Besides determining the specific name to assign to a
product, a decision to maintain a policy of individual or
family branding must be made. Along with these facets, a
product management, promotion, distribution, and price also
must be considered. It is important to recognise that all of
these ingredients combine to represent the product in the

consumer ‘e mind.

*

PRICE

Price is value expressed in terms of the monetary medium
usea. Pricing 1n most cases is the responsibility of the
sales or marketing department with the approval of top manage-
ment .

Pricing of individual products and services 1is of

significance to the Marketing Manager and hence the strong
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need why considerable attention should be paid to this aspect
of the marketing mix. Basically, price represents the amount
of money that buyers, in the process of exchange, will pay for
Boods and services that sellers are offering for sale.

Before any product can be marketed, it must have a price.
Not every producer is in a position to set his own price.
Normally this is done by the government or its approved agent
or board. The price at which a product 1is sold has
implication in terms of the demand for it. Though in certain
economy. It is the government that set prices, but here we
will assume that the producer can set prices, or he makes the
pricing decision even though the freedom to set prices is cir-
cumscribed by certain other forces outside the market control.

Where the seller can set price, the pricing decision 1is
critical, since even modern price differences can have a
dramatic effect on profit and a price at odds with the rest of
the marketing mix can spell disaster. This is because what is
being priced_is not simply a product but a bundle of benefits
as reflected in the product, its promotion image and its
method of distribution. A firm that fails to recognise that
it is pricing an offering and not just a product can be
stampeded into reducing price when buyers and sales people

complain about rival brands being cheaper.
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The following aspects of pricing are Iimportant as an
element of the marketing mix:—
i) The role of price

it} The various objectives that guide pricing

atrategies and methods

ift) The factors and variables that enter inte pricing
decisions.

Price reflecta market valuation

In any market exchange, each party offers a benefit to
Induce a respoﬁae. The greater the reaspcnse to the seller’s
offering vis-a-vis egual or lower priced competitive offering,
the greater the relative_vglyation of the seller’s offering.
The aim of the seller is bo maximize that valuation relabive
to coéts. Exchange can be viewed as one way of controlling

-

behaviour. The seller controls behaviour by making his offer-

ing as Iirrestible as possible, while the customer controls the

firm’s actioﬁ through the price hesshe is willing te pay. The

| lvalue put on the firm’s offbring by the market is indicated by

i

consumers responsiveness to ehangés in price and this in turn
depends on the availabllity of acceptable substitutes.
Consumers have & price range within which the product must

fall for them to buy it. The firast question generally asked

A

e s e e
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.

by consumers is the product s price to establish whether
further inquiries are merited.
Price playvs dominant role in the marketing mix

Price is cone of the major elements of the marketing mix.
Generally. though pricing decisions have to be carefully co-
ordinated with decisions on  product, promotion  and
distribution.

The framework for such co-ordination is the segmentation
strategy., since the chosen market segments give overall
direction in determining the mix. Thus, the luxury segment of
consumer markéts suggest a guality, branded product, appeals
and media that capture the luxury image and a high price to
match.

FRICING QBJECTIVES
Relating to customer and market orientation

Aéthough the super ordinate goal of pricing may be to
maximize the rate of return on the total assets of the firm,
as Gabor (19}?} prints out such profit goals provides criteria

'rather than explicit guidance for pricing. In any case, as
Gabor maintains, modern approaches to pricing must recognise
that business executives may be interested not only in profit
but in factors such as prestige, social responsibility,

reputation, price stability, and so on. Any set of



49

operational objectives for pricing will take account of such
factors together with objectives in terms of earnings stream
that is sought and the objectives emanating from the

particular circumstances that give rise to the pricing
decision.

Firms are usnally concerned with achieving a certain level
of earnings within some particular time period. Since .piricing
can Influence differences in cash flows or earnings streams
within some time period, firm may explicitly or implicitly set
one of the following financial goals as the aim of pricing:-

i) a goal of immediate earnings
ii) a goal of steady earnings
iii) a goal of high future earnings
Relating to the market situation

OGXENFELDT (1883) hits that he terms ‘price setting
occadion”. These are triggering events giving rise to a
changed market situation and to the need for specific
situational objectives. Thus we may find new rivals entering
the market, rivals reducing / increasing prices, cost and
primary demand on the increase / decline or we may simply
intend to introduce a new product or a new model.

Although price setting occasions are many and varied, they
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roint to the adoptivnn of ovne or more of the following

competitive goals:~

1) attracting new buf@ra via market penetraticn

i1) covering existing users via brand switching
1i1) retaining customers via ensuring repeat purchase.
Factors in peiciug

There are two sels of factors in considering pricing:-—
People and cost. Pricing generally need to cover costs, while
the firm has to set a price that provides a coalltion of
supprort among interest groups so as Lo achieve pricing
objectives,

Price and price changes affect many different groups not
Just those in the seller’s firm and potential customers but
also distributors, suppliers, and ceompetitors. FKach of thess
groups has different values, Interest and beliefs about the
goodness Jf the price in pelation to their own goals. As with
all soclal behavicur, pricing decisions are influenced by
norms and rules developed from past practices.

Some  of these Factors affecting pricing are briefly
discussed below:- | %

- Lusbomer considerations :
Price expectations: In any pricing decision, one must

start with the market and the price sxpectations nf potential



cushomers, IF'f a product is developed to Ffit some market
gegments. It will be produced with some price range in mind -
there are few markets often pay new for a product than they

expected or than they consider reasonable simply because there

is an absence of acceptable substitutes. Lustomer _trade-offs
agalust price;- I a product is ioocked at as bundle of

benefits., then it is Important to know the customer s trade-—
offs between exira benefits and high price. Extra benefits
can be in the form of additional attributes. What musg be
emphasised is that such trade-offs do occur, suggesting that
consumer loyalty, If it happens at all, can be traded at a
price.
” s

The price s=setter must gauge the effect of_price on the
behaviour of currenit and potentlial competitors. At some high
price «level new entrants are tempted inte the market and
customers are tempted to switeh. The 1limit price 1is the
highest price_that can be set without attracting entry. Where
the price setter is concerned about possible entry I1into the
market, some altempts must be made to assess the limit price.
The switching price 1is bthe highest price that cah be set

without customers being tempted to switch to:-

1) direct competitors
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iil other seamenf= of the mapko?
iii) sibrt i o other indnstries.
Coprdinat»d i

fne of the prollem= that relates to the behaviour of both
buvers and competitors is the problem of co-ordinating prices
of a firm’s products that are either substitutes or
complimentary. For substitutable products., the sales of one
falls when Lhe price of the other is reduced. &

Other factors affecting pricing decisions are internal

company  Fimctions., distributors. Government, cost and break-

even analysis. -

DPISTRIBUTION CHANNEL (PLACE)

Distribution is the transfer of goods from where they are
produced (o where they are ultimately consumed or used.
Certain factors have made it difficult for producers to sell
direcr-bly to the consumers. Middlemen are in most cases
preferred by the manufacturer for convenience purposes.

Even If the firm’s offering vis-a-vis competition is right
:for the segment in terms of product, proposed advertising and
price, no sales occur unless arrangements are made that allow
the customer to purchase and receive the product when needed

and ordered. Ensuring that a product is made conveniently

available Is not enough. If buyers are to be retained as



future customers and sales are to be high, certain pre-and-
rost-sale services as well as promotional activities may need
to be provided by the channel.

A distribution system 1is the network of people,
institutions or agencies involved in the flow of a product to
the customer, lLogelher with the informational, financial,
promotional and olher services, associated with making the
product convenient and attractive to buy and re-buy. B

The selection of a distribution system is a key decision
area ags it usually bonds the firm long term. involves heavy
investment and can be the deciding factor in determining the
success or failure of a markeling strategy. Infact, it is not
common for a firm’s marketing thrust to lie with the
distribution system it has developed and, in certain cases the

distribution system may be so superior vis-a-vis competitor s

that 3t constitutes the critical advantage for the business.

If a product is to sell, it must be made readily avail-
able to the target market. Place utility is the function most
commonly associated with distribution channels. If segment
penetration is the path to growth, extensive distribution is

required to reach as many in the segment as possible.
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EFromotional role

One of the roles a channel plays is 1In terms of its
promotional effort. Where there is doubt about a channel’s
ability to undertake the requisite promotion, the manufacturer
may help. The promotional role of distributors is very
important. Promotion at the point of sale can activate latent
demand, while habits and pricing behaviour can each be
affected by novel distributor promotions.
Service role

There are certain services, which are freguently an
integral and. necessary part of a firm’s offering, that are

best provided by the channel - for example

i) Advice on the suitability of a product for some
application.
ii) Advice on storing, or selling the product

1ii)e Provision for speedy servicing and repailr
iv)* Provision of credit and other financial assistance to
purchase the product.
Channel Distribution strategy
The channel distribution strategy is a broad conception of
how resources are to be developed to build a channel linking
the producer to the consumer / user to ensure that the product

and assocliated services are made available to the target



segment. The distribution strategy involves:
i) Determining the objectives to be achieved by the
channel system.
ii) sSelecting the type of channel system whether for

example, to sell direct or through channel intermedia-

riers,
iii) Netermining whether a policy should be followed of
aelling to all outlets within a channel or to a

selected or exchange few.

iv) Selecting the individual channel member when a policy
line been  adopted of selecting just a few outlets
within a channel.

[ [ & * J )

Logi=lirs management seeks to minimize the total cost from
inception oFf raw materials to the delivery of the finished
product to the customer. The study of physical distribution
has bécome a fertile field for management science in the use

of simulation and linear programming to minimizing costs of

distribufion. I'n general the sources of cost saving arise
from: -
i) Reduction in inventories

ii) Mre  efficient methods in material handling, better

warehouse layout and simplification of order
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processing and
iii) More efficient service In terms of minimizing out of
stock occurrences. enabling expanded market coverage by

reduced freight costs and reducing the customer’'s own

inventory reguirements.

2.4 PROMOTION

The term promotion embraces influence, processes exerted
by the sellers on the potential buyers of the products. = Like
the marketing mix. promotional mix has four elements. These
are personal eselling, advertising, sales promotion and
publicity. Th33 means that whenever and wherever a product is
produced, it should be priced, promoted and distributed to the
ultimate end users. These activities are interdependent.

Richard E. Staniey, (1977) writing on the role of

o

promotion in business says that .... manufacturers are
capabfe of producing for more goods than can be effectively
absorbed by existing markets. The problem is no longer the
production éf the goods themselves but their effective
imarketjng. Consumers must be made willing to constantly
improve their standarde of living by purchasing more and
better products if the economy 18 to continue to expand. One

of the major ways in which this can be done is through the

more effective utilization of the tools of promotion'. The
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implication of this ir that marketers do not promote simply té
inform. educate and entertain, they communicate to influence
and encourage hoth current and potential buyers to accept or
adopt the products or services being offered by the company.
Although reference was made to this aspect of the
marketing mix earlier, 1t is Important to view some of the
proslems and subsequent decilsions that must be made regarding
marketing communication within channel networks. flere,
emphasis will be on the followlng:—
1. Advertising and pald form of no personél presenﬁation and

promotion of ideas, goods and services by an identified

sponsor. i_
2. Perscnal selling; oral presentation in a conversation with
one or meore prospective purchasers for the purpose of

+

making sales.

3. Sades promotion: those markeﬁing éctivitieé;l otherbvﬁhaﬁ
pebgonal selling, advertising and publicity, that
stimulate,consumer purchasing and dealer efféctiveneééify

.4.“ Publicity: non personal stimuiation of demand for a
rroduct, service, or business unit by planting commercisl-—
ly significant news about it in a& published medium not
paid for by the sponsor. . o _\_ g' 3

The task of promoticnal programmes 1g to comnunicate

gL



product-place-price information to consumers, industrial and
governmental markets. How effectively " this communication
process is accomplished may well be the most crucial factor of
marketing management in channel networks. How the consumer
percelve and react to these messages ls of great importance to
the manufacturers and retallers of those goods and services.
Promoticnal activities are but one phase of the total
demand stimulation process 1in consumer, industrial, and
government markets. Az has been the case with pré&uct,
channel, and pricing problems and decisionsa are affected by
many environmental conditlions - such environmental conditions
are: | e SRR |
i) Consumer and industrial markets - Here the :hafkétﬂ'

should be assessed so that the communications will be

. acknowledged and will result in:purqbage of goods and

« services. ST A '”-Lf
Cod IR

L"-_ii) r Market structure - wiﬁh mafket segmentation and
product differentiation strategies being utilized by
;_ . producers and retailers, competition between
| ) industries a8 well as among Ifirma haa I1ncreazsed
intensity our time. A

i111) Technology - the advances made. in technoldéy' put

pressure on firms to develop new products. With such

[t A
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introduction. an usnally high promotional expenditure
becomes a necessity if the product introduced must be
sold.

iv) Legal and ethical constraints - Promotional campaigns
are also constrained by the legal and ethical factor
operating Iin a particular environment. Promotional
strategies of the cigarette manufacturers which used
to engape in television and radio advertising have
been seriously challenged by the society. Television
commercials pertaining to external care (cosmetics)
and Iinternal care products have, from time to time,

been attacked on ethical grounds.

MARKETING STRATEGY
A marketing strategy is "a consistent appropriate, and
feasible set of principles through which a particular company

-

hopes to achieve its long-run customer and profit objectives

. 23
in a particular competitive environment". Communications
industry ca}: develop these sets of principles - wunigue to
their industries - which can be employed over-time in

achieving their customer and profit objectives.
The scope of possible marketing strategies Iis wide.
Marketing and product strategies are inter-related. They are

both developed in response to consumer demand.
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Pricing strategy is of great significance to a

communications industry and most often 1€ is the

responsibility of top management or the proprietor. Some of

the

are. -

i)

i)

iii)

iv)

v)

vi)

-

commonly considered strategies for pricing new products

Gets as much profit as soon as you can 1.e. skimming
strategy.

Set a price that will discourage the adven% of
competition.

Recover your development costs within a specified
period.

Set a price that will yield your "regular’" rate of
return.

Set a price that will win the speediest acceptance of
the product i.e penetration strategy.

Use the product to enhance the sale of entire line

24
rather than to yield only a profit itself.

A communication industry s marketing strategy will have to

take several factors into account including:

19
ii)
iii)

iv)

The firm’'s competitive size and position in the market;
The firm’s resources, obJjectives and policies;
The competitors”™ marketing strategies;

The target market s buying behaviour;



61

v) The stage of the product’s Iiﬁe cyecle; and
vi) The character of the economy.éﬁ
The economic environment within which the communications
firm functions is constantly changing. This change affects he
products and , or services being provided by a particular
firm. Only by watching this often-gradual change closely can
an industry assess the impact upon his firm in terms of both
dangers and opportunities. On the basis of such obsarvgtion
and analysis, the manager can then decide upon proper action
to cope with the situation.
The sum total of all marketing activities is to I1ncrease
sales and make profit. This can be accomplished by:
i) Finding out what the customers need;
ii) Choosing the product or service you can offer to
satisfy their needs;
iii) ~ Promoting and advertising the goods or services;
iv) * Selling the goods or services by placing them in the
market; and
v) Making a profit at the end of the whole process.
Systematic corporate and marketing planning based on an
innovative perspective geared towards competitive action
prlaces the communications industries on an outstanding advan-

tage. The corporate strategic plan is the master plan that
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provides guidance to all managers about the direction in which
the firm wants to go and the height it wants to attain. This
plan sets the boundaries for all other planning. Functional
strategy should be developed from grand strategy. Marketing
strategy should be based on corporate marketing objectives and
should be implemented by a co-ordinated marketing action
programme. The ideal marketing strategy would achieve what
military strategists refer to as "a perfect economy of force".
In economic terms, this would be the optimal strategy; that
is, all resources of the firm, including personnel, would be
utilized so that it would be Iimpossible to Iimprove the
efficiency of one part of the operation without decreasing the
effectiveness of others. With perfect economy of force, the
firm would correctly allocate resources, including money, to
all marketing elements. But because of the nature of
consumption and competition, particularly the uncertain human
elements, perfect economy of force represents an ideal rather
than a practical planning goal.

Generally, people like something a little bit different
from what their friends have, but not too different! People
change thelir ideas slowly and like things which they know of
and have grown up with. If you make something too different,
only a few people will buy it. This is a lesson for

communications industries to learn.
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MARKETING OF SERVICES

Some people might argue that there is no such thing as
service marketing, but only marketing in which the service
element is greater than the product element. We do recognise
that there is both a product component and a service component
in the sale of most, if not all, goods. However, many service
organisations (such as insurers, consultants, and barbers) do
not think of themselves as producers or sellers of goods.
They see themselves (as do most of their customers) as
providers of services.

In theory, product marketing and service marketing are
essentially the same. In each case, a marketing program 1is
built around the parts of the marketing mix - the product
(service), the price structure, the distribution system, and
the promotional program. Moreover, there often are
substantial similarities in practice. At the same time, how-
ever, ' gsignificant differences do exist between product

marketing and service marketing. The strategies and practices

used in conventional product marketing often are inappro-

priate for service marketing. Service marketing often calls
26
for a different approach.
What services are
Services are those separately identifiable, essentially,

intangible activities that provide want - satisfaction, and



that are not necessarily tied to the sale of a product or
another service. To produce a service may or may net regquire
the use of tangible goods. However, when such use is required,
there is no transféﬂ of the title (permanent ownership) to
these tangible gouds.h7

Now let s elaborate a bit on that definition, to reduce
any possibility of confusion:
- We include such activities as medical care, entertainment,

“w

and repalr services (but not the medicines or repair parts

purchased) .

-~ We exclude credit, delivery, and other services that exist
only when there 1is the sale of a product or another
service. )

- The consumer of a service can take only temporary
possession or make only temporary use of any goods
reguired in the production of the service.

We » rarely find situations in which services are marketed
without any product involvement whatsoever. Most products are
accompanied by services, and most services reguire supporting
products. It 1is this product - service mix that really is
growing in importance in our economy.

We are concerned primarily with the services marketed by

businesses or professional firms with profit-making motives -

Commercial services - in contrast to those of non business
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organisations.

The growth of business services may be attributed to the
fact that business has become increasingly complex,
specialized, and competitive. As a consequence, management
has been forced to call in experts to provide services in
research, taxation, advertising, labour relations, and a host
of other areas.

The rate of growth has not been uniformed for all
categories of consumer services. As dieposable peréonal
incomes have increased and life-styles have changed, the

demand for some services has grown relatively faster than for

others. Attendance at movies declined as people tuned to
television.
Characteristics of services

The special nature of services stems from several distine-
tive eharacteristics. These characteristics not only create
special marketing challenges and opportunities, but they often
result in marketing programs that are substantially different
from those found in product marketing.28
1. Intangibility:- Since services are essentially intan-

gible, it is impossible for customers to sample - to

taste, feel, see, hear, or smell - services before they

buy them. This feature of services places some strain on
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a marketing organization. The burden falls mainly on a
company s prometional program. The sales force and
advertising department must concentrate on the benefits
te be derived from the service, rather than emphasizing
the service itsell.

2. Inseparabilityv: Services often cannot be separated from
the person of the seller. Moreover, some services must be
created and dispensed simultaneocusly. .

From a marketing stand point, Inseparability freguently
means that direct sale 1is the only possible channel of
distribution, -and a seller’s services cannot be sold in very
many markets. This characteristic also limits the scale of
operation Iin a firm.

As an exception to the inseparability feature, the service
may be zcold by a person who is representing the creator-seller.
3. Haterogenelfty: It 1s impossible for a service Iindustry,

or even an individual seller of servicves, to standardize

output. .Rach "unit” of the service i3 somewhat dJdifferent
from other "units" of the same service.

The service company should, therefore, pay particular
attention to the "product planning” stage of its marketing
program. Form the beginning management must do all it can

to ensure consistency of gquality.
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4. Perishability and fluctuating demand: Services are
highly perishable, and they cannot be stored. Unused
electric power, empty sealts in a stadium, and idle
mechanics in a garage all represent business that is lost
forever. Furthermore, the market for services fluctuates
considerably by season, by day of the week, and by hour of
the day.

There are some notable exceptions to this generaliza-
tion regarding the perishability and storage of seé;ices.
In health and life insurance, for example, the service 1is
purchased. Then it is held by the insurance company (the
seller) until needed by the buyer or the beneficiary.
This holding constitutes a type of storage.

The combination of perishability and fluctuating
demand offers product - planning, pricing. and promotion
challenges to service company executives.

Channels of distribution for services: Traditionally, most

servicea have been sold directly from producer to consumer or

industrial user. No middlemen are used when the service
cannot be separated from the seller or when the service 1is
created and marketed simultaneously. But it also enables the
sellers to personalize their services and to get quick,

detailed customer feedback.
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The only other freqguently used channel includes one agent

middleman. Some type of agent or broker is often used in the
marketing of securities, travel arrangements, entertainments,
and housing rentals. Sometimes dealers are trained 1in the

production of the service and then are franchised to sell it.

The location of the service seller, or the seller s agent,

should be conveniently accessible to customer traffic, because

many services cannot be delivered to the customer.
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CHAPTIEIR UHIRICE

BRIEF HISTORY OF ABG COMMUNICATIONS INDUSTRY LIMITED

The letters AIZ are derived from the name Alhaji (Dr) Bawa
Garba, the scle proprietor of ABG Group of Companies.

ARG single handedly set up Arewa Commercial Institute 1in
1966 which was later approved under the Educational Law of
Northern Nigeria. Section ten (12) as an "Advancement class.”
The school which had less than 50 students in 1966 has  grown
to above 2,000 students in 1972 offering all commercial
subjects ranging from English, Shorthand etc. The institution
is still yielding more graduates up to date.

ABG who was already initiated in the act of business
transaction became exposed to invaluable experience and at a
later date he incorporated his first company known as AREWA
ADVANCEMENT ENTERFPRISES LIMITED in 1972.

T}.}e company was marketing office equipments following an
agreeéent in 1976 with UTC Nigeria Limited which confirmed the

company as Salea Representative in the Northern Region to

"market OLYMPIA products with locations at Kaduna, Kano, Zaria

and Maiduguri.
In 1878, the company started importing ORMIC, Audio Visual
equipments and in order to serve the entire nation, it

appointed UTC (Nigeria) Limited as the distributor in the
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Southern part of Nigeria.

Industrialisation of Nigeria and Technology Advancement
wouldn "t have made a head-way without the active participation
and contribution of indigenous investors. This was encouraged
by the Murtala regime which embarked on low custom duty for
imported goods to local industries 1n order to boost the
nation’s production machinery.

In view of the above, ABG FKLECTRONICS MANUFACTURERS
LIMITED wa incorporated in 1978 with technical partnez-shi;: of
the famous German Company BOSCH GROUFP which owns BLAUPUNKT.

The company then started assembling Blaupunkt Coloured
television, with SKD (Semi Knocked Down) components and later
advanced to CKD (Complete Knocked Down) components by 1981.
SKD/CKD Video Recorders and car radios were later introduced.

In 1985, ABG MAGNETIC TAPES INDUSTRIES LIMITED was incor-
porated for the production of Video Cassettes, both VHF and
Bitamax and had installation capacity of 8@,000 per month that
is 960,000 pepr annum with a high quality and professional
staff.

As the business takes good shape, another company was
incorporated in 1987 by name ABG COMMUNICATIONS LIMITED. The
company 1is carrying on the business of sales, services,

Iinstallation and general engineering including marketing and
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installation of cable satellite system to subscribers, and
also various communication eguipments such as HF, VHF, UHF
radios. The company has a production factory for satellite
dish 1in Kaduna and Lagos for the fabrication of <fibre glass
and solid aluminium dishes with 80% local contents for
satellite dish and 20% from foreign partners.

This technology was duged from an Iimported complete
satellite T.V. system in 1982 and has served as a challenge
to Nigerian Engineers. After creating room for competition in
the country, we should also note that it has immensely
contributed to Nigeria's technological advancement and most
particularly, it is of educational benefit to higher Institu-
tions of learning. and the Nigerian public in general.

ABG Communications Limited Jjointly owned with the American
HERO COMMUNICATIONS INC and ABG COMMUNICATIONS LIMITED in
Miami, Florida have set a cable system and a cellular
telephone system in Nigeria. This has given opportunity to
thousands of Nigerians in the sixteen (16) branches all over
~the nation and advancement of technology in Africa with the
recent inauguration of ABG INTERNATIONAL CAIKO, EGYPT which
manufactures satellite dish. It is one of the locations ABG
COMMUNICATIONS LIMITED intends to open hands in 1its plan to

expand in all over the African Continent.
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ABG  Communications Limited is one of the co-sponsors of
the Nigerian Open Golf Championship at the Kaduna Golf Club,
Kaduna and it chips in support annually towards the Nigerian
Polo Tournament. Other sponsorship programmes are implemented
on an ad hoc basis.

Another important aspect of ABG s soclial responsibility
programme is its annual donations worth thousands of Naira to
Associations for the handicapped and Voluntary Organisations

deveted to the development and growth of the Youth nationwide.

ORGANISATIONAL SET-UP

The write—ué being concerned with marketing strategies ABG
Communications Limited uses in marketing its products, the
organisational structure of the company will be viewed from
the perspective of the marketing department, and hence
emphasis will be on the functions of this department.
Althou%h other departments within the company s organisational
structure will be mentioned, they will not be discussed in
detail.

In ABG Communications Limited, the marketing department is
headed by an Assistant General Manager, Corporate Services who
reports to the General Manager who then reports the Managing

Director. The Assistant General Manager who with his

supportive staff takes supportive responsibilities for all the
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marketing matters. in marketing department of ABG
Communications Limited, it is a group of personnel with some
professional bodies that come together as a decision making
unit to formulate the marketing programmes of the organisation.

ABG Communications Limited has 16 branches all over the
country with the recent opening of International Office iIn
Cairo, Egypt and the branches are headed by a Manager who
reports directly to Assistant General Manager to facilitate
quick response to changes in market situations. The B-;'anch
Managers have under their portfolios, Assistant Managers
(Marketing) who report directly to them.

Head office personnel in marketing department provide
support services in form of opinion pool survey and rendering
general professiconal advice. To a large extent, the branch
office administrative 1is fairly autonomous as the branch
managers have an expenditure limit of Two hundred thousand

naira *(N20@,000) on a monthly basis (see attached appendix).
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STAFF TRAINING AND WELIARK

In ABG Communications Limited., staff are recruited
primarily for a probational period of six (6) months after
which based on merits they are posted to where they can fit
best for the betterment of the business. Also after two (2)
years of working experience, they are sent outslide the country
particularly in Germany to get more specialised in their fielid
of operation. But as at now, there is an embargo on oversea
training due to the present economic crunch faced wvrld—;ida,
staff are now trained by professionals internally.

Staff do enjoy medical. transport, loan, salary increment
and bonus facilities.

Shares of the ABG Communications Limited can also be
Issued to Managers and staff based on the yearly performance
recorded following a yearly prodection of market in each of
the branches after the fulfilment of their budget.

MARKETING SYSTRM IN ABG COMMUNICATIONS LIMITED
The entire ABG Communications Limited is made up of two
aepartments:~
i) Marketing Department
ii) Sales Department.
The marketing department takes responsibilities for the

marketing of ABG Communications industry’s products through
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its branch network nationwide. The Kaduna International Trade
Fair which ABG is known to be its founding father has played
key role in the development and penetration of the business
both nationwide and internationally. Other sources such as
electronic and printed medias are also not left behind.

The company markets the following products through its
Head office and branch offices:-

5 Cable Satellite system .
) Communications equipments such as HF, VHF, UHF Videos
and radios
iii) Production of satellite dish.

The company resards the whole land area of Nigeria as 1its
broad market. Therefore, promotes making trade-off decisions
on the basis of "What s best for the organisation as a whole".

The sales department takes responsibilities for the sales
of ABe Communications Industry’s products through its branch
network nationwide. The company do sell it products through
some promotional activities that it embarks upon. In ABG
Communications Limited, individuals or corporate bodies buy
the products directly in order to boost sales.

It is iIn this department that corporate bodies or
individuals that buy the products will know their file numbers

and registration numbers in order to know how much the user is
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supposed to pay at the end of every year. In essence, that
the users of ABG Communications Cable Satellite system are
made to understand that at the end of every year, the
subscribers have to pay their subscription fees that will
enable ABG Communications remit 1ts overseas office.

Sales department staflff are being given a range of
rrojection by which each branch office is expected to attain,
if by chance any branch is able to exceed its projection, the
difference between the projected and the actual, a ce;tain
rercentage will be allocated to the staff of that branch in
order to boost their moral.

In Sales Department there are some incentives given to the
customers for quick response:-

i) Bulk purchase discount
ii) Subscription fees discount (depending on the amount of
~ years you are able to settle your subscription fees)
iii) * Seasonal discount (Sallah, Christmas etc).

It is in sales department that all the systems equipments
of ABG Communications are being sold and installations of
equipments are directed. Sales Department in collaboration
with the Engineering services service and maintain the sold
equipment in case of any fault detected. Sales department and
Engineering department have alot of power in ABG Communications

because if any subscriber fails to settle his subscription
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fees, then the two departments can decord his line. This was
made easy because of high technological advancement of the

company which was made simple through thelr computer network to
easily decord the subscriber’s line.

The systems are Just like telephone syetems which I1f
failed to pay for subscriptions fees you can easily be
decorded. Infact, with the recent introduction of the high
and sensitive computer, subscribers find it difficult to do

anything Nigerian factor. Thisg is to say that there is checks

and halances among the departments.

THE MARKETING STRATEGIES QF COMMUNICATIONS INDUSTRY

In Nigeria., the communications Industry is undergolng an
existing, yet difficult transformation. With the number of
communications industriea increasing at a fast rate in recent
years, competition in communications industry has heightened

[

and will continue to heighten. Under this condition, it 1is
only those communications Iindustries that can work hard that
will survive;. To raise sales, the industry now device various
;attractions and market stratification strategies to enable
them design and target appropriate products to the right
customers.

For these reasons the communications industry has to

pursue the market essentially through gecographical expansion,
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market penetration, new products development, market Ileader
strategies and market challenge strategies.

Let us now consider each one of the above.
Geopgraphical expansion

Initially, ABG Communications was known for sales of
communications equipment like television. videos ete, but with
the introduction of Trade Fairs in every corner of Nigeria,
the industry won the market through active participation 1in
the trade fairs. With its head office located in Khduné. and
branches situated Iin strategic parts of the country, in order
to attract customers. But with the competition from new
communications industries, ABG Communications have sought to
make their presence felt in most parts of the country.
Market pepetration

This is the most popular strategy prevalent  among
commundcations industries. It aims at attracting new
customers from the market that the industry is already in.
With the intense competition within the industry today,
communications industries now devote more time towards
studying the needs of both existing and potential customers.
Advertisements and promotions are being extensively used to

promote corporate image and sell services.

Advertising has continued to remain the dominant form of
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marketing strategy being adopted by communications Iindustries

because, by acquainting the customer with the value of products
or services, it widens the market and improves the chances of

acceptance of the products or services.

In additien to providing thefr normal services., ABG
Communications Industry has Iintroduced some new product
services like ABG Computerise decorder system.

Market-leader strategy

This is a strategy usually employed by ABG Communications
industry in order to have access to all nooks and corners of
the country tfor the market of its products and services. ABG
Communications Industry tries to establish its prosition
through aggressive marketing. advertising and promotional
WAars.

Market-Challenger strategy

The market-challenger strategy is usually pursued by the
runner-up communications industries apparently with a view to
increasing their market shares. The marketing strategy is
usually aggressive with the runner-up communications Iindus-
tries either capitalising on the discovered weaknesses of the
big communications industries.

It is worthwhile to mention at this Juncture that the



marketing function to be found in communications Industries

normally focuses on the following areas:

Customers behaviour, attitude and segmentation;

Location and distribution:

Advertising., promotion and publicity;

Pricing;

Defining marketing strategies, administration and
controlling the marketing programmes; and

Marketing research that attempts to collect, jnvesé}gata,

analyse and interpret marketing developments.
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DATA ANALYSIS

Forty-five questionnaires were administered to the study
sample which comprises of the subscribers of the company
products and the principal staff of the marketing department
that are actually concerned with the marketing of the
communications products and the strategy and policy
formulation for the achievement of the above.

Thirty out of the forty-five questionnaires sent were
returned which amounted to 66,67% while 15 or 33.33% were not
responded to. A total of 60@ questions were responded to.
Based on the responses to the guestionnaires sent out, and the
interviews and discussions held with the Principal Officers of
ABG Communications System Limited, and the consumers of the
communications equipments, some strategies ,/ tactics have been

identified as being used in the marketing of communications

L

systems products.
These are:-
a) Marketing of satellite dish
This system has some training officers and their
activities are co-ordinated and headed by a field

marketing co-ordinator. These personnel are to I1implement
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various tactics that are geared towards improving customer
service.
b) Marketing of communications equlpments

This strategy is malnly aimed at promeoting asystems
egquipments sales.

A1l the functional heads of departments implement this
tactic to ensure excellent operations of company’ s product
with the aim of boosting company s imsge and as an inﬁova—
tion to their company s range of products,.

d) Isbrication of Fibre glass apnd marketing of golid
aluminiun dishes

This 15 an additional revenue stream to the company.
It is a strategy of vconscious utilization of particular
target market for the development of solid aluminium
dishes operations.

The following became apparent from the analysis of the
questionnaires.
. The company produces and markets various Ltypes of products
such as, communications equipment, cable satellite, satellits
dish and solid aluminium dishes. The buyers of the company s
products are individuals as well as corporate bodies and some

community organisations. The company has some form of
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customer s policy with respect to communications equipments.

Though the company s communications equipments and
satellite dishes products are determined by the forces of
demand and supply, that of cable satellites are aimed at
through the internal working of the company. In this case,
the prices are recommended by the personnel of Commercial
department for the General Manager s approval and in arriving
at the above appropriate prices by management. discount
provision is normally made by the Chairman or made for ~bulk
purchases. There is a limit on the discount allowed to both
buyers of the product for bulk purchases and corporate bodies.

The company uses a single channel of distribution for
their products, that is, from the company directly to the user
of the product. The system of transportation being used by
the company is through direct delivery, that is, when delivery
is made., the buyer is attached with the Maintenance Department
personnel who will install the equipment for the buyer at a
prlace specjfjed by him in his address. PFreference is given to
the existing customers but products allocation is given to all
customers as long as receipt of payment is presented by the
customer concern.

The objectives of packaging in the promotional activities

of ABG Communications Systems Limited is mainly undertaken to
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Improve or enhance on the existing market. It 1s also
designated to attract and retain both present and potential
customers.

On the ilssue of advertising strategy of the company. it
uses both electronic and non-electronic media. Opinion survey
and tele-marketing are used in generating feedback from the
customers. Normally. 1t ia what the company can afford at a
barticular point in time that determines advert{sing
expenditure and the nature of advertisement iz both concentra-
ted and intermittent.

The corganisation of the sales force of the company is a
decentralized system of sale administration with branch sales

rerscnincl being to a large extent autonomous.

MARKKTING OF SATELLITE DISH
The marketing of satellite dish has some training officers

who are maostly specilalist in their field of Jjobs, their
activities are co-ordinated and headed by a Field Marketing
Co“ordinator.J These personnel are to implsment various
Eactics that are geared towards improving customer s service
at all ABG Communications system Limited branches naticnwide.
The marketing of satellite dish was designated to

encourage and support the drive for continucus Improvement

within the company. The satellite dish operates with gquality
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tool technigues and concepts that has the following

characteristice inbuilt within it.

a) a unique gquality approach, idea or practice

b} an innovative opportunity

c) an approach where the form reflects certain values
inherent in the quality process.

Some of the features of satellite dish are that the user
will be opportuned to catch and watch stations of his own
choice as long as the user’'s satellite dish can reflect. ‘Some
of the problems encountered by the users especially Northern
part of the country is the high breeze and wind during the
rainy season. Wﬁth the satellite dish, the user has no limit,
that is to say, he can tune to any channel provided his
satellite dish can catch the station. Infact, this 1is one of

the first products that ABG Communications Limited was known

with.

The communications equipments systems has proved to be
indispensable in charting ABG Communications Limited marketing
direction. The various tactics have turned to be fundamental
in formulating strategies in consumer marketing.

The communications equipments that are being featured in
these systems are as follows; HF, VHF, UHF radios and video

sets. These equipments brought alot of successes to ABG



4.4

92

business process., most of the egquipments being displayed by
ABG has 1its name tagged on it, ranging from all sorts of
video, television and radio, infact, it is a household name in
most rlaces where it has branches. They made the
communications eguipments in such a way that it can be

operated manually or by remote control.

MARKETING OF CABLE SATELLITE SYSTEMS 10 SUBSCRIBERS

ABG  Communications Limited, the marketing of cable
satellite systems to subscribers as part of its strategies for
marketing of communications products rolled out in 1988 with
overwhelming success. A key factor contributing to 1its
success was the strong emphasis placed on the Iimportance of
employee contributions towards "Total customer services J/
satisfaction" goals. Along with the company’s previous
programs, the cable satellite systems to subscribers has
attré&ted the attention of its competitors who are currently
deve;oping similar programs.

In addition to the cable satellite’s continuing commitment
of customer’s satisfaction / service, the program is also
being expanded to include the areas of customer, optimization,
people and environment.

The features of the Cable Satellite Systems include seven

(7) channels to your disposal, that is, the subscriber can
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watch two news stations, one sport station and the remaining
four stations are movies channels. In the news stations, you
have Cable News Network (CNN), and Sky News station, the sport
station have only Eurosport station while the movies I1nclude;

Sky Movies, Sky one. Middle Fast station etc.

ABG Communications Systems Limited Iintroduced .solid

aluminium dishes, a convenience system concept as another
marketing strategy adopied to further enhance the marketing of
its communications products. The ABG fibre glass and solid
aluminium dishes give the users and other customers
opportunity of buying the items for their own use. The
fabrication of fibre glass and marketing of solid aluminium
dishes concept also serves as an additional revenue stream
for c};e company. The concept is part of its ongolng programme
towarc;'s improved quality service and increased customer satis-
faction at its branches nationwide.

The fibre glass and scolid aluminium dishes has the follow-
ing as its distinguishing characteristics:-
a) a visually appealing internal graphic package
b) a visually appealing external graphic package

c¢) a consistent pattern of product arrangement
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d) a customer-oriented operating hows
e) a high quality standard for all

Categories of products on display .

The increase in the number of fibre glass and aluminium
dishes will improve profits as merchandising could then be
more effective through bulk purchase of  products and
redistribution. Advertising and promotions will be cheaper
and more productive. The impact on customers will be greater

and the turnover per branch will improve astronomically.

THE ROLE OF COMMUNICATIONS INDUSTRY

Everyday., énd in every part of the country. people are in
the process of planning or operating new business. Many of
these businesses may not succeed. Others, however, represent
well conceived ideas that are developed by entrepreneurs who
have the experience, the resources and determination to make

-

their businesses succeed. As these well-prepared entrepreneurs
purau; their individual goals, our society benefits iIin many
ways from their work and activities.

The development of communications businesses is considered
very vital by developing countries as this can help them
achieve the much needed rapid industrialisation. Much

importance is attached by various governments with the recent

implementation of decree to back it to the development of
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communications industry businesses of the significant role
they play in the industrialised countries. A similar structure

is equally appropriate in developing countries.

PROVIDING TECIHNICAL INNOVAITION

Inventions and innovaticns are among the foundations of
any econcmy. In the [nited States, for example, the Iincrease
in the productivity that has characterised the two hugdred
yvears of her history is all rooted in one principle doectrine -
new ways of doing a job with less effort, at a lower cost.
According to the U.S. Office of Management and Budget, more
than half of the major technological advances in the United
States originated with individual investors.

In Nigeria, as well as in many developing countries, there
are instances of similar indigenous technological innovations

which khave originated from individual investors.

PROVIDING EMPLOYMENT

Communications Industries have come to be known a source
6f technical jobs. They employ some non-government workers in
most countries and this trend seems to be on the Iincrease.
Communications Industries are thus capable of reducing the
present unemployment problems in Nigeria. Infact, it has gone

a long way towards doing so. Therefore, if problems of un-
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employment are to be resolved, it is likely that we must
depend on communications industries as one of the principal

factor of solution.

PROVIDING COMPETITION

In a business where there is competition, alot will try to
win the market by becoming more efficient and more responsive
to consumer needs. ABG Communications Limited through 1its
marketing concepts was able te win the market within which it
operates. dut a number of communications industries, each
competing in its own was able to identify its customers” needs
and wants. hﬂih the competition, alot were able to be aware
of the socio-economic development and also enlightment about

human rights.

MARKETING STRATEGIES

It- will not be an over-statement to say that any
businessman who operates not on the basis of sound information
and Judgement, but on mere intuition, is counting disaster.
Likewise, any marketing strategy that is not based on a
thorough knowledge of consumer (market) is bound to fail.
Though some firms or businesses have thrived under this
condition without recourse to sound marketing strategies, they

have benefited only from the benevolence of the economy -



scarcity or seller’'s market condition which 1is a very
temporary state. An increase in production removes that
benevolence and business failure 1is inevitable. Examples
abound of a high failure rate of businesses 1in industries
which have become competitive.

The key to the success of any strategy used 1In the
adaptation of the tools that the firm uses to meet the needs
of each customer unit served. Any attempt to apply one
strategy or set of strategies across all customer gra;pings
will alienate some consumers. This is because consumers
differ Iin their tastes for products, the way they perceive and
interpret messages, the way they react to prices (whether
high or low prices) and in where they go to buy their products.
This is due to the fact that they have different cultures, in-
comes, value systems, locations, life styles, motives, etc.

The necessary strategies that could be employed by
communications firms in Nigeria, among others include market
segmentation strategy, prroduct strategy, distribution

strategy. pricing strategy, promotion, speclilalization.
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CHAPTEIR IFI VIS
SUMMARY OF FINDINGS. CONCLUSIONS AND RECOMMENDATIONS

5.1

SUMMARY OF FINDINGS

This studyv has been carried out to examine the ifssue of
marketing strategies in the communications industry, a study
case of ABG Communications Limited, strategies that can be
employed to survived and succeed vis-a-vis their competitors
in a rapidly changing business., economic and soclal
environment such as Nigeria.

In chapter one of this study, attempt was made at
examining the background of the study and some definitions of
key terms wused in the study. The objectives of this study
among others are:

i) To highlights ways of marketing of communications
industry products in Nigeria for effective geogra-—
;h}ca} coverage.

ii) To determine factors that have it possible for ABG
Cbmmuniéationa Limited, to operate profitably despite
the uncertainties that surround the Nigerian
communications industries.

Also the purpose of this study was clearly stated in these

findings.
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In chapter two. we examine and reviewed related literature
on the four FP’s (price, promotion, place and product) and also
marketing strategies.

Strategy. in the broadest sense, is a dynamic action-
oriented blue print to accomplish company visions, business
goals and fundamental objectives. Strategy is the catalyst,
the main thread and thrust of the business., Most importantly,
it is the bonding agent that provides the systematic directing
force to actualise desired relationships between the firm "and
the environment. Strategy is divided into concepts of grand
strategy and functional, that is marketing strategy.

We noted that marketing strategies should be based on
corporate marketing objectives and should be implemented by a
co-ordinated marketing action programme. The ideal marketing
strategy would achieve what military strategist’®s refer to as
a perfect economy of force.

In chapter three, historical background of the case study
was highlighted, also some of their marketing tactics and
functional personnel were discussed in the chapter. The study
has shown that ABG s mission in the area of marketing has been
total marketing network planning that is geared toward a
systematic analysis. rationalization and optimisation of the

marketing investment chain for increase profitability and
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maximum return on capital employed.

The company produces and markets the - following product
class:
i) Inatallation of cable satellite system to subscribes;
327 Fabrication of fibre glass;
iii) Solid aluminium dishes: and
iv) Various communications equipments.

The buyers of the company ‘s products are individuals and

corporate bodies.
Finally. in chapter four, we analyse the findings we
received from the respondents. The prices of the company’'s
rroducts are determined by the forces of demand and supply,
and management respectively. In the case of some products,
provision for discount is normally made for bulk purchases.
The company uses one channel of distribution in the
marketing of its products, that is, direct from the company to
the customers. The advertising expenditure is determined by

what the company can afford at a particular point in time and

the extent of competition at that time.
In the findings. the role of communications industry was
highlighted which Iinclude among others providing technical

innovation, providing employment and providing competition.
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We noted  some of the marketing strategies in the
communications industry.

We also noted some strategies/tactics that the
communications industry use in marketing of its products.

These are:-

i) marketing of satellite dish
ii) marketing of communications eguipments
i11) marketing of cable satellite systems to subscribers
iv) fabrication of fibre glass and marketing a é&lid

aluminium dishes.

CONCLUSION

In concluding this study, it is imperative to highlight
some of the lIlimitations encountered in the cause of the
research. A major handicap is that there have been inadeguate
publications to educate individuals and corporate bodies. The

-

few books on this subject are not simple enough to be under-
stood easily by people who are not 5pecialiy trained in the
engineering.

The inadeguate publications in this sector of the economy
has lead to many research studies being conducted into its
problems. Hut the complex nature of the communications

business itself has always made research into the area quite

difficult.
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Despite ABG & miseion of total marketing network planning
geared towards a systematic analysis, rationalization and
optimization of the marketing investment chain for increased
profitability, the company still continues to operate as if it
doesn 't have any stated mission.

Government ‘s control of certain aspects of company’s
activities has made it difficult for the smooth functioning of
the marketing department.

Absence of well spelt out criteria for measuring the
effectiveness of some of the tactics the company presently
uses has also made it difficult for the tactics to achieve the
desired objectives.

Finally, most of their strategies prlaced emphasis
elsewhere rather than on the following:-

i) Consumer market analysis which should be updated;
)& Technical services support are not provided; and

1ii). Seminars are not organised to educate customers.

RECOMMENDATION
Here, attempt is made to suggest and recommend certain
actions necessary for the development and implementation of

strategies by communications business in Nigeria.
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Marketing 1is an important aspect of any business and the
success of a company mostly depends on its  marketing
activities. It is not enough to produce goods and services and
make them available to the consumer. It is egually essential
that markets are predetermined and a basic need converted into
prositive demand. According to the marketing concept,
organisation’s key task is to determine customer needs and
wants, and adopt their organisations to delivering the desired
satisfactions more effectively and efficiently than .lits
competitors. The prime task of marketing management therefore,
is the planning and implementation of marketing strategies to
achieve maximum consumer satisfaction.

Strategy should be developed from the result of a process
of analysis of objectives and incorporation of a maximum
application of imagination and creativity in the process.

The strategy or strategies to be adopted by the firm
should - be clearly lidentified. It should be written and
communicated to the employees without ambiguities; that is, it
should be clearly understood.

For a company to really come up with an effective
marketing strategies, then answer to the guestion ‘'"What
business are we in?" must be sought as a starting point of the

strategic market planning process. Descriptions of product
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and served market together encompass three dimensions:-
i) The customer group dimension. or who is being served;
ii) The customer function dimension. or what need is being
satisfied: and
111) The technelogy dimension, or how customer functions
are being satisfied.

The strategy chosen should be consistent with the
environment of the enterprise. Any strategy which is
inconsistent with the environment is not likely to succeed.
For instance, a strategy that filies in the face of a
government regulations, an obvious advantage of a competitor,
or a hostile labour union, is not consistent with the
environment. The strategy should be consistent with:-

i) The internal strength of the firm
ii) Objectives, policies and resources of the firm
iii) . Political. economic, legal, soclio-cultural and ethical
» considerations
iv) The pgrsonal values of entrepreneurs and employees.

But, where there is Iinconsistency, other alternatives

should be considered.

The organisation and the employees should understand the
many different approaches to developing strategies and know
when and how to apply each technigue to solving the problem at
hand.
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Timing should be attached to the strategy and should not
be open-ended. This is essential because an open-ended
strategy without action may give competitors time to
counteract it, or may result in its erosion in a way that can
dilute its success or result in its failure.

Strategy formulation should be a continuous process or
exercise in the firm and not one done on a cyclical time
schedule. Strategy development or formulation may be
Incorporated in the annual planning as well as at other ti&es.

Strategy should be aimed at, or tailored to fit a
particular situation, the specific target market, industry and
management. With the present 3@ states of the federation, I
recommend that the company should have at least one (1) branch
Iin each state capital and two (2) branches in selected Local
Government in each state. One (1) branch should be allocated
in Abuja, the new Federal Capital.

In » general, the following are my recommendations towards
effective and efficient marketing of communications products
in Nigeria.

i) Adeguate compensation should be worked out for the
company ’'s personnel commensuration with what obtains

in competiting industry.
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13) A well developed maintenance sguad should be organised.
The maintenance sgquad should be charged with the
respongibility of ensuring equipments of the customer
and other technical problems.

CE 3P The personnel of the company ranging from the senior
Manager downward should be made to undergo in-house and
overseas courses respectively.

iv) An effective promotional mix which 1includes adver-
tising. sales promotions, publicity and personal .sell-
ing should be developed to educate consumers.

v) Finallg. decentraliztion of her activities should be

considered for easier decision making.
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