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ABSTRACT 

The purpose of this work was to determine the 

extent to which the textile industries in Kaduna 

State consider the consumers in setting the price of 

their products, the pricing policy they adopted, the 

effect of the pricing policy on the consumers, and 

whether the consumers' perception of price coincided 

with the adopted pricing policy of the textile 

industries. 

In order to achieve the purpose of this study, 

the survey research method was adopted. In this 

method, questionnaire was designed and administered 

to consumers of textile fabrics and the management 

and staff of textile industries. The population for 

the study was made up of 300 members of the management 

and staff of the textile industries and a total of 

3,969,252 textile consumers' in Kaduna State. Of 

this population a sample of 169 members of the 

management and staff of the textile industries was 

chosen and a sample of 384 textile consumers was 

also drawn. The t-test statistical method was used 

to test the null hypotheses formulated for this 

study. The research questions were also analysed 

using percentage statistical method. The hypotheses 

were tested at 0.05% significant level. The findings 
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revealed that the textile industries do consider 

consumers, but consumer consideration is not a major 

priority in setting the price of their products. It 

was also found that the pricing policy adcpted by the 

textile industries was cost-oriented pricing policy. 

The findings revealed that this policy affected 

both the consumers' demand for textile products as well 

the sales volume for the textile industries. 

The findings revealed also that differences exist 

in the opinions of low and high income earners 

concerning their consumption rate of textile 

fabrics. It was also found that no significant 

fference exists in the opinions of males and 

females concerning the effects of price on consumption 

rate of textile fabrics. 

It was therefore concluded that price influence 

the buying behaviour of consumers because price make 

the consumers to decide whether or not to buy the 

product. It was also concluded that government 

policies, particularly the policy of Value Added 

Tax (VAT), does not only affect the textile 

industries but the consumers who were made to pay 

VAT in the form of high prices for the products. 

Thus it was recommenced that the government sho 

should review its policy of Value Added Tax as this 
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policy falls more on the consumers than on the 

industries. It was also recommended that the 

textile industries should make use of local raw 

materials so as to produce at a reduced cost and 

sell at a low price. 
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policies whereas that which seeks to increase its 

market share will pursue more aggressive pricing 

policies. Fox and Wheatley (1978:313) identified 

the following as the three major objectives of 

pricing: 

- To effect company profit 

- To effect sales volume 

- To maintain stability in the market place. 

These objectives of pricing are not always mutually 

exclusive. They overlap both in theory and in 

practice, but they do provide important guidelines 

for particular pricing decisions. 

2.I4. PRICING POLICIES 

The ultimate goal of every organization is to 

ensure that it survives. To do this, it sets for 

itself goals and objectives which it hopes to 

attain. Policies are therefore necessary to give 

direction to decision making and to serve as guides 

to every action undertaken. They are fpaths' which 

every organization should follow for easy and 

effective attainment of its goals and objectives* 

According to Katagum (1988:21) policies are 

Dlans or general statement or understandings which 

guide or channel thinking and action in decision­

making. Pricing policy therefore, refers to those 

marketing activities that guide the organization 







































































































7U 

It can be inferred from the findings as shown in 

tables ij..3.1b and Ij.o3.1c that government policy of 

Value Added Tax (VAT) affects the price of textile 

fabrics as well as the consumers of textile fabrics. 

The policy of Value Added Tax is a situation whereby 

the manufacturing organization is charged $% on 

production cost. This amount helps to increase the 

cost of production which eventually increases the price 

of the finished product. In order to cover cost and at 

the same time make profit, the producers therefore pass 

on this tax to the consumers. Since the consumer • is 

always at the receiving end, he/she bears the last 

result. Thus the above finding revealed that government 

policies, particularly the policy of Value Added Tax 

affects both price and consumers of textile fabrics. 

This effect is in the area of increase in price of 

finished product of textile fabrics in which case 

consumers tended to reduce their rate of purchase of 

textile fabricso Thus it becomes clear that price 

affects demand to a great extent and when demand is 

affected consumers are affected because it is the 

consumers who make the demand. 

http://Ij.o3.1c

































































