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CHAPTER ONE 

INTRODUCTION 

1.1 AN OVERVIEW 

Marketing has become an increas ingly important a c t i v i t y 

within an Organisation e s p e c i a l l y in recent time. This could 

be due to the r e a l i z a t i o n on the part of management that the 

firms p r o f i t s and i t s very survival are inev i tab ly t i ed to the 

s a t i s f a c t i o n of consumer wants and needs. It has been the 

be l i e f of most people that u n t i l the consumer der ives f i n a l 

u t i l i t y , there are r e a l l y no products, there are only raw 

mater ia l s . The marketing view looks at the business as d irected 

towards the s a t i s f a c t i o n of customer wants. 

Marketing is a des i rab le force that should surround the 

ent ire Organisation. It should enter into the thinking and 

behaviour of a l l d e c i s i o n makers regardless of the ir l e v e l within 

the Organisation and their funct ional areas* When t h i s thinking 

pervades the Organisation, such Organisation is said to be adopting 

the marketing cone en pt . The marketing concept as a philosophy 

adopts the view that the primary purpose of any Organisation is 

to serve consumers at a p r o f i t . Even though non business Organisa­

t i o n s may not seek p r o f i t , they have goa l s by which they measure 

the ir success j u s t as other Organisations do in the other form. 

Organisations that employ the marketing concept attempt to determine 

the needs of concuraers they plan to s e l l t o . After the needs 

are determined, products or serv ices are designed to f u l f i l l the 

needs of the target consumers. Marketers then proceed to 

formulate the var ious marketing s t r a t e g i e s intended to appeal to 

the target consumers. 
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CHAPTER TWO 

THE SEGMENTATION PROCESS 

The segmentation process by definition refers to the 

various steps which the marketing executive considers in 

segmenting his market. In an attempt to satisfy a small group 

of customers fully, four important steps are involved: 

i. Identification of product features; 

i i . Deciding compatible customer characteristics; 

i i i . Collection of customer data; 

iv Classifying customers into segments. 

The above steps describe the way and manner the mark t ing 

manager takes in segmenting his market. Understanding the 

company's product features Is always the beginning point in 

defining a market segment. In this case, the company defines 

the features of i t ' s different products. The features could be 

in terms of size, colour and appeal. 

After the product features have been well defined, they 

become the basis for selecting customer characteristics. For 

instance, the marketing manager of an automobile company certainly 

knows that his product(s) is relatively expensive,mostly used 

by men and is expected to be demanded in al l geographical 

areas of the country. With this information at hand, the manages 

will be able to determine his customer characteristics. 

A reasoning further will reveal that the user of a car is 

likely to be an adult, in a high income group. This knowledge 

of the customer will induce the car seller to collect information 

on consumers displaying these characteristics. 













































Desp i t e t h e high r a t e of compet i t ion , t h e company i s always 

keeping to s tandard . In terms of p r i c i n g po l i cy , Bata, has gone 

far ahead of i t s c o m p e t i t o r s . Bata o u t b e a t s i t s compet i to rs in 

promotional a c t i v i t y and product q u a l i t y . Advert isement i s of ten 

c e n t r a l i s e d , whi le o c c a s i o n a l l y i t i s c a r r i e d through t h e d i s t r i c t 

dff i c e s . 

OPERATION/PERFORMANCE OF.BATA NIGERIA LIMITED 

In th i s section we intend to review the major operations of 

Bata Nigeria Limited for the period of f ive years (1984 - 1988). 

Turnover for the year 1938 rose to H71,018,000 as against 

N48,315,000 in 1987, an increase of 47%. Prof i t before tax was 

N6,380,000 which is 29% higher than the N4,952,000 recorded in 

1987. Prof i t af ter tax has increased by 29% to N3,387,000 in 1983 

from the 1937 level of N2,629,000. Production rebounded to 

4,795,000 pa i r s compared with 3,883,000 in 1987 an increase of 

23%. The company sold 4,994,000 pa i rs of shoes in 1988 an increase 

of 29% over the 1987 sales of 3,847,000 pai rs (see figures in the 

appendices). 

The lower production in some years could be a t t r i bu t ab l e to the 

continued l eg i s la t ion by the Government that companies must source 

loca l ly . The shortage in the procurement of raw materials adversely 

affect the production level of the company. The increase in 

profit at periods of low production could be a t t r ibu ted to the 

inf la t ion prevailing in the country. Most of the companies took 

advantage of the high cost of materials to r i pe more. 

Based on the r e s u l t s of 1988, the Board recommends the approval 

of the payment of a dividend of N2,160,000 which is equivalent 

to 12 kobo per 50 kobo share. The dividend of 12 kobo per share 

is higher than the one paid in the year 1987. However it f a l l s 

bellow those of the years 1985 and 1986 (see the l a s t f igure of 

the appendix). 










































