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ABSTRACT

The thenme of this study is adequately defined by its
tittle - Problens of Strategic Marketing Planning and
Execution in Neital Shoe Factory. The topic is dynam c and
connates changes, By directing the study to the conpany
the problens of strategic marketing planning and
execution encountered in the Conpany, are hoped to surface
at the end of the exercise.

Change is inevitable, sinceit isinenvitable, therefore
it nmust be managed. The essence of managi ng change is to
sustain an quilibrium between old state of affairs and new
state of affairs on the change conti nuum

Because of the increasing conplexities of business
envi ronnment, organisation can only nuddle their way out of
the present nelle through strategic planning efforts. W thout
a strategy Wote Ross and Kam (1973), "The organisation
is like a ship without a radder, going around in circles.

Its like a tranp, it has no place to go."
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1.1

CHAPTZR OIE

N

INTRODUCTION

GENERAL BACKGROU..D

o [T g v pedfm b

Strategy is not new. Both successful and
unsuccessful business men have always had strategies,

whether consciocusly or unconsclously. These

-strategies have varied from unwritten plans in the

minds of the orgapisatlon's leaders to detailed

blue prints of what is to be achieved and howe.

If however, strategy have been around for - | .

quite a long time, then why is there such a renewed

interest and feelinus of.discovery in the process

of disciplined strategy dévelopment? Simply put,

i.. that leaders in all wo#ks of life have discovered
|

that the dynamics and comélexities of the world

regquire more than just co&ventional wisdom and

experience; the mere Safting of okbjectives without

examining vhat actions are fecaslble and what

©  alternatives are available is not enough.

Experience, intuition and judgement alone are
not enough to ccpe with these complexities. A
business must probe deeply, all aspects of 1its
environment and its own rescources., This cannot be
a8
done in/rush, because every organisation functions
in a dual setting., The Micro environment, made up

of customers, markets, related industries, and

competitors and the Macro enviromment, a four-

-

.




dimension overplay of societal, government, economic
and techn2logical forces that affect the
organisations operations (Hambagda O. A, 1980),.

If 2 busines:z is to prosper and in some cases even
survive, itc lcaders must explore eacn of these
elements through comprehensive and systematic
analysis, synthesis and evaluation.

Strategy may be definsd thercfore as a
"framework that guides thosé choices that determine
the nature anc direction of an organisation".i
Strategy provides a picture of the organisation as
it wants to look in the future. Stretegy is a
visions It is totally directed at what the
oraganisation should be rather than how the
orgéhisation will get there. Stratégy is the
primary source for cetting thz separate units
of the organisation to work tocctihire A wcll
formulated strategy helps to ve)< eén crganisation
together by developing among the menbers of the
management team both a shared bclief in the
efficacy of major action progranmzs and shared
committment to execute those prcgramme successfully,.
It also provides the subordinate managers with
guidelines which will assist them in deciding how
to proceed toward the achievement- of corporate

objéétives.



Marketing strategy are therefore ways by
which marketers achieve their goals - ways and
means of getting marketing activities implemented,
A final defination could be, a consistant feasible
route through which marketing goals and objectives
can be met, Strategic marketing deals essentially
with four basic things = Determination of the
nature of the business, defination of the business
mission, formulation of functional strategiecs to
achieve the mission and allocation of resources.

A lot of problems however, are real road
blocks for effective analysis and putting of the
tools into real practice.s Planning is everything
but plans are nothing because no matter how
beautiful plans may,K be technically, they may not be
an instance success because of the dynamic nature
of the environment and the human and administrative
factors at work,

It is against this background that this
write-up is build. The write-up is divided into
five chapters. Chapter one is the introduction
where effort is made teo give a brief background
of the concept of strategy and strategic marketing
planninge. Also, the methodology, objectives,
scope of Etudy, limitations and céher expectations

are further highlighted in the chapter.




The second chapter, deals squarely with the
Re?iew of Literature. The rasearcher devoted
a lot of time trying to shed more light on the
concepts The writer strongly feels that without
giving this part the due attention it deserves, |
the essence, and in fact, the whole exercise will
be fruitless as the reader may find it very difficult
. to comprehend what strategic marketing planning is .
all abouts. i

The third chapter 1s a general discurse on the
company. The discurse ls however, specifically
centered on the historical background of the company,
its financial/crganisational structure, objectives/

goals of the company and finally, the marketing

policies of the company.
The fourth chapter is the analysis of tﬁe'data,
where an atltempt 'is made to interprete the responses
from the questionnaires in conjuction with the oral
interviews conducteds Furthermore, conscious effort
is made to blend theory with practice in Neital and
Tannery Show Factory Limited. The aim, is to be
able to bring to fore, how far the much cherished

concept has been adopted by the company. The

chapter, further juxtaposes the problem of strategic
marketing planning encountered by the company at -
both the planning and implementation stages, ’

Chapter five of course, which is the last but
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not the least of the chapters, contains éhe
summary and recommendations and or diagnosis to
the problems of strategic marketing plannina,
And finally, the conclusion which are the views
of the writer, plus as to what should be done to
arrest the situvation and to further keep
management of the company ¢n its toes to Qnabie
them face squarely, the challenges imposed on
organisations by the internal as well as the |

external environments.

STATENCHT OF PROBLEM

The researcher is primarily interested in
studvying how fa{ NEITAL SHOE FACTORY LIMITED,

Maiduguri is invelved in the process of disciplined

strategy development with particular reference to

strategic marxeting plarning. t is further geared

towards finding out how far the company has gone

in using this new tool in solving its marketing
proklems and in c¢ooping with the dynamics and
coemplexities of the business environment. To find.
ocut why despite Government encouragement  and

financial support, the company is not doing well,

OBJECTIVES OF RESEARCH i

Management of NEITAL SHOE FACTORY has been
|

described by officials of Ministry of Commerce and

Industry, Maiduguri (Employers of qhgh;egggrcher)
|
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as inéffective, inefficient, unsatisfactory and

so one Most of the employees, especially top
management, have equally been described as
unqualified and attained those positions through
lobbying and aood=fatherism, This fact among others
makes them insensitive to new changes as most of
them lack the besic educational background.
Strategic Marketing Planning as a new marketing
tocl may or may not be giveé due prominance. It is
against this uncertainty that the study is

directed towards specific objectives, viz:

(a) To investigate and identify whcther
the firm has adopted the concent of
strategic marketing planning process,
problens Invelvad at both planning
phase and the execution phase.

(b) The Study is further ceared towards finding
out how the cempany goec about analysing
their environment interis of competitors
products, customers vis-sa-vis the
company's internal strenght and
weaknesses,

(c) To find out a lasting solutions or ways of
overcoming the preoblems encountered in
their bid to think strategically in
responding to the environmental
threats and opportunities,

(d) Lastly, to evolve a modus opcrandi on
how marketing plans should be drawn
up to encourage strategic thinking
e _cum _strategic marketing planning in the
companye.
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METHODO..OCZY

The researcher hopes to collect his primary
data by mcans of & questionnaire, oral interviews
and observationes The researcher will also rely
on Chairmans speeches and files (TI/S/172) kept
on the company by HMHinistry of Commerce and
Industry, lzidugurl. The secondary data's will
further be oktained from guidelines in marketing
policiés and decision kept by the company.

Personal observation, knowledge and oral
interview with the marketing staff, customers
distributors of the company will definately
contribute to the research study., The rescarcher
hopes tc go to most of the dealers in and outside
the State and use 2 sempling (random samplf%g)
procedures to help him in collecting information
(data) irn the operations of thc company. Where
the rescarcher is constraint to travel, he will
rely on cictributer: collection chart (each
distributor hes a collection day specified in the
chart). Thies could also serve as an avenue to get
into contact with the distributors.

The targeted study group will include
businessmen that have no dealing with the company
as distributors, civil servants, school children
and various income groups, high, medium and low
income earners, as the company's products, cuts

across all spheres of life = its products are
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designed for all these different income groupse.

FIELD VORK

s earlier mentioned that the researcher has

a wealth of experience ahout the company's
operations and products, a total of 3 weeks may be
sufficient to interview and cbserve both customers
and the distributorse. This will enable the
researcher to find out customer buying patterns and
what the distributors have in changes in buying
patterns uncer Structural Adjustment Programme (SAP)
era., This if done, the researcher feels, will
provide a lot of impetus which will go down into
the construction of the questionnaire.

The questionnair®s desioned therefore, will be
administ2red to the employees of the‘company to
sec viiot would come out of the exercise, And upon.
collaction of the administerczd questionnaires, time
will be devoted to analysing the qucstionnaireé
to see wnhat areas are problematice

By so doing - the progression from
observations, local interviews with customers,
dealers of the company, marketing staff and gecing
through Board papers, time will now be devoted to
data analysis by which time definately, Eﬁe problems
of strategic marketing planning should surface and
efforts will therefore be directed to finding the

appropriate doses for the companye
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LIMITATIONS o

PRESENTATION
In the presentation, the researcher hopes to

firstly, introduce the reader to the general

into the crux of the matter to prepare the reader
for a better understanding of the topic. The
research hopes to then proceed to analyse the
application of the concept and problems of planning
and execution in NEITAL SHOE FACTORY Limited. By
so doing the reader will understand the topic more
as the gencral foundation will aid the reader in
understanding how theory is going to be blended

with practice in the course of the researchers
forward mzarche. . o ..fTLE

.
1 hRs
I . .

s

i N

" Though the limitations seems abnormal at this

stage, thc research deems 1t necessary least any

- reader, expects too much from the researcher. DBy

the nature of the company, being a property of
Borno State Government, somza obviocus limitotions
are inharent in the study. | ' o I-fi
Firstly, a study of this nature (a case studyi
demands for an exhaustive and extensive : }}

investigation and analysis of the situations

Howaver, Government companies hardly if ever, keeps
information records and books correctly and

efficiently. This will hamper accurate analysis as

theoretical framework and delve extensively  ....iuw. .

o :“:.‘T‘l
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the researcher will be time constrained. Furthermore,

as an insider, the researcher knows the extent to
vwhich Government officlals can frustrate research 1{
efforts of this nature. Becausc of the high rate

of fraudulent practices, they are always suspicious
and attains to rescarchers with fixed feclings,
most of the time trying to protect their territory

from external invasicone This could alsc be a

o
N EAT L e

serious obstacle to any meaningful research.
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CHAPZTER TWO

REVIEW OF LITERATURE

In a condensed form, it is pertinent to note
that every organisation is lozking for ways of cooping
with the complexities of the business environmment
and even in some cases, ways of survivinges But must
survival be ticd to strategy? An attempt to answer
such a question plunges one into what may be seen
as an “adventure into strategic planiiing in general
and strategic marketing planning in particﬁlar".

Without a strategy,y,gre ROSs and Kanu (1973),
"the organisation is like a ship without a radder,
going around in circles, It is like a tramp, it has
no place to gc"% In the words of Tregoe and
Zimmerman (1579), "clear strategy and effectiwve
operations are a winning CUmSination, but with
unclear stratecy and ineffective operations, you
are bound to be the loser',

what is a strategy? Strategy has been defined
as "a unified, comprehensive and intergrated plan
relating the strategic advantages of the firm to
the challenges of the enviromment, It is designed
to ensure that the basic objactives of the enterprise
are achieved":4 Marketing strateéy is also seen as
"Marketing logic by which business units expacts to
achieve its marketing objectives. Marketing
strategy consist of making decisions on the business

marketing expenditures, marketing mix, and



' 3
competitive conditions®.

esch entry. vancil (1976) defined organisational

- 12 -

—
|
e

Marketirg strategy could further be Seen as
a consistent and feasible Foute through which marketing
coals and cobjectives can be met, As pointed out in
the introductory part, strategic marketing deals -
essentially with four basic things viz: determination
of the naturec of the business, definition of the
business mission, formulation of functicnal
strategies to help in gqhieving the defined mission
and the allocationzgcarée.resources optimally,. |

An organisations overall strategy therefore,
must always coordinate all the functional strategies
and must further be anticipatory in nature. Theﬁ' |
process consists of specifying present goals in
relation to the firms pregent - market entries,

essessment of environmental change as it relates to

sirategy as "& conceptualisation, expressed or

. implied by the organisatiors leaders, of the long-~term

objectives or purposes of the organisation, the bread

constraints and policies, either, self-imposed by the

leader or accepted by him from his supervision, that

currently restrict the scope of the organisations

zctivities, and the current set of plans and near=term

goals that have been adopted in the expectation of

contributing to the achievement of the organisation
SRR .

|
objectives"ﬁ ﬂ]il;¢
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In crder to arrive at a specific strategy(ies),
organisations usually go through five main steps,
These incluces as assessment of where the
organisaticn has brecn and is at the moment and how
its present position has been shaped by personal
aspirations, competition, internal resources and
the exterral environmental conditions/threats and
and pogition of competitors, and finally,
identification and evaluation of each feasible
strategic alternative/choice of the most suitacle
'strategy. OUnce the strategy is chosen, the tacsk
shifts to the development of functional areas. The
chosen stratecy is therefore implemented through
any of the orcanisations resource - mix (fipance,

R & D, markciing, preduction and personnel).

Maricting sirztegy therefore, ic the "Marketing logic
by wirieh ti siness unit expicis to achicve its
mirk=ting ebi_ctives. lieriicting strategy consist of
making decisicons on the business's marketing
expenditures, marketing mix, and merketing &allocations
in relation to expected environmental and

competitive conditions“.7

Going by the above definition, the marketing
department is automatically charged with 3
responsibilities, First, it must decide on how to
make the most effzctive and efficient use of the

resources allocated to it in order to carry out the



assigned task. Secondly, it must déciae chlﬁéﬁl
best it could go in selecting the approbriate
marketing mix and effectively coordinate them and
thirdly, it must decide on the allocation of the

funds available to it for the cffective coordination

of the various marketing mix elements,.
|

That is however, not all, bzcause of the fact

that organisaticons have grown in size and diversified

4

and a further fact that the énvironment, haye become
more complex, dynamic and, or turbulent, have amond
other things, made, or necessitated planring to
become more strategic in naturc. The crientation

has virtually shifted from concentrating on ' ¥

functional areas to a panaromic or businsss - view

points: HManagers can therefore, not qanage in a 2,

vacuum or more precisely at tholrs own peril or that

of their cwn organisation (Keontzr 1978), Any

successful strategic murkeiing »ianning must squarel?
address itself to four basic ar2az, nuunely:- ,

(i) The nature of the businec which deals f
with the icentification of the customer |

groups to serve, which pirticular needs = |

to concentrate its efforts in serving
and the best possible way of serving i
such a need, These therefore, calls
on the organisaticon to find out
whether or not, they are enough
customer differences that may warrant

segmentation, A marketer snould not
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segment only thess markets but should
keep on checking on likely cracks - as

the times are two dynamic.

(il1) A second area is the determination of st
the p=rformance expectations of the |
company in terms of sales growth,
market share, return on investment,
net income and cash., The company!s
internal capabilities should be
determined and if possible quantified. °
However, the overall corporate ) |
styategy should by no means be
submerged into the functional

strategles as often times is the case

in managers bid to plan.

(iil) PFunctional strategies must also be
formulated,but &11 the functional . {
strategies must be carefully formulated _
to make sure that they must all draw L

. logicel from the overall corporate Lo
strategy. |
(iv) Then lastly, iimited resources allocagtion
and budgets muct be carefully planned.
In these depression era,; hich emphasis
" must definately be placed to the
allocation of limited resocurces in
cash contrained environments if a
company is to survive.
when a company gisédvers any opportunity the
company should be able to turn round to assess its

internal capabilities for sastisfying these unserved

or insufficiently served needs. This will requiré

The Tirm to assess its Strength and weaknesses in
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.relation to those of competitors. This is i
important because 1t greatly saves a firm from
selecting to servé the wrong markets and falling
victims of what is called majority fallacy.

The major benefit in analysing the competitor,
is to be able to re-inforce our analysis of cuStoﬁerQ,
know their buying habits, behaviour and also know the
class of customers to whom that strategy appeals. The
information got could be used to predict the number
and size of the company's coﬁpetitors and how they
compete in the market place. The company should also,
always be on the watchout for new entrants into the
market and their current intended strategy to
properly take care o% them. This will go beyond,

merely knowing their mission Lo knowing their SEURR

strength and wezkncss, in order to understand, oy
. o
predict end goertrol théir fufuvrae ¢cource of action,

The externg! environment must alco be carefully
monitored, espuvcially the economic, social, politiceal,
cultural and technelogical changes. A Manager, must
be at the top of the economic envirconment and may have
Lo source for information on koth global and national‘

perspective. Technology is fast changing and : 3
management must try to keep pace with it or find
itself in trouble Er would always be late and never
catch up with the train of change. WManagers must

therefore be prepared to pilot their organisations
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through these neuw realities, changes and general
uncertainties.

As Peter Drucker rightly pointed out, "The
one certainty about the times ahecad, the times in
wnich managers wiil have to work and perform
is that there will be turbulent times. and in
turbulent times, the first task of management for
survival, is to make sure of the institutlons
capacity for survival, to make sure of its
structural strength and Soundness of its capacity
to survive a blow, to adapt tc sudden change,
and to avail itself of new opportunitiest. gimilar
statements were jointly made by Emery and Jrist when
they said “hat, "The environment of busincgs
organisations are moving from placid rendorised to
turbulent times".e This contention was als. supported
by Alfin Toifler in future chock.

Managers must therefore, be prepered end not allow
themselves be cut by any sudden change. Tihey should
think and plan strategically and should not dance to
the dictums of the environment, nelther shculd they
allow themselves to be toast to and fro by the
environmental wind but should participate actively
in transforming the environment to favogr his
organisatica. Thus rather than being a passive

recepient of environmental basiing, the Kanager



should involve his organisation in a game of
strategic chess with the environment. B
| Aftef analvzing the environmental trend, the
cdmpetitors and its customers, it should be in a
. position to assess whether the company is equiped
to seize the opportunity, 1t should be able to i
analys« its historical strategy, performance, ; 'Eﬁ
strength and weakness, its possible response patterns
te éompetitors. This will bring to the fore, its y
distributive competence, establish the effectivenessk
of itc marketing mix offers, and if the marketing mix
offers are no more effective, then a new one shcould
be evclved.? The end result of all these should be,
a slecztion o? the target markets and therefore, |
measur ible, quantifiable, time-based, and feacible
objeciives relating to the effective implementation

of the rarceting riretegier vie tho _merkefling mix

shculd e establishcod. : ' N

The mcrketing mix refers to "thel particular 5{
blend of controllable marketing varisbles that the I
firm uses to achieve its objectives in the marketn,
It cculd also further be seen as the path through

which these tools (preduct, price, channel of -.;."i

distribution and promotion, and infact the four ps)
are matched to demasnd conditions in the market

place such that the organisatiocnal marketing

e

objectives are achieved.

B
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in the words of Hughes ({1580}, "the strategist ‘

‘mixes these ingredients' to create a broad battle |
plan for a product. Each is unique to the product--_i

ond its envirconment. The influence of the mix on j@$
demand and the cost of each element in the mix ;;*
deterinines, whether the strategy is profitable'. N

The purpose of the marketing mix strategy is to ;f{

integrate and coordinate marketing resources and :;

efforts to accommnodate the needs of market place,

: o
gubject to the ceonstralnts imposed by the internal

corperate environment. Hence, marketing mix - e

selectives 1s based on the cCorporate management and
| X

marketing objectives and goals, the consumer and his

demand cornditions, Competitors anc their strategies, !
market cheracterist’cs, the general envirsonment,
internal morketing strengths and weaknesses and the

behaviour of cost overtime. |

|

5 |
STRATEGIC PLANNING METHODS o o 3
B ]

product portfolio aproach: RS

A product strategy may be defined as " a guide |
to identifying promicing market opportunities that
effectively employ the firms resources":iog uniproduct
firm finds planning for single products and single

markets more easier than & multi-produck firm with

hundreds of products serving similar number of i
. El I!!:

markets with differing potentials. There may.be_

e | _ AT
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strorng or weak nroducts when compared to a competitors
procucts, and each may therefore, require a different
marketing strategies if it is to succeed. while the
strong ones may gencrate excess cash, the weaker ones
may not generate enough to meet their needs. The
problem bécomes that of 'striki..g a balance between

the two products by way of allocatinc the scarce
resources to achieve optimal performance.

The best thing a manager could do under the
prevailing conditions is to match the pruoducts
potentials with resources transfers at the corporate
or divisional level. Here, strategic roles are
assigned to €ach product based on the products growth
rate and market share relative to competitors. The
nrocess is what is termed product portfolio approach.
Differences in greowth potential relative to market
and therefore revenue gencration could easily pin
peint investment opportunities to supply fund and
products to be eliminated in the portfolio, all
aimed at maintaining a balanced cash flows. The

information is represented in a growth share matrix.

20%
. St§r£ Prcblem

ol children

H h L]

ww 10% r T

ﬂ.c Cash Cows | I Dogs

3% -'
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5.- ‘6\ ! ' r [ '

25 20 15 10 5%
High— ~ ——  ———pow——

Table 1.1 Relative Market Share

® Source: From Derek Abell and John Hammond (1278)
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The Boston Consulting Group's product
portfolio matrix (BCG) otherwise known as the Growth-
share Matrix is one of the many models used to assist

an organisation in determining the desired product

or business portfolio and, allocating resources to ﬁj
[
.

different products or business units. OQthers K i
I’

includes, the General Electrics Multifactor Matrix,

the margin return model, the pooled business b

experience etc; The Growth Share Matrix is based
upon the learning theory and the texperience effect®
in particular. The Matrix contains two dimensions,
the growth rate and market share. It assumes that

cash generated increases with market share, sells

growth requires cac.a inpuis to finance added e

\

capacity and werking capital, an increase ih sells
follows with cash inputs and vice«versa and finally,
the grdwth in each market will ultiratily slow down
as preduct approaches matuarity. fTherefore, it
logically follows that products below a market growth
dividing line will need reletively little investment
to hecld share, but those above, needs significant
investment of cash to keep pace with growth., The

IR
Matrix could be grouped inte four progucts, cash

cows, dogs, problem children and stars. . N IS

The proklem children or in some bodks refered
P

to as question marks represent business/products

that operate in high-growth markets but have low

relative market share. They have the potential of

i

i

17
v
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becoming stars and dogss To turn them into stars,

a 1ot of management skills and cash are required,

The relavant strategy is penetration/growth or

building share. Where turning it to stars may be
expensive relative to payoff, then it may be harveste

Stars are market leaders with fast growth rate.

& e = e i

-

d.

s
v

They represent future keys because they are associated

with fast grogth, technoleogical leadership and enhanced
respect in thé business cyile (Dalrymple and persons,
1982). although they generate a lot of cash, they
equally use & iot of cssh to face competition and

maintain growth. These fact makes them require cash

from other sources in:order to transform into future

cash cows, Thus, the primary aim for stars is to
1

1

invest hegvily to incr'ease market share and to

maintain lezdership position

Cash cowe are preoducts operating in low-gcrowth
markets but with hiéh market share. C(ash cows are
apt to be in the mslure stage of their life cycles,
have established market positions, largest market
share and they do not require much mcney for their

maintainance. They generate cash surplus which are

used to pay dividents, invest in other products,

research and development etc. Occasions however may

arise when the Cash‘cows get too weak
future but from which still more cash

needed. Under such circumstance, the

strategy may be the best alternative.

with bleak
flows is

harvesting

R ¥
B e e L L

=_......__
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poygs have low market shares and operates in

low-growth marketse. Theg are mostly in decline stage
of their life cycle, havé little prospect for gaining
market share and do not generate nor require O
significant amount ©f cash. The appropriate strategy
to be applied in such & situation is rebuilding 1 “r!.
strategy, harvesting, or exit. [

' Although the Growth~share Matrix is appealing,
it has its short-comings which drive from the very
assumptions underlying the concept. (Abell and Hammond,
195Y) argued that there is no room or reason to
suppose that t he actual cash flow patterns cannot
devigte from these assumpiions. and even if the
aCtua? would work out as assumed, the choice of two

variables = relative market share and industry growth

rate ~ ig inadequate to ¢commit an organisation to an
1] '
I

investment decision, the Return on investment is seen

s @ more appropriate basis of comparism, another
problem that may negate the usefulness of such a
technique especially in developing countries is that

of data, which are not available or may be too costly
to obtain. Because of these short comings, the General
plectric Multi-factor portfolio Matrix was developed.

'

e | T ff;i

geieral plectric multifactor portfolio Matrix;: IR

The General Electric Multifactor portfolio Matrif,
often just refered to as the multifactor portfolio
matrix, also uses a two - dimensional display -

i
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industry, attractivéness and business strength -

b to portray the situestion of a given product as shown

. [ o
1 !

1 Table » 1:2 Gege;al'alectric's Multifactor Portfolio&ﬂ;h
' Matrix :

pusiness gtrength

- strong Average weak
o 4 -3 .2 1

Medium 3

A F gt E ]
L R Be

St TEE L S
A4+ 4344 444

SR L UL A PR AR
R e b T T PP

A HA g 4
e B o T P B O

&

A e

p EE R
N+ bt b

DY
bbbt
itk

Ay +F

LOW

+ 4+ R+

it
++d+

ARas S aR S S S L R R e I
ST R LR L R T
FHbt b4

4t b,

-l
+ -
++

Irdustry Attractiveness

1 rttrtt+ia

i
i

+ T4 T h '
HOld}iiIEi Harvest/Divest

* Source; Charles Hofer and pan Schondel, Strategy
forrnulationy pnalytical concepts (st. paul
Minn west pPublishing Company 1978) p.32

1
i

The General Electrie Mafrix is a method of displaying
the organiscationts judgements concerning the |
environmental cpeportunities and threats az well as |
the organisations strengths and weakness revealed
by these analysis. The use of G.E. Matrix calls J_ﬁ
for the identification of ali—factors that wiill

! contribute to attractiveness of the given industry -

[

and its ttength to succeed, Direction éﬁa-forﬁ.

} .+ of relationship should equally be determined which
|
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requires arranging the factors in order of importance.
The factors (ecch contributing factor) are scored and
added up tc give an overall composite measure for

each of the variables - industry attractiveness and
business strength in respect of each producte. These
results are then plotted in the decision matrix, as
shown on figure 1:1, with the composite measure for
industry atfrzctiveness in respect of business in the
vertical axis, and in the horizontal axis, the composite
measure for business strenaoth to compete in that
industry. A circle @s shown in fige. 1:2 is drawn
proportionately to the size of the market where the
two variables meet.

Portion of the market representina the market
share of the product is re:r. :sented Ey the shaded
portion. Investment decisions are therefore made,
wnich could be penetrating the merkct, holding,
rebuilding or harvesting (Rothshilc, 1276)e Thz
Matrix itself is divided into three zones containing
nine cells, The three cells in the upper left
constitute the green zone with medium to high scores
in both industry attractiveness and business strength.
Products that fall into this zone have possibility
of attracting growth, It can be likened to the star
cateéory in the Bs Co G, Matrix.

.The diagonal cells, fro: the upper right to
lower left constitute the zone with medium overall
attractiveness., This zone could &lso be likencd to

the cash cows in the B.C.G MPtrix. The relevant

strategy to apply here is to'"invest to hold",



The cells at the lower riaght are classified as the
red zonce Prcducts thet fell in this zone are
equivalent to dogs in the B.CeG Matrix and the best
strategy to use hers ic the harvesting strategye.
Although the G. Es Matrix is more connlicated and
]

takes longer itime to develop than other m:thodse. 1Its
major advantage is thet it allovs the inclusion of more
evaluative factors vwhich may leac to katter predictions
and egually important, is ithe fact that the use of
nine cells allows for finer gradaticns in the assessment
of business units, Again, there is less emphasis on
costs but in other factors to assess the attractiveness
of markets. lNore so, more emphasis is pleced on
Return on Investment (ROI) which is a more sensible
meacure than the cash flow relied ﬁpon in B.C.Gas

The major problem that is crc@untered with the
Ge E. Matrix is that it is very caomplicated and needs
a longer time to develop. 7The i{act that there is no
any standardiscd way of determining the weights to be
assigned to the factors creates rocm for manipulation
by the actérs and these creztes doubts as to the

question of reliability.

22 THE MARGIN = RETURN FOLEL

This model was developed by Sheth and Fralzer
(1983) as a result of existing mcdels inability to
show the links between business unit/product and
managements increased desire to maintain net profit

—————and-higher return on investrnent. The model tries to
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show winctimr nlannped net proflt or Return on Investmsnt

both reacn tergetel levels and the various strategic

g

okj:ctives to be gcught and how different strategies

guacrants ond measured as satisfactorily or

unsaticsiactorilv.

Voo
il

here is comparanle to the cash cows in BeCoG Growth=-

sharc o trix

Table 213

return mocuel as shown below i:

should be utilised to achieve the goals,

Products félling

ol . .
“*1 have gatisfactory margin and returns.

Marcin Return liodel

Targeted Rebturn

divided inte four il

The marglne

in gquadrant one ;jf

Jhat obtains

Satisfactory

Unsatisfactory

Target
Margin

Unsatisfactory

Guoadrant On:a

Ouadrgnt Twa

1. Markel Entrench-

ment .-
{a) Share Protoec-
tiorn ctrategy

Repositioning
strategy

(b)

2« lharket Expansion

(a) Multinational
strategy

(b} Full line
strategy

@
Quadrant Three
le Margin Improve=
ment

{aj

Repricing
strategy

Cost control
strategy

2+ Product Improve-
ment

(B)

{a) Margin
strategy

1. Volume Improvement

sales Stimula-
tion strategy

{c?

(b) System Sellinc
- strateqy

2. Capilal Restructurir:

(s} Distribution
productivity
strategy

Reseller alingment
strategy

(b)

Quadrant Four

Corporate Retrenchment

{a) Cverhecad reduction
strategy

(k) Reorganisation
strateqgy _

2. Corporate Restruc-
turing

(a) Divestment
strategy



Setisfactory Unsatisfactory

(b) Vertical (b) Diversification
Integraticen Strateay
strategy

®* Source: Jagdish Sheth and Gary Fraizer, A Margin
Return Model for Strategic Market Planning,
Journal of Marketing Vo.47 (Sprlnq 1983),
Pace, 102,

Procucts falling into quadrant two have
satisfactery margin kbut unsatisfactory returns This
type of situation is comion in the early stages of
product life cycles. The immediate action of a business
in this stage is to increase asset turn ovcr through
volume sales. And guadrant threc contains businesses/
croducts that have' satics sfactory returns and
unsatisfactory margine. This kind of situation is
comaon in mature industrlies bzcause of depreciaéion
in book valuss cof its capital ascets, interest rates
on long tcrmm debts and partly because of profit
sgueeze &S a result of compctiticne Such company's
can only survive due to only two strategies - margin
improvement and product impvement.

The fourth quadrant are made up of products/
business having neither satisfactory qargin nor returne
A business which happens to find itself here, has
only 2 objectives to use = the short term objective
called corporate retrenchment afjid the long term called
corporate restructuringe. These two objectives if used

carefully can tremendously help in restoring a more
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desirable financial position of the firm., .

Going by the above, there is no doubt that F
the Hargin-Retufn model exhibits some strengths
absert 1n previously discussecd models. For example
much placed emphasis on preiltable operations, its
ability to rank strategic cbjectives znd corresponding
marketing strategies and above all its abllity to
realise and respect the place of strategic marketing
in the overall business invesiment strategye

However, like the B.C.Ge Matrix, the use of'“
the two criterion variables to make investment decisions
is surely inadeguate, Since marginland return measures
are used in quadrant placement, then it is equally
riaoht to say that the exercise is tooibistorical. No
further informetion is given as to whefhef markets/
industries in which products are operating are growing
static and/or declinings Thug, while the margin=return
model 1s undoubtedly; a good contributor to existing
knowledge, it is not in itself adequate to guide
strategic choices. All the three models must come to

play at a time if any meaningfull analysis is to

o -
ever be made, SR _ _ o

ROLES OF THE ANALYTICAL MoTHODS IN STRATEGY=MAKING

As said above, each of the 3 analytical models
at a point, hag a role to play in strategy-formulatioh

process as shown on Table 1:3,

P




Table 2:j

he Three

Iethods at Various Levels

b Lt

eg of
Strate

y Making Process

BCG Growth=Share | G.f Muliitactor | Marcine=Return
Matrix Matrix llcael
Step 1:Defin- Not Applicable, althnough the unit of analysis must
ing the be defin=zd before any of the mctiiods can Ls used,
business
Step II:
Determin- [In terms of cash In terms of ROI | In terms of
ing the flow net profit
the current , margin and RCI
performance .
of the |

business in

the portfolio

(pb)Determining
the future
mission

Useful for
checking cash
balances

Useful for
assessing
opportunity
in terms of
ROI

Useful for
determining botl
short=term and
leong=term
mission

Step III
Formulating
funckional
plans.

Not Applicable

Juugemental
only

\
Priovices clear
guyides for
functional pien:

Step 1V
Setting
" Budgets

Not Applicable

Not Applicai

3

e

Provides clcar
implications
for budgetary
allocatiorns,

* Source:

From Derelk Abell and John Hammond (1978)

Strategic Market Planning Page 380 and
Jagdish Sheth and Gary Frazier (15%83)
Journal of Marketing Vol.47 (Spring 1983)
Page 107 - 108,

As shown on the table above and
played by the various approaches, noc
to be complete’s
together to provide a sound strateqy

_____formulate a fi

ms_strategye

All the three tools

goinag by the rcles
mocdel can be said
should be used

wvhen trying to



Since the mark ting mix concept emphasis the
fit of the various elecmcnte of the mix and the quality
and size of their interection, efforts now will be
geared at nhighlightina the degree of the c¢iements

1y in the moirkct place. In

interacticn especi

¢l

achieving this objcctive, a manager must try to
maintain ccrsistency beiween the marketing mix elements.
By this it means, there must-be a logical and useful
fit betwzen twoizr more elements. Another level of

- positive relationship is that the elements of the mix
must be intergrated. And that there must also be a
high degrec of levarace, that ic to say each element
must be used to the best advantage in support of the
total mix. The most widzly used tool here is the salern

. i -
response curve as shown belowis

Table 2: %
Sales Ressonse Curve o
_‘rv"rd
'g;"" = W
e ‘b‘o
4] @0
. o
Unit Sales ¢t
- e
~ B
/,// ?(

Four P's
Source: From Derck Abell anc John Hammond (1978)

The Sales recs-onse curve cnakles a marketer to
study a relationship between one or more variables vith
the likely level of sales (influcnced by the market,
company and ccmpetitors)e In so doing therefore a

——company should develcp & programmed market fit, a
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programmcd'company fit and finally, é.cbépefitor

prosramme, to usal with competitors. The competitor

orogramme should be designed in such'a way as to |
- build or exrnose a company's strenaths and avoid its

L weaknasses as Shown Delove

. Table 2:6 conmpotitive Response liatrix - : §
' CCrPANY A's  ACTION :
| —
§ _' Price | Quality Advert
Company Price cpp cap CAFP _ ; '
Bts . " 1!' _
Price ' )
Relation T B
Guzlity] Cr'Q CcQa CrQ Y B
Advert CPA CGA CAA
! Reference ~ Havard Businesss Review
) Vol.d5, No.5, Page 2L (1985),
: oy

The.most important‘thing'here i= the inoffidienf
wbﬁ:ﬁ can e cstimatec through past behavicur of
conpztiters end judgenoent of managements The G:  I%éﬁ
Incfiicient vhen estimated could help in plaving
around with price and guantity to check competitors

as shown above and the various matchas, 1 i
| w
|
|
|

PROBLEMS OF STRATEGIC MARKZTING PLANNING

The fact that an organisations overal strategy
is anticipatory and long range in nature is enough

to bread a lot of problems &t both planning and i
execution stages. Strategy as earlier said, produces
-
b
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the future of what the coraganisation wants to look ‘8 c'(:,

o
L)
.

like at some future point in time, <
Planning is futuristic and therefore starts
ceptimisticallys, It is called ucon by the nsw
complexities,s Business executives addresscs themselves
te the important planning process which has b2en too
hapharzard in the pzst, However, in their bid to
plan, & lot of problems are encountered,
The f.rst set of problems is that encountered
due to human and administrative issues. Most of the
time also, data much nzeded for planning are now where
to come by. Even where data exists, planning is at
times made & rmindless ritual by executives, lore so,
there is jthe tendency of over emzhasis on subordinapg
supericr reclationship, this hampers successful planning

o
.

ct

process. ill, some departments may withheld or

bearudainaly surrender information to those who need
it for plarnina. Derek Fe Abell and John S, Hammond
in strategic marketing planning: Problems and
analytical approaches identified scveral causes of
these problems. These includes the fact that planning
is fundermentally, a resource allocation process.
Managers therefore, in attaining mectings, b=comes
advocates of their position &4nd forget their role
~as promoters of the corporate good,

The causes further stems from the fact that

most managers gpend their time on day to day affairs
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become alien to theme IHore so, corporate reward
punishment systems, concenirates on short run

erformances rather than long run performance, Less
attention is therefore given to the long run chjectives
of such firms.

Most managers also sees planning as end in itself,
because of these they have lcct track of strategic
planniné and have made planning so sogfhisticated that
planning has lost meanings They spend all their
time planning rather than using planningy as a tool for
effective manegemnent,

In most organisations, politics, covernmental
influences, lobbying, informal aliences and frienichip
among marnagers may cause a 10£ of problems when it
comes to planning. Optimal and objective planning
can hardly come by given this situation.

lioreover, the knowleda2 tc make planning work is
unevenly distributed in the organication, The lower
level people are at advantace since they have intimate
knowledge of individual businesses, products and
markets, but most of the time denied the chance to
prove their worthe. However, those responsible for
coordinating and evaluating plans are poorly equipped
and may assign roles to lower units that are strategically-
unsou.’ds Whereas the lower péople always maintain

that those in the ivory tower are too theoretical and



do not understand their business and those at the top
o egually kelieve that the lower level people do nnt
know what planning is all abcoute This results in
confusion and makes planning very diificulta
Communication 1s vet another big problem

to successful planning. Good com-unication and

dialogue necessary for successful planning are made

difficuly ﬂy the cross section of gpeople who musi plane.
They are of different background and*are stéucturally
and physically remote from each other, The problem 1s
even compounded further since all the facts and ideas
have to be summarised before any m%aningful.planning'__
could be embarked upon. What obtain Is that the ”
necessary detalls needed for planning ray no& contain
the information needed for planning. \
Paradoxicilly, the real get of dinger ta are .
Aorganisational gtreteqgy often comes frowm 1ts own R
.~ long range planning. It could be coeer to pe irenic

i .
. that the process oun which erecubives coly on most

heavily té prepare for the future ic deing the most
demage. Since strategic marketing is long range in
nature which invarriably predicts the crganisations
' future by extrapolating from the present., This !
straigh jackets the future because curreni activities
are no good indices to forecast the future. - |
Also lac: of data for managers to use in

setting their objectives ressult in faulty forecast

__.and sets the future on a very fragile and shaky




founcaticng and any deviation spells down for the
organi:ztion. Long rance planning (strategic)

consists of & sories of projections about the future
and are built up from the lowest levels, where
informztion exists toc make projsctionss These
projections are acditive for the various parts of the
organisaticn and, in total, terds tc bicome the
recommended plans Sut by the time these strategic
pléhs reach the top, there is no way of interjecting
fresh insights about the future. Flexibilily vanishes,
The comrent of one Chief txecutive on strategic
marketing planning is typical. That they get too

much concerned with precision and hardly cuestions
whethcr the plans would get them where they wante This
shov: how r:'Fused managers &re when it.Eomes to
stra‘esic planning in gencral and marketing in s
particiu it

rs Secms to be too much

i}
-
|

Ltrovegic markotling ple
overly o timistic. Every manaczer predicts to do
better In the yearcs ahead. Fersonalities therefore
defend all these opntimistic plans since all resources
allocation are based on such unrealistic goals
(prcjecticns)e The end result is confusion and low
level performance since various units end up not
breaiing 'even talkless of meceting projectionss

Strategic planning usually begins with

assumptions about the environment - the economy,



ta2chnolocical chenye, cocioe-pclitical events and the
crganications strength and weaknosses, Though this
informeticn could have a zrect strategic significance,
strateaic planning enly uvtilises such data as a

culde for cetermining how optimistic or pessimistic

{c make the plans - product market projections. Long

exiple, 1t takes tremendous

-

nge plans are nct

i
1]

amount cf work to preject the future and modification

cf plans usually occurs only when events reach a

crisis proporticn.
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CHAPTER THREE

HISTORICAL BACKCROUND

Neital Shoe Factory Limited, Maiduguri was
incorporated in February, 1974 under the company's
Act of 1968 by the defunct North tastern State
Government with an authorised issued and fully
paid ¢apital of W1l million naire divided into
1,000,000 ordinary shares of H1,00 each. The:amount
was subscribed by North Eastern State Government,
NeIeDeB, UsBesA and Effe Spain, an ltalian firm.

The project was billed to ful'y take-cff in
1976, Howzver, the plan could not materialise owing
mainly te financial and technical managenent problems
that besieged the com—any. It was therefore,
commissionsd in 1982, and even then, only the
Shoe Factory was commissioned withn a production
capacity cf 1500 hides per day and one millio:n shce:
per\annum.

The concention and establichment of Neital
Shoe Factory Limited, was well justified, Apart
from harnessing the abundant stock of hides and
skin in this part of the country, the ever rising
demand for shoes, the continuous dwindling of
employment opportunities and other benefits that
continue to elude the state were among the burning

issues the promoters had in mind when the project

was established in 1976. To realise these, the
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project was strategically located ot Maiduguri to
take acvantage of the abundant raw materialss The
promoters further belisved that when the project
brcomes fully op.rationzl, it will guarantee the
employment cf well over 4U0 porcsonse.

The meore comalssioning of the project as
prososed, cculd not, however, materialise until
1982, Tuals was further, due meinly to some problems
encountered at the planﬁiné stase of the project.
Such teething problems could be tracced to non-
eavailability cof technical staff, financial constraints
and managerial oroblemes, With tire and proper

handling however, the project was zble to take off.

FINANCIAL CTRUCTURE

—

Initially, the corcany wvas jol«tly owned by the
North Eastern State Government anu Life Spaing an
Italian fira, with North Czsterr ftate Government
controlling 70% of the sharen, wiiiie BEffe Spain,
had 30k of the shares., PBREcrnc State Government
however, on creation,. inhorited such structure until
Equity was raised to 3 million naira. This thzrefore,
change the financial structure of the companye. Borno
State Government however, maintained the lead with
63% shares, Effe Spain 7%, Ne Ne D, C 10% and Nel.DeB
20%. These steps were in the ‘ght direction as
efforts were geared at reducing government holdings,

By so doing, the usual government interference may

equally pe reduced,
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Everiz howaver, further forced down Borno State
Governmant noldings to 40%, NK.N.D.C 10%, Effe Spai

% and othicrs 427, This was necessitated by
increaced cocst oklinationse Continuous loan
syncdiceticn and reappraisal of the prcject,
necessitated the full participation of various banks

concerr2d, to ensure that the terms of leoan agreement

are religicusly abided bye.

ORGANI &~ TIONAL STRUCTURE

isction, for the purpose oif

0
e
-
Q
i ]
[te)
o
e

clarity in areas c¢f authority, responsibility and
task tec be performed, has to be structured into
specific departments, né matter how smzll the
crcani satizn may be. Mordern day organisat-ions
are strictured on functiocnal éreas, undcr
functivi . neads *o 2llow for quicker understanding
and £l ¢f ideorminrtions Thée ccinany vrdder review
therefor=, cocnnot bz an excegticn.

Bicliel Shoe Factory Limited, Maicuoocl is
structurczs ezlong functional areas undcr the
control of specialists (functional heads).
Under each functional head are a number of employees

directly answerable to the functional heads as

shown in tne next page,
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A ca” be seen in the Chart, the company's
organisational structure is that of functional
cepartmentalization, It is deporstmentalised into
producticr, Accounts, Commercicl, Administrative and
Tanninge Au the healm of affairs, are the Board
of Directors charged with policy initiation. Under
then, is the General Manager who reports to the
Board of Directors, and under the General Manager,
are the various functional heads, who are in turn,
answerable to the General Manager. Also under the
functional neads are the subordinates wheo also repbrtr

and takes orders from the functional heads,

ATMS AND OEJECTIVES OF THE ORGANISATION

The ccnception and birth of Neital éhoe Factory,
Limited wac based on congent econcmic reasonings. It
wias establiched to take advantace of the abundant
hicdes and s:iins which are the most vital raw materials
for the cerpany in the production of shoes. 1t was
further hop:d that the shozs if =cld would cgencrate
revenue which could be used for the econcmic and
social development of the state in particular and the
country in generale. As containec¢ in the company's
Memorandum and Articles of Association, several
objectives of the company are stated as follous:e

(z) To bvy, manifacture, process, sell or in
any way deal with all kinds of hides and
skins, lcather footwear and leather goods

generally,



(b)

()

(d)

(e)

(£)

(g)

To engzge in cattle and cow rearing,
bre-ding, leather and animal skin
relinement for the purpose of
accomplishin: the objects mentioned above
and to participate in thec managemcnt of
abatteirs for the purpose of enhancinog

the profit of the companve.

Tc buy, sell, import, export and deal in
hices, skins, wveather raw or processcd,
and cenerally engage in the markcting and
sale of its products within and dutside

Nigeria,

To act as iManagers and to direct the
Management of business,; vroperties, and
estates of coroorations and foundations
cf every description and of privete
persens in any capacity and upon csuch
terms in _all res,ects as may be thought '

advantageous.

Tc adopt such means of knowing the
product of the company &< may sccnm
expedient and, in particuvlar, by
advertising in the press, by circulnr,
by purchase and exhibiticn of worls
of arts or interest, by publicaticn.
f books and psriodicals, and by
granting prizes, awards and donations

To borrow or railse or secure the payment
of money for the purpose of or in
connection with the company's burinesse

To receive money in deposit or lozan
upon such terms as the comzany may
approve, and to guarantee the debts
-end-contracts-of -custcmers and others,



{n) To meke advances to customers and others
with or vithout sccurity and upon such
terms ag the company may approve and
gererally to act as bankars for customers

angd others,

(i} Tc issue &nd deposit any securities which
the ccmpany has power to issue by way of
liortgage to secure &ny sum less than the
ncrminal amount of such sccurities, and
2lso by way of selurity for the performance
of any contracts or obligations of the
company or of its custcmers and others

(i) Tc grant pensions, allowances, gratuities
and bonusec to directors or ex-directors
or emplcyees or the dependenis of such
persons anc to establish and support
or to aid in the ettaclishment and
support of iny schdols educational,
scientific, literacy, relicicus or
charitable irnstitutions or trcoe
socletics, whether such institutions

r sociclier pe sc-ely connccicd with the
business: cu vied on b the cormrany or not,
and to
or other ectar-lishnent or profit sharing
scheme calculated to cdvance the interest
of the company or of the persons employed

by the company. 2

rctitute and maintain any club

(k) To ender into any partnership or joint
venture arrangement or arrangement for
sharing profits, union of interests of
corporation with any company, firm or
person carrying on or proposing to carry con
any business within the objects of the



c-wmany, énd tc acquire and hold, sell
¢zal with or dispose of shares, stock

ol securities of any such company,.

(1) To purchase or, otherwisc, acauire a:d
unlertake all or any part of the business,
preperty, liskillities ancd transactions

¢f any person, firm or company carrying on
ary busine.s which this company is authorized
to carry or processed of propa=rty suitable
ror the purvose of the company or to

promotie any companye

(m) Toc pav for any property or rights acquired
py the compcny, either in cash or fully

or nartly paid-up shires, with or without

proferred rights in respect of dividents

or repayment of canitel or otherwise or

any securities which the company has

r

nover to issue or partly in one mode and

partly in ancother and cencrally on suc

Lormz as the company may determine, -
Bhiste s ahe POLICIES A:'D CHAGLCLS OF DISTRIBUTION/
SEG:.Ti P TOU

ticital Shoc FPactory Linited, untll now, has not
given any serious attention to mcrketing policies and
practices due mainrly to the fact that it has been
opercting in a sellers markete The only form of
markcting practice was that of rationing of its
goods among distributors. Howsver, with the
crozning up of foot wear companies all over the

nation, smuggling activities in this part of the

country, competition is now tense. The company
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has recently adéressed itself to not only marketing
conscliousnass alon2, but strategic marketing practices

in order to survive competition,

fe i ammeim ees e e

Ll

i I
CHANLELS OF DY ITRITUTION

o |

EITAL SHOE FALTORY

Departmental o Incividual Manor
Stores/Super CiﬁgigY Fashion Sheop Appeointed
Markets S ( BOUTIQUES) Distributers

1
-

The table above shows the channels of';
distrirvtion. A& chown ébove, the comzany uses an
indircecy systeis cf éistribution. It haz both
whole—-sales and retailers who buy frem the company
and in turn seli to the ultiﬁate consunmtrse. The
retailers and wholasalers could be classified into
four groups. The first is the departmental stores or
supermarkets who buys from thc company and sells to
ultimate consumers, There are also company shops,
where it sells its products airectly to the final
users at reletively cheaper rates, Boubtigue shopz

>

also exists who buys from the company and sells

o

directly to customers. And lastly, its appointed

T%,;m.



¢istributors who buy at |wholesale prices from the
company and sell directly to the customers at
Tte

market prices. inddrect system of selling

acopted by Neital Shoe Flcctory Liwnited is very

advantageous because trancoortaticn and acdver-tisement
Ne

cost areborne by middler

IARKET SEGHMZNTATION

‘At the inception of| the company in 1982, there

was & decision to segment the company's market. The
plan was however, shelvefl aside until recently when

things started tc be difficult for the companye.

Segmentation is therefore¢, nccessary if efiective
marketing practices, product targetting to the
selected markets, sales 3p,ecls aré to be
effectives This led Neitcl to segment its
markat as followss

(a) Primary MHarket

(b)
(c)

Secondary larket

Tertiary Harket

NEITAL'S MARKET SEGMZNTATION/BASES FOR SEGNZNTATION

MARKET REGION/AREA A P ;
SEGMENTS COVERAGE RALECBALE
' whole of For systematic Market
RElmary Borno State development of the
Shoe Farket
ngggié and For maintaing Commercial
o - presence, develop
Secondary North Zastern| ¢, re partial market
part of Kano SsEvi
g Shabe ol | SHC EAESSLYLDG prevent.
demand from acjeining
states,




f : - 49 -
! i
o
FARKLT REG .../ ARCA o .
SEGLIITS COVERAGE RAZIONAL
. Future exploration of
Niger . geographical environment
Tertiary T Chad and and cultural proximites
Cameroun and similarities in
ECCWAS Countries

* Scource: Marketing {(Cowrmcrcial) Departnent
Nelital Factory lelted Maiduguril
(1 QB}. I:' L,ii

. [ o
The primary market is the main marxzet for

immediate, short, msdium a;e long exploitatioﬁ. 'The
secendary market is aimed at satisfving demand for
shoes frcm the former members of the defunct No:th 
Castern States., The Nort L-n‘gtprn part of Kano State
is a vast area close to Borno Stats whicn is also
being exnploiteds The entire utCChGﬁrf muarket would
cafger for spocific 1Ldiuﬂ\cnu lonaLteLn marketing
trateqy. The Tertiary markct is ehough crivisaged
for long~term regicrnal and;interuction expert trade
to Niger, T Chad ane Camékéun, This morket has
similar cultural, environmentil and gecaraphical
characteristics with the primary merket an. could
cater for future market dﬁéortunitics ant strategies.

But these eclassification should bes subjected to a

continuocus study of the markets bzcause of the

volatile environnsnt.

i :



DATA AWALZSIS AND INTERPRETATION

The ain or tnls Chapter is tc acain brinc to
fors what &t concent cf strategic marketing

preaches in the literature = What has been ccnsidered
irn the acscemic circuit as an intellectual nicety
with the reclitizs of strategic morketing planning

in Neizxal anﬁ.Tann ry Shoe Compar.y Limited. The

Chzpter illuctrates the relationship between theory

and practice,

\]

In the

=t

, many organisaticns survived even

when they loched a clear: sense cof strategic
markxacting dircecticne  HNow, however, with diminishing

rescurcas, woryd competition and ricing cost, even

the mcst efficient operaticns/erccution may no longer

eccrue the orlipn cf opsrétring witheut a clear
gtoategic: . wing abtegr-nae Puilic Cerporations,
gho' Xd fev vo k2 spoun—-F2d and icach themselves
how bte cu-yvive in turkulent btiner, crow and suplement

goverpnenis n2igre resource that are not enocugh to
go round the many sick organisations successfullye.
The afore-mentioned, could only be achieved when
management 1s akle to know the reason why it is
existing, wvhere it should be, able to asscss its

internal :strength and resources, competitors and its

exterrnal environmente.



Any company that failr- to successfully analyse the
epove shoulc orepare for the hurial ceremony of
ctrategic mark=zting planning in the organisation.
It is officially dead,

terature, Managers

Pn

As Turbthi=r showin In the 1
should involve their organisations in a game of
strategic chcss with the environment visa-viz its
c¢istributive competence, establish the effectivenesa
of its mcrketing mix offers and finally, a selection
of the right target markets, This, if carefully
imclemented, will le=c to a measurable, quantifiable,
time-baseo and feasikle objectives that could be
cffectively implemented given the right organisational
set up.

As woulc be expact2d, the available recponses who'.

a yours coopany in the shoes of Neital and Tanncry

row, coes not encace itself in

Garicl Yhetine nolicies and practices, mainly
cun to tho fact that it has been op2rating in a sellers
rorlhzts The only ferm of nerk=ting eifort, was that cf

rationing of its goods among its distributors.
However, with the proliferation of foot-wear companies
all over the country, smuggling activities, the
company has now addressed itself to not only just
sarious marieting practices but strategic marketing

planning and execution, »

From my discussions with the top-management staff
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of ths company, it shows that the company has now a
strong mirketing department with equal staff strength
witn administration/pocrscnnel and procduction
Cepnrtrants. Tihe only scrious proklem is that of
gualiiled staff to effectively, strategically ana
cusceosfully exccute mosti of the marketing planse All
the same, the available marketing cstaff are able to
tarqget its prciucts -to both low and high-income
earnerse. Ezcn class with a different product, price,

promotion and distributicn strategiecs.

PRODUCTS/PRODUCT POLICY

Ll
From the available responses the company has
rccognised the product and/or service as the core of
the warketinc endeavour, for, it is the mediun

Y .o e 4 =
thirough whic

P

n2 orcganisation ic entimising its dual
Gt Lesives o loath consunicr and organisational
setiuiagting: The Company, thercfore; produccs cover
shous ifor men, clippers/sandals for wvomen, hali shoes
for :ien and !illitary boots, The products arc surely
the creativity and analytical sophistry of tne
organisation.

Althouch, the company does not often introduce
new foot-wears, the quality are good and competitive.
The few caszs of new product introduction is carried
out by all the dcpartments, although, production

and markzting plays the greatest role. Any product

nroduced which dées not satisfy-the customers,
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the marketing ceczitm:nt draws the atiention of
production depurtment on the need to improve the
quality and in most cases customers are re=issued

new oncSe

respons
The available [/ also reveals inzt the company
recognices and indirectly uses a numncer of analytical
tools such as B.C.G Product Portfolic latrix, the
growth.game liatrix and a host of otherz. Among the
company's pepular products as révealed by the
rescondents, are the military boots, 103, 508, 512,

all are men's wsars. The highest sel

=t
(=

n

(1¢]

products
are the Military boots and 508, The l.ilitarv boots
as per my discourse with the marketing staff are the

cash cows, the 503 are thes stars, 102 are the doas

and wonen's slippers are the problem children.

Reveriues from Military boots are there. ore ussd to
finence the cthir productes 1v45ich e =0 firencia)
suppert in fos. oroulng =ir .o .rm,

PRICIWG DECISICHNS

The available data reveals tho: tne cempany
greatly recognises that pricing is the most
important ingredients in the marketing miX.
According to the Marketing Manager, "Pricing is
both a decisive and an onerous Management Function".
Decisive bzcause it brings revenue and its
mis-m2nagement or management may spcll disaster for the

organisation. Its setting, especizlly in a complex

_soéieiy like Borno State depends cni @ lot of factors,
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¢ & vournd end fast growing company like Neital
shoo Factory, the main cobjectives as indicatea by

most of respondents includes profit maximization,

checking of competitors and satizfaction of

customers at the lowest possible price. The major
difficulty tho company encounters in price setting
are psycnological, behavioural dimensions; competitive
activities, cost considerations interms cof cost of

production, sales share and profitability, Governmentj

regulatory activities, and inflhences[price control
and the environment, such as the present economic
climate i.e. forex problgmf and inflatinary tends
leadina to higher cosf of brdductiqn since the soles W
gre imported from Italy and Spain.. any finally, +
Itechnblogical advancement and problems of-prcduéfi

ohsclences.

Armcd il the Arfeorratiorn ond analysic o its

toroat parkoue, the resporse ic dr -otive (hit the
Flrm {compor) erbarks on both shlamlnn thc Cream
pricing stratecy and penctration strategy. The j.f__ﬁ_%

sikimwing strategy is applied t¢ the high inccme:eérnsgf
| with a bit inelastic demand. Moreso, their latest
superior products which are made of snake skins are
highly accepted among the high 1income earners. It is
even interesting to know that they are only made on
special Ofders. The oqu first M”58 production .' _ Qr
embarked upon was for the Second Joint Domestic Trade )

Fair staged at Ribadu Ultra Mordern Complex, Yola. |l

—— ———— — e
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The strateqy attracted a lot of attention cum orders
from the upper crust of the society.

The penetration strateqy is applied mostly
to the new products, especially the sandals and
slippers meant for the low income earners and which
does not require much technical expertise to design,
This strategy is seen as necessary because large
volume sales must be made before substantial profits
are made., Moreso, the products are sold to price
sensitive low income earners. The sandals and
slippers also faces serious threats of competition
as similar products are made in abundance in Tamsu
and Buba Shoes, both in Maiduguri and in almost all

the streets of Kano.

. Mixpy

PROMOTION

AS shown in all literature on the subject,
promotion is one of the marketing mix elements.
Promotional activities are important in both the
introductory as well as the maturity or growth stages.
of a product. It is important in the introductory
stage in generating enthusiasm about the product
in the companies own salesmen, in convincing customers
to try the products, and in reducing artificial scarcity
by middlemen, Promotional tools are also used as a
reminder strategy, to remind customers of the

existence of the product.



o BE

AS per the available responses from ﬁhe
questionnaire and oral interview, the major promotional
tools used by Neital and Tannery Shoe Company Limited,
are Advertising and personal selling. The
promotional expenditures are based on what the company
can afford at a particular time and the most commonly
used media are televisions and radios. They are
commonly used because the televisions are mostly used
in the urban areas, while radios have wider coverage.
The choice of the media as shown by most of the
respondents are not based on their cheapness but
their availability and coverage. Newspapers are
used at times but most on special and rare occassions,

Advertising, like personal selling in the company
is all yeqr round, but about 40% of the respondents
shows that efforts are intensified at some particular
periods especially around Sallah and Christmas periodse.
Rarely however, does the organisation achieve all
its advertisement objectives. Though according
to Mr. B, T. Sharare, "The company achieves most of
its advertisement objectives". The personal selling
aspect, is however, confined to the company's salesmen
who are trained to assist and educate both the
middlemen and final users and at the same time

providing feedback to the company.
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PLACE (DISTRIBUTION)

The concept of distribution is the ability of
making available the right quantity of the product
at theright place at the right time. About 60% of
the response indicates that emphasis is shifting in
Neital and Tannery Shoe Company from mere
distribution to logistical management which has as
its components warehousing, transportation, inventory
control, materials handling etc. The whole essence
of the transfer, is to enable exchange to take place.

The available response reveals that about
.60 - 70% of the distributive system is carried out
through retailers and wholesalers. These are further,
classified into four groups. The company engages
in di;ect departmental store sales, company shops-
wnere it sells directly to the final users at
relatively cheaper prices. They further sell through
Boutique shops which sell directly to customers and
lastly, the company's appointed middlemen. The
response further reveals that this type of
distributive system saves a lot of cost tha would
otherwise, have been encountered. Moreover, the
commissions given out to the distributors keep
between 80 - 950% of them loyal to the company as

revealed by the marketing staff of the company.

SOCIAL RESPONSIBILITIES

Available literature on social responsibility
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shows that a businéss organisation can only sufvive
if 1t continuous to contribute to the needs of the
society., It is expected that business organisation
should fully understand the concept and act in a
socially respeonsible manner. However, con;rary\

to the expectations of idealist, a businesé | 1 o
executive should not act in all facets of every !

reform that is socially desirable.

It is in iine with the above basic framewofk
that Neital shoe Factory is operating. The concept
does not seem new especially to the Top and middle
managements, About 40% of the avallable responses,
are indicative of traces of the company's engagement
in rendering social responsiblliities, through the
effort seems minimal., My éncounter with about 10
Top and middie management staff reveals that the
organisation has been justifying its existence as
resource converter of resource inputs of labour, K
materials ideas, government moral and financial ﬂ
backings and capital into outputs of goods and serviées
desired by the society. The marketing Manager has this
to say, "we have over the years, bullt a continuous
exchange flow with the resource suppliers designed
in most cases, on local conversion technology suitable
for local preduction and tanning», 4

Also; a discourse with the lower level managément

shows that it is true that the organisation engages

in rendaring soclial services. aAbout 65 percent of



"of the social responsibilities of the company.
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the responses from iLower management shows tﬂat, théy
have galined by way of employment and training as part
o

Finally, the marketing mabaqer has the following to

say on their efforts in rénderinq social responsibi}it;es
*aAlthough the company does not engage itself very o
oftgn in rendering scocial services such as benefits

to other businesses, road haulage, electricity or % ﬂ
social development of the community such as spQrts.
promotion and award of schoolarships, we have i
increased the industrial base of the state. Moreso,

we have succeeded in providing employment cpportunities
to more than 200 indigenes who might have been g

jobless", {Eq%_

PROBLEMS ENCOUNTERED AT THE STRATEGIC MARKETING

PLANNING AND IMPLEMENTATION STAGES

contrary to the problems encountered in most ; F
literature on strategic marketing planning and
execution, Neltal shoe and Tannery company limited
has its own peculiar problems as revealed by the
responses from the questionnaires, oral interviews : |

and Board of Meetings papers. OQver 45% of the

responses shows that the problems encountered are as a

result of two much Governmental influences and the

continous change of plana day in day out depending

SPEREESSSE

on who 1s at the healm of affalrs. A lot of other

problems are eminent. Strategic marketing planning



is futuristic and needs seasoned men of proven
ability to be able to succeed. Thse type of
professionals are not very many in the company.
Experience and intuition alone are no more focal
points in seelng a company through. Serious
marketing researches must be conducfed to provide
the data needed for planning. EgExperts who are
conversant with the analystical tools must be ready
to analyse available data, as marketing has come

to mean more than mere gues work.

From the responses based on the questionnaire,
and the chain of discussions, managerial power
relations and organisational structure is yet another
serious problem encountered in Nietal and Tannery
'shoe Company Limited. Enough power and free hand has
not been given to the marketing department as could be
seen in pricing, product, promotion and distribution
policy of the company. This is a seriocus minus in
strategic marketing planning and execution as cliques
and informal aliences have good rooms for manipulations
and decisions of strategic choices.

The above conditions creates a situation and
draws a line between strategic marketing planning and
operation. While in real practice, it should not be the
case. In the company in question, one finds that the
planners and executers are different set of people.
The result is confusion, because it becomes difficult

to execute what one has no prior knowledge of.
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It is further indicative, from the avallable
response that strategic marketing planning in Neital
and Tannery Shoe company is being carried out in the
n"Ivory Towert, about 70% of the lower level
managemznt seem to be hearing about the concept
for the very first time and it seems alien to them
when told that all literature, available on strategic
marketing planning, demands their participation. That
further, their 1mportanc; cannot be under-~-estimated as
intimate knowledge of customers, markets, competitors
: and products lies with them. The data further shows
that the result is a bunch of confused set of people
in the "Ivory Tower" working on extrapolitions,
projections and past strategies, not knowing what
are acéhally demanded by the customers in the market
place and from which anglés the competitors are
compe ting. |

communication is yet another serious problem
inhibiting planning and execution in the company.,
Literature demands that good communication and
dialogue are necessary for successful planning.
However, available response indicates that a cross
section of those concerned with the task of stratégic
planning in the company are of differént backgrounds,
physically and structurally divorced from each |
other. Furthermore, strategic marketing p;anniﬁg and”

execution is compounded further 1in the company.

The response shows that just below 20% of the
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respondents indicate that interchange of ideas detween
departments takes place prior to planning. The
remaining 80% categqgorically, repute any form of
interchange of ideas between the departments. Every
manager therefore, in the conference room and aon the
conference table, becomes overly optimistic, un=—
necessarly arrogant and advocate of himself, thereby
defending these optimistic and highly umattainable
plans. The result again is confusion and is the main
' reason for the company's low level performance hence

the continued dependance on goverment for subventions,



CHAPTER FIVE

SUMMARY , CONCLUSIONS AND RECOMMENDAT IONS

h

As we have seen, the concept of strategic W

Summary

marketing planning and pﬂoblems of both plamning and

Execution, is increasinhgly, receiving a serious

attention in the organisation under review in

particular, and other businesses and academic circuits

.as literature demands in general. These increased

tempo is not unconnected with the dynamic, turbulent
and complex national and international envirconment
in which business operates. The extent to which the
minds of managers have been polluted and impregnated
y

about the concept can beEter‘beimagihed than described
as evidenced by number of articles, conferences and
seminars at both National and International level,

The contention that only organlsations that
embark on stratetic marketing planning can escape
from the present melee is now generally accepted
and is even a household discussion, However, while
the importance of the concept is not te be disputed,
the benefits could only be reaped, 1f,the procedure
adopted in planning is right.

A company could do that by frequently checking
its marketing strategy. whether 1its product - market
policles and decisions are too frequently, a reaction

to outside influences such as government, compzetition,
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unionism and othér outsiae factors. Are investment
opportunities being considered in determing where
the company was and where it wants to be in the
future? And hos competitors, internal resources and
external environmental conditions, strengths and
distributive competence would cope with the
opportunities/threaté, and all strateglc alternatives
and feasible marketing strategy should be analysed.

The above steps are deemed necessary because
strategic marketing planning is not sométhing that
can be copied from the developed nations, nor, even
from organisations operating in the same political
frontier., It is purely pased on data on the particular
company and its externalienvironment. A data vacous
organisation will find the concept more ruinous than
of any importance, I

The next stage is to make sure that the best
alternative selected is carefully implemented.
Careful, because no decision no matter how sound and
or prolific c¢an succeed if not rightly implemented e
and evaluated, Most plans fail because managers
deviate from original plans and they lack the inertla
to reviéw the plans timely. Implemmntation of plans
are made difficult because most of the time, the
executives in their bid to impress their superiors,
embark on short term plans with immedlate solutions,
Executives also fear sticking out tﬁeir necks to try

new innovations and embarking on radical chaHQES.
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At times, executives are constrained by the
resources available to carry out the plans. This . .
type of attlitudes are more pronounced in public .,
organisations, where a lot of budgets/estimates are
made on the papers but the actual resources to ;. X
embark on the plans, are not there. aAnd finally, a.
major reason for non-implementation of strategic
marketing plans is the inability of the new strategies
formulated to "fit” the existing structure.

The golden question yet unanswered 1ls, what

" is the position of the company under review,

vis-sa=-vis the dictums of strategic marketing
planning? As far as the analysis is concerned, their
action has been penicious and debilitating at
encouraging short term expediency at the expense of
long—~term prosperity. The responses juxtaposed that
strategic marketing planning is still a new

invention, and that the company is living on

wtroubled watersw,

RECOMMENDATIONS

From the preceeding discussion, it is suggestive
that the concept of strategic marketing planning and
execution is undergolng a metamophisis in the company.
A lot of problems 3as we have seen are militating
agalnst the concept, and management must seriously
wake up to the occassion so that the concept goes
beyond semantlic quibbles or academic debating points,

The adoption-of the policy offers prospects for
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survival, and even prospaerity, while lack of its adoption
contains seed of disaster, cChange in the company is

enavitable, in order to survive the organisation

.
o
responsibility and knowledge of anticipating changes

must anticipate and adapt to change, and that

belonqgs with everybody. The Management should learn
to live not only for today but also tomorrow. 4hat
then should be done? C(Clearly, considering the 0

problems being juxtaposed by the avalilable information,

' many prescriptions will be offered differently, by

different writers. But my own prefered solution
are as followss—~

(a) Management should be bold to tell any
Government to stay away from the affairs
of the campany. Godfatherism and lobbying
for any post should not be accepted. That
if done, hopefully, will make executives
confident of themselves and not fearful
of losing their positions. Furthermore,
appointments should be based purely on
merits, Only when this is done, would there
be enough qualified, seasoned and competent
hands to put into practice, confidently,
the new and inevitable "saviour" of moedern

organisations.

H

(b) Management of Neltal should note that every
management action is either.deterministic and
progressive or fatalistic. Human beings
are complex creatures and behave in a
cunningly and funny manner. gvery action
is interpreted differently. The cliques
and informal aliences and polltics taking
place in the organisation should be studied
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and carefully curbed ocut. They are
dangerous when it comes to making
strategic choices. Mistakes are

easily made since opposition, if ever,
is hardly heard of when planning and
during the implementation stages of

the plans for fear of annoying their
"friends", This does not auqur well for
any meaningful organisation and it can
even "kill" a set up.

Management should also delegate enough
responsibility and authority to
functional heads especially, the
marketing executive where strateqgic
marketing planning is becoming very
crucial. without proper delegation,
modern organisatio.. cannot function
properly. "The primary purpose of
delegation is to make organisations
possible".i1 This contention was further
supported by Koontz et al (1980) when
they said "just as no one person in an
enterprise can do all the tasks necessary
for accomplishment of group purpose, so
it is impossible, as an enterprise grows,
for one person to exercise alkl the
authority for making decisions. Authority
should therefore, be vested in a subordinate
by a superior to make decisions. 12
Management should realise the impotance
of delegation and further realise the role
of marketing in modern day organisations.
The “era" is gone when marketing was
associated with women, or when it was
considered as the easiest and the only thing
one can do with his "clothes on"
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(F. Fe Taffam, 1979). It has come to

mean more than that., As much as

possible therefore, the marketing
executive (manager), should be given

a free hand in making pricing

decisions, product decisions, promotions
and distribution policy. The company
price should be set based on

competition, customer sensivity to

prices, the particular target market

being choosen and also cost considerations.
As rightly pointed ocut by P. Kotler

"The marketing mix is that particular
blend of controllable marketing variables
that the firm uses to achieve its
objectives in the market place".13

It is worth noting that the company's
product policy seems a bit okay,

however, it should not be the responsibility

of production department alone to design
the products. Specifications, should
come from marketing department., The
marketing executive should also be given
a free hand to make what the company can
sell and not what the company can make.
5elling what the company can make breeds
a lot of problems for marketing executives.
Wwith the rapid and fast technological
advancement, consumer preferences and

. tastes fast changing, it is only when
researches are conducted that consGmer
wants could be known and catered for

by way of new product introduction.
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(d) Management should alsc ensure that the
concept of strategic marketing planning
is clearly understood by those to be
involved in the planning process since
the ultimate knowledge for successful
planning is unevenly distributed in the
organisation, All levels of management,
should participate in the planning process.
Unless lower level management are
constantly educated and made used to the
conferende rooms i.e. the heavy
alrconditioners, planning will be useless.
As one author puts 1t »n1f planning is
everything, may be is nothing” (W.A.1973).
Without educating the employees on planning
and the acclamatization exercisds, even when
employees are chanced to participate in
planning processes, they may find it
straqge and may not gontribute
appropriately, their useéful quotas. The
high tendency 1ls, they may think strategic
marketing planning means coffee taking spree
and listning to Top Management 3peeches.

(e) Management should further, evolve on
effective communication system. A two
way communication system should be
evolved. Furthermore, a top-to-bottom
and bottom to top planning system should
be evolved. Egmployees should be informed
well before hand on what is to be done
and should not be left till the eleventh
hour as 1s mostly the practice. A
typical example, was an encounter I had
in the course of the oral interview. A
lower level management staff when asked
as to whether he is on the team billed



to participate at the just concluded
Trade Fair, staged at Ribadu Complex
Yola, has the following to say;
"Rarely, do we know who is participating
till a day or two to the opening
ceremony”. The implication of this
statement is two-fold. Firstly, that
hoarding of information in the wivory
Tower" is a common practice in the
company. And secondly, there is a
"distance” being malntalned between
the junlior cadre and the senior cadre.
This type of management practices

have a lot of repercussions on the
employees. The sense of belongingness
and accomplishment to motivate ' '
employees are totally not there., fThe
result is, employees are not motivated
and may not perform.,

The management of Neltal Shoe and
Tannery Company should note that, for a
high level performance to be achleved,
employees must be motivated to work.
This contention stands unchallenged as
evidence by baoth the process and content
theories of work motivation. according
to Abraham Maslow, an individuals needs
could be arranged in a hierachical order
and once a given level of need became
satisfied, it no longer motlivates.
Therefore, higher level need must
be activated in order tco motivate the
individual.

Frederick Herzberg in an article
which appeared in Business Havard
Revlew, titled one more time: how do
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you motivate employees, hav+ this to say
mrot by improving work conditions, raising
salaries, or shuffling task but by giving
him challenging work in which he can
assume responsibility".lsAll whakt tne
popular two factor theory is preaching is
that motivators and hygiene factors (factors
th:it do not motivate but must be present |
in an organisation) are both absolutely
necessary to maintain human resources in an
organisation. Once an employees stomach 1s
full, then dangling before him without
giving him a challenging job that has

as sense of accomplishment, belongingness,
advancement and responsibility, cannot
motivate him. My message to the management
of Neltal Company is to go beyond merely
seeing these as theoretical jargons

and or semantics.” They should carefully

put them into practice vis-sa-vis other
management tools, The art of managing

is not mathematical, having established
formulaes, Management should therefore,
apply all the management theories as
preached by the wvarious paradiqgms.

Moreover, strateglc marketing planning

is a complex decisional process and

requires a total intergration of the various
functional areas if, result is to be
achieved.

(f} Lastly, but by no means the least of the
recommendations, is the fact that the
products of the company does not cut-accross
all the age groups. In the course of my
personal contact with the production
depar tment and company distributors, I
found that the products are mostly directed

oy
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to men. Recently however, due attention
is being given to women, though

women's cover shoes are not produced.

The available sizes, mostly ranges from
sizes five to eleven. That means,
children have totally been neglected, and
funny enough, children are suppose to be
the main target of the company. Apart
from being careless with their foot-wears,
children seems more in number than the middle
age group to which most of the company's
product is directed.

I would therefore, recommend that
a serious marketing research is conduct
to find out which of the target group
more emphasis should be given. Wwhether
men and the middle age as it is or
children and whether.both sexes, or
male children,

CONCLUSION

All said and done, the preceeding discussion clearly

brings to the liwelight that the concept of strategic
marketing planning is undergoing a metamorphosis in
Neital and Tannery Company Limited. mMainly because

of the ever increasing dynamics of National and
International business environment. Mere experience
and intuition, are not enough to cope with these
complexities. A business must probe deeply, into

all aspects of its environment and use all available
resources to pllot its organisation to a safe landing.

AS Levitt once point out "every major industry
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was once a growth industry. pBut some that are

riding a wave of growth enthusiam are very mﬁch

in the shadows of decline, oOthers which are

thought of as seasoned growth industries have actually
staopped growing. 1In every case, the reason growth

is threatened, slowed, or stopped is not because

the market i3 saturated, It is because there has been
a failure of Manaqement";l6 This statement contains
some salient features. One of such is that the race
for this new source of salvation may nct be possible
unless current apprcaches to strategic marketing ~
planning are constantly reviewed in relation to the
changing environment. Purthermore, strategic
marketing planning needs to b% totally interqgrated
into the organisations overall objectives. The
essence, is not to force others to accept alternatives
chosen, but to jointly reason, understand and
appreciate why a particular course of action is
choosen, as not only economically logical and

viable, but operationally, feasible.
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ANNEX I
| ' o Lo e
QUESTIONAIRES '

Dear Sir/Madam, - .

| b

This Questionnaire is a research for my final year

MaBaAe Piject ’ A-B.U.’ Zafia.

The purpose of this questiconnaire is purely an

academic exercise and therefore has no implications on the
respondent whatscever. ! f

Your objective and bilas free response is therefore

highly solicited fors ‘ -

1.

2e

3.

Yours failthfully,

Thank you. _ : o

w S5GD.

MShEl ia A. Bata.

-

Please tick the appropriate answers, -
How long have you been with Neital Shoe Factory Limited?
{a) 1 = 2 years _ W '
(b) 2 = 5 years N
{(c) 5 - 10 years - \
(d) 10 years and abovees |
wWhich of the following category of management de you
belong to?

(a) Top~Management
(b) Middle Management

(c) Lower Management

In which of the following departments do you work?
{(a) Marketing o

(b) Production ' : %_
(c) Pinance .' |
(d) Research and Development
(e) Personnel
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S

6o

Be

9.

10.

11,

L

Whao
(a)
(b)
(c)

How
(a)
{(b)
(c)

How
(a)
(b}
(c)
(d)
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are the company's target Market?
High income earners

or both !

Low income earners ;i

does the company reach them?
Through advertisement
Company salesmen
Publicity

does the company generate feedback from the customers?
Through company salemen

Competitors h

Marketing Research

or all of the above |

What are the different types of footwears produced
by Neital Shoe Factory Limited?

LA B R BE LB EEELEEREERNEREEENNESRENNERNRSEREHNHMNENNENSJ.H}..]

...D...O...........‘.‘...0....-.-...

How

|
do you classify them interms of quality when

compared to other types of footwears obtained in the
market?

(a)
(b}
(¢}

of equal quality with those of competitors
Better than those of competitors
Not as goed as those of competitors o

To what extent has the organisation adopted any of the
following strategies?

(a)
{(b)

(c)

Product simplification (attempt made at
producing cheaper gocds compared to competitors)

Product quality (attempt made at improving
quality of the goods (Product)

Preduct guarantee i

How fregquent do you introduce naw footwears

(a)
(b)
(c)

Very of ten
Not very often
Not often

what influence has the marketing department over new

product introduction?

(a)
(b)
(c)

Total c¢ontrol
Partial Control
Or both
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13.

14.

15.

164

17,
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What are the company's pricing objectives? 1 R
{a) to check competitors ' ;
{(b) profit maximization ﬂ'

(c) Customer satisfaction at the lowest {;_Tf‘ o
- possible price ' i

(d} ALl of the above _ ok

Which of the following factors influence price setting
in your organisation?

{a) Cost of Production
(b) Demand

(c) Competitors _ .
(d) Goverment ' }4
(e} All of the above |

Is there an effective interchange of ldeas among
your functional departments in pricing decisions?

(a) Yes

{b) No

(c) Partially

How often do you use the views of youngmen working

hand in hand with your distributors/or customers
in identification of product needs and opportunities?

{a) Very often
(b) Often
(c) Not so ofken

Which of the following factors plays significant
role in selection of the companies middlemen?

(a) An individual ability of meet nis financial
obligation

(b) Geographical location _
(c) Ability to provide warehousing facilities
(d) All of the above

wWhich of the following channel members does the
company use most?

|
(a) Wwholesales |é
{(b) Retails \,u
' |
|
|

{(c) Others
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19.

20

21.

22,

23.

24,

ok

Which of the following oromotools does the company
use most?
(a) Personal selling
(b) Advertising
(c) Sales vromotion
(d) Publicity

Which Media does the company use mosts
(a) Television

(b) Radio

(c) Newspapers

Which of the following reasons explains madia selaction?
(a) Availability of the media

(b) Cheapress

(c) or coverage

(d) All

How does the company makes decision on advertising
expenditure? Is it based on:

(a) Wwhat the company can afford at a particular time
(b) A fixed p=rcdntage of sales .

(c) What other competitors are svending

(d) Or otha2r factors

Is your advertisement confirmed to a
(a) particular period

(b) continuous all ye:r round

(c) or both

Does the company achieves

(a) All of its advertisement objactives
(b) Most its advertisement objectives
(c) or both

wWhat sort of compensation is provided by the company

(a) Salary
(b) Commission
(c) Bonus

(d) or combination of above
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25. row olrten does tha company engages - 1is services in
rendering social responsibilities

(a) Very often : | N
(b} Often f -

{c) ot oftan _ _ i

26. Which of the following social responsibilities has the
company ever razndered to the community? o
(a) Agricultural develoument of the country =ither
by way of rearing cattle,

(b) Industrial expansion of the country and usual
, employment opportunilies b

|
{c)} Development of manpower by way of tralnlnq )
its emplayaes

(d) Benefits provided to other businesses such as
road haulage, electricity etc.,

: {e) Social develooment to the comoiunity such as
. sports promotion, award of schoolarshlp etc.
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