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ABSTRACT

This research study was carried out with the
intention of uncovering the extent to which Breweries
in N geria understand the Marketing Concept, the degree
to which they have adopted it and its inpact on their
overal | performance.

The brewery industry is one of the major sectors
of the N gerian econony, therefore its level of perform
ance is of great interest to all N gerians. A so
considering the trend of economc events in this country,
It clearly shows that there are tougher economc
pressures anticipated. Therefore the industry nust
formulate and inplenent strategies that will help it
survive now and in the future. To achieve this, the
marketing function offers various strategi c noves that

busi nesses need to adopt.

Being a study that was focused on the general
assessnment of the industry, it established that the
Industry has the facilities and the personnel in the
area of marketing. The study further reveal ed that
tthhee rrlar;?(uesfti rn):;j hparsi n%cil%pl)teesd tné)s; coefrt ain extent that hel ps
in achieving the level of perfornance currently
associated with it.

Wth the current econom c recession, the brewery

I ndustry needs to do nore marketing than what it has

i
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been doing having in mnd the |evel of conpetition and
the resources available to it as reveal ed by the study.
Data collected and anal ysed show that the
i ndustry could have achieved a greater level of perform
ance in terns of profit making than what it is currently
enj oyi ng.
From all the reveal ations about the brewery
industry, it needs inprovenent in the performance of
its marketing function. The personnel in the marketing
departnent nust be trained and re-oriented to be custoner
conscious in the production, distribution and pronotion
of their products to current and potential consuners.
Specific marketing strategies nust be devel oped that

will help expand the brewery products market in Nigeria.

Lastly, the study offers meani ngful suggestions in
the area of marketing that will help inprove breweries

performance as well as the N gerian econony.
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1.0. CHAPTER ONE

1.1. INTRODUCTION:

Organisations exist to produce and what 1s
produced is meant to be consumed. If for any reason,
gocds/services are not consumed, then the essence of
production is defeated and the existence of such an
organisation is meaningless. This underlies the
importance of the consumption end of the production
cycle (i.e the consumers). The meaning is that if
consumers feel dissatisfied and refuse to consume, it
means that they have not been glven what they desired.
The firm must therefore fail. The consumers are
therefore the life-blood of the organisation who preside
over the survival or demise of the organisation.

Since thls 1s the case, it means that the success
of the firm is highly dependent upon the degree to

which it is able to satisfy the consumers. The way to
ensure this satisfaction is to see that he (the consumer)
is introduced at the very beginning of the production
process. This way, whatever materialises from production
efforts becomes what he asked for.

Years before now, the approaches to business were
such things as;

sProducing enmasse to go round, under the

assumption that the demand 1s always there.

*Produce in good quality and the product will

speak for ltself.

*Hire as many salesmen as possible and promote

extensively, then your problems are solved. T



In the 1950s however, when a new orientation
reared its head, there was a realisation of the powef
of the consumer. Afterall, if you produce (not to
consumer specification) enmasse, there is no successful
effort put forward. 1In the same vein, promote and hire
as many salesmen as you can and produce in the best
quality you can, if consumers fail to see your quallty
as in lipe with what they want, you are wasting your
time,

This explains the advent and the rationale behind
this consumer-oriented philosophy which has been variously
expressed in colourful ways such as;

"Find wants and fill them.™
¥Make what you can sell instead of trying

to sell what you can make."

"Love the customer and not the product.""i

This new business thinking is spreading or is
supposed to be spreading round the world., Nigeria is
not left out. 1In as much as, compared to cther advanced
nations, we are much behind in the understanding and
adoption of this marketing revolution, there may be
hopes. 1In this research work, this concept will be
studied with reference to Nigerla, represented by the

breweries.

.0./3-
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1.1.1 A RUDIMENTARY DEFINITION

1.1.1 (A). THE MARKETING CONCEPT:

An explanatory definition may be that the market-
concept is a complete managerial philosophy aimed at
mobilisation, utilization and control of total corporate
effort with the aim of providing consumer satisfaction
in such a way as to enhance the profit position of the
firm.

KOTLER, P. (1980) says "The marketing concept is
a management orientation that holds that the key to
achieving organisational goals consists of the organisa-
tion's determining the needs and wants of target markets
and adopting itself to delivering the satisfactions more
effectively and efficiently than its competitors".gz

Another formalised definition says that marketing
concept is "a companywide orientation with the objective
of achieving long-run profita“:3

A multiplicity of definitions could be proffered
but the fact remains that there is a common focus. The
key words are "company-wide consumer orientation"™. All
facets of the business must be involved (not marketing
alone) in satisfying consumer needs and wants.

The words "with the objective of achieving long-
run profits" are used in order to disfferentliate the m

marketing concept from policies of short-run profit

maximisation.
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1.1.1 (B). THE BREWERY INDUSTRY

The brewery must be differentiated from the
bottling ccupaJ?:E%Zstﬁiéb%EEhﬁél %ngﬁgﬁic beverages.

At the same time it is not all producers of alcoheolic
beverages that are termed breweries or brewers. Hence
distillers or distilleries are differentiated since they
are involved in hot drinks.

In talking of breweries therefore, there is an
emphasis on begr production. The "ADVANCED LEARNERS
DICTIONARY OF MODERN ENGLISH™ by HORNBY et al derives
brewery from the word "brew"™. Brew is defined as
"prepare (beer etc.) by socaking or boiling grain, leaves,
etc.; make beer™., The dictionary says a brewery is
a "building in which brewing of beer is carried on".

The brewery industry therefore is the combination
of all those firms involved in the W%»mande of beer.
Presently, we have about forty (40) breweries in Nigeria
including such popular ones as Nigeria Breweries PLC.
(NBL), Life Breweries, Diamond Breweries, Premier Bréwer-

ies, etc.

1.1.2 THE BREWERY INDUSTRY: A BACKGROUND

The history of modern alcbholic beverages generally

in Nigeria dates back to the Ath

decade of this century.
It all started via importation, thanks to the United
African Company that went into this market in order to
protect its merchant interests in the alcoholic beverage

trade.
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Actual production began in 1949, courtesy of the
then Lagos Breweries/bottléng lines from where, on the

2nd

of June 1949, the first bottle of STAR lager beer
was rolled cut. That day marked the advent of the brew-
ing industry in Nigeria.

Because of the infancy of the 1industry, STAR
predictably faced a lot of problems in the market, most
notable of which was stiff competition from existing
imported brands. There was the problem of convincing
the Nigerlan public that STAR was as good as others.

Gradually, however, it gained acceptance and popu-
larity. Thereafter, other prospective investors
cultivated the courage to enter the market. |

Today, the brewery industry in Nigeria can boast
of about 40 brands of beer with about 30 breweries

spread accross the length of the country.

1.2.0 PROBLEM DEFINITION:

From a Nigerian polint of view, there is a disparity
between the advanced economies and ours in terms of the
degree of understanding, acceptance and adoption of the
*Marketing Concept" to business. To an overwhelming
degree, our firms are yet to come to terms with the
realities of the "new marketing"®.

One among the industries operating in the Nigerian
business environment is the brewery industry which 1s the

case study of this research.
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A simple assessment of the brewery industry
indicated that it is averagely performing well. But .
when further analysis is done considering resources
available to it, there is indication that the industry
can do better than what it 1s achleving now.

It 1s clear at this point that the symptom of the
problem in the brewery industry is its low performance
level which 1s indicating that there is a high level of
inefficiency and ineffectiveness in the sector.

What then could be responsible for this low
performance?

From the exploratory research conducted, the
industry*'s marketing operation does not seem to be
effective in mobilising customers and retaining them.
This means that the marketing concept has not been fully
operational in their marketing activities, Hence the
resultant effect of low performance.

The research intends to expose the industry to
the marketing concept and to discuss and recommend how
its application can be possible even now. This is aimed
at helping the industry maximise its profit as well as
improving the Nigerlan economy to the benefit of all

Nigerlans.



1.3.0 HYPOTHESES :

on the baslis of the problems identified, the
researcher has developed the following hypotheses;
1. Bo breweries in Nigeria have the
appropriate marketing or organisational
set-up necessary for the application of

the "marketing concept™?

2. Are breweries in Nigeria not adhering to

the marketing concept?

3. Has non-adoption of the concept had any
corresponding negative effect on corporate

performance?

1.4.0 OBJECTIVE OF THE STUDY:

This study's maln objective is a critical
examination of the general issues relating to the
marketing concept, 1its application and benefits to
businesses and to the brewery industry in particular.

Specifically, the study involves a general
assessment of the brewery industry in Nigeria 1in
relation to the marketing concept practicability.

To clarify the major objectives, the following will be
considered also;
(1) To find out 1f the brewery industry in Nigerla
has the organisational set-up, structure or
conditions necessary for applying the marketing

concept.
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ii. To find out leven 1f such conditions exist)
whether there is adherence to the concept.
111. To find out (if it is not heing adopted),
what factors are responsible for this.
iv. To find out if there is a corresponding
relationship between the application ... ...  _ .
(or otherwise) and corporate performance.
Ve To proffer, where and if necessary, suggestions
for a better corporate tomorrow in terms of how

application of the concept could be improved.

1.5.0 RESEARCH METHODOLOGY:

In carrying out this research study the researcher
saw and recoqgnised the need for the historical research
method as a beginning. This of course, 1s for the simple
fact that the brewery industry in Nigeria has a past,
without which it would have been difficult for us to talk
effectively about what is happening now. Even the
marketing concept is something that is not an accldent.
The genesis was therefore necessary. However, in using
the historical method, the emphasls was on documents.

But then, bearing in mind the dynamism of our
business environment, it became necessary to undertake
a field study rather than relying whol2y on what other
pecple have earlier written on the subject. This is in
order that we might arrive at fair and accurate results
on the subject. Hence the utilisation of the SURVEY

method with the main instrument as the questionnaire.
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Statistical tools are simple. This 1s because
the researcher belleves that 1t will be useful to all
classes of business people., Furthermore, an over-
whelming majority of these pecople in business are just
business pecple who are ignorant in the theory of
marketing. To be useful to them therefore, statistical

tools have been made simple.

1.6.0 SCOPE OF THE STUDY:

It is pertinent to note that this research study
has a scope limited to Nigeria. Considering constraints
of time and others, a scope beyohd this might produce
something less than satisfactory.

The scope is therefore limited to the marketing
operations and the extent of the application of the
marketing concept in the various breweries in Nigerla;
the degree to which they take into account the interest
cof the censumer in the discharge of their businesses.
Also all other areas that are related to the actual
function of marketing will be studied for the purpose
of knowing the extent of their relatedness.

1.7.0 SIGNIFICANCE OF THE STUDY:

In this last quarter of the twentieth (20th)
century, at this point in the history and development
of marketing thought and business studles, I find it

difficult to think of any other marketing subject or
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issue that could be said to be more relevant than the
"Marketing Concept™. It Is important to various

groups and bodies;

(A) TO THE BREWERIES:

Today, businesses, including the brewery
industry are supposed to have a consumer-orientation.
Unfortunately, after so many years of the advent of
this concept, firms are yet to adopt it commendably.
This could be as a result of ignorance, non-challance
et.c.

To the brewery therefore, it is an opportunity
to reldeve themselves of lgnorance (if it is the case)
relating to the concept, to avail themselves of the
power and realities of the concept and to get conwinced
that it is the way out. | o

(B) TC THE RESEARCHER:

The subject, belng a marketing topic with
hydra-headed application in business 1life, it falls
within the researcherts area of discipline {Business
Administration} and therefore quite relevant.

() TO STUDENTS:

On a scale of importance, thils subject should
rank high among marketing topics, yet we have not come
across a book devoted largely to the "Marketing Concept™.
All we see are fractlons of chapters devoted to 1t which

do not achieve enough. Hence it has been largely ignored.
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To a great extent, 1t is felt that this study will help

to bridge thls vacuum,

(D) THE ECONOMY AT LARGE:

An economic system exists for production and
consumption. Since products move only if they satisfy
consumer specification, therefore this study is almed
at how breweries can achleve a consumer orientation.

The satisfaction of customer needs and wants will
gc a long way in improving the profit level of the

brewery industry as well as the economy in general.

1.8.0 LIMITATIONS

Just like any other human endeavour, this work
presented a lot of constralnts, some of which are
summarised below.

i. TIME:

The research topic is of a living nature whose
life span goes beyound the deadline. There was therefore
the problem of doing in a short period, a toplc of ever-
lasting nature. The effort was further constrained by
the fact that the researcher had to combine it with
normal academic work.

ii. FINANCE 3

The topic, being one that involves brewerles in

a country as large as Nigerla, it meant some travelling

around which is a constraint because the researcher was
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not born with a silver spoon in his mouth.

1ii. RESPONDENTS' ATTITUDE:

On the part of the consumers, the researcher
contended wlth sheer reluctance and the need to
persuade them to spare their time. The producers were
more difficult, especially with this syndrome of official
or corporate secrets or classified materials. It was

further compounded by red-tapism,

1.9.0 CHAPTER REFERENCES:

1. KOTLER, P.

PRINCIPLES OF MARKETING

{Englewood Cliffs, N.J; Prentice Hall lnc. 1980)

Page 22.

2. Ibid, P.22

3. Definition offered by
KLATT, L.A.

SMALL BUSINESS MANAGEMENT

(N.Y; Harper & Row Pub. 1951) P. 25.
- Quoted in BOONE, L.E. & KURTZ, D.

FOUNDATICNS OF MARKETING

(Hinsdale; The Dryden Press 1977), P.15.
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CHAPTER TWO

LITERATURE REVIEW

THE MARKETING CONCEPT:

WHAT 135 IT?

Probably, the best known statement that describes

this concept or orientation 1s this;

*{The Concept) —wwww= introduces the marketing

man at the beginning rather than at the end of

the production cycle and integrates marketing

into each phase of the business. Thus,

marketing, through its studies and research, will
establish for the engineer, the design and the
manufacturing man, what the customer wants in

a given product, what price he is willing to

pay and where and when it will be wanted.
Marketing will have authority in product planning,
production scheduling and inventory control, as
well as in sales distributlion and servicing of

the product“..i

What 1t is about is a representation of a new

way of business thinking which departs from earlier

philosophies that emphasise mass production, quallty

or just promotion. The table below shows thls departure

between the selling and marketing orlentation.
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SELLING MARKETING

FOCUS Products Consumer needs

MEANS Selling and Integrated marketing
promoting

ENDS Profits through Profits through
sales volume customer satisfaction

The marketing concept reverses and replaces the
logic of the selling concept. The selling concept
starts with the firm's existing products and considers
the task as one of using selling and promotion to
stimulate a profitable volume of sales. The marketing
concept starts with the firm's target customers and
their needs and wants; and it derives profits through
creating satisfaction.

The marketing concept is the firm's commitment
to the time-honoured concept in economic theory known
as CONSUMER SOVEREIGNTY. The determination of what is

to be produced should be in the hands of the consumers.

2.2.0 EVOLUTION OF THE MARKETING CONCEPT:

The present corporate attempt to focus on
consumers has not always been so. Definitely it
progressed from somewhere. Afterall, was these not
a time when marketers variously emphasised mass

production to go round, quality products that were



- 15 -

expected to sell themselves or so many salesmen and
promotion to push the product through the market?
Historically, certain organisational conditions
existed and preceded management's change from a
production to a marketing orientation/concept. These

conditions existed in form of management orientations;

2,2.1 SECOND HALF OF THE 197 CENTURY:

THE PRODUCTICN ERA

During the second half of the 19D

century was
the industrial revolution. Electricity, rall transporta-
tion, division of labour, the assembly line and mass
production made it possible to manufacture products more
efficiently. As a result of new technology and new ways
of using labour, products streamed out of factories into
the market place, where consumer demand fof manufactured
goods was strong. Because of the situation of scarcity
that preceded the revolution, corporate notion was that
buyers were ready to accept virtually any goods that
were produced and make dc with them as best they could.
The thinking was that "production creates its own demand".
The central notion was that products would sell themselves,
so the major concern of business firms were production and
manufacturing, not marketing.

KOTLER, P. (1980) says "The production concept
is a management orientation that assumes that consumers

will favour those products that are available and



affordable, and therefore the major task of management

is to pursue improved production and distribution

efficiency"..z
It succeeds best where;

(a) Consumers are primarily interested in product
availability and low price.

(b) Consumers know the prices of competing brands.

(c) Consumers do not see or attach much importance
to non-price differences within the product
class.

(d) The organisation's task 1s to keep improving pr
production and distribution efficiency and
lowering costs as the key to attracting and

holding customers.

2.2.2 THE PRODUCT ORIENTATION:

Next came the product concept. It expects
marketing to serve the seller's interest alone and not
that of the buyers. Focusing on ever-more efficient
manufacturing, top management assigns marketing the task
of selling Increased quality outputs. There was this
emmphasls on product quality under the thinking that
a product with good quality would definitely speak for
itself and succeed.

The idea behind the concept is summarised as
"a management orientaticn that assumes that consumers

will favour those products that offer the most quality
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for the price, and therefore the organisatlon should
devote its ene2rgy to improving product quaxlj.ty..""'3

It is ideal where congsumers atre primekily
interested in product quality and where consumers buy
products rather than solutions to needs.

2.2.3 1930°%; THE SALES ERA:

Around this time, the strong consumer demand
subsided. Businesses realised that products, which by
this time could be made relatively efficiently, would
have to be "sold" to consumers. So, beginning in 1930,
the company went into the sales era". Buslnesses looked
on sales as the major means of Increasing profilits. They
became consciocus of the fact that they had to go out and
get customers and that their zkeam dealers had other
sources of supply. Promotion of the available products
became extremely important to attract both the middlemen
and the middlemen's customers. They bellieved that the
most important marketing activities were personal selling
and advertising.

Like others, a summary is given in KOTLER, P.
(1980);

"The selling concept is a management orientation
that assumes that consumers wlll either not buy or not
buy enough of the organisatlon's products unleds the
organisation makes a substantlal effort to stimulate

their interest in its prc:duc:ts"."5



2.2,4 THE 1950s

THE MARKETING CONCEPT ERA

By the early 1950s, some business people began
to recognise that efficient production and extensive
promotion of products did not guarantee that customers
would buy them, These businesses and many others since
then found that they must first determine what customers
want and then produce it, rather than simply make
preducts and try to change customerst' needs to fit what
is produced. As more and more firms realised that the
measurement of customers' needs 1ls where everything
begins, businesses moved into the marketling era, the era

of customer orientation.,

2.3.0 ADOPTION OF THE CONCEPT BY

BREWERIES IN NIGERIA:

According to the marketing concept, an organisa-
tion should try to satisfy the needs of customers or
clients through a co-ordinated set of activities that
also allows the crganisation to achieve its goals.

Cus tomers satisfaction is the major aim of the marketing
concept. First a business organisation must find out
what will satisfy customers. But this is not enough.
The business must then get these products into the hands
of the consumers. Nor does the process end there. The
business must continue to alter, adapt and develop
products to keep pace with customers' changing desires

and preferences.



In attempting to satisfy consumers, business
must consider not only short-run, immediate needs but
also broad, long-term desires. To meet these short
and long-run needs and desires, a firm must co-ordinate
all its activities. Production, Finance, Accounting,
Personnel and Marketing departments must work together.

It shoculd, however, not be thought that the
marketing concept 1s a highly philanthropic philoscphy
aimed at helping customers at the expense of the
business corganisation. A firm that adopts the marketing
concept must not only satisfy its customers objectives
but also achieve its own goals. Otherwise, it will not
stay in business for long.

The marketing concept stresses that a business
organisation can best achleve 1lts goals by providing
customer satlsfaction. It seeks to uphold the bellef
that the consumer is the soclal and economic justifica-~
tion for the exlstence of the firm, 1t means that the
consumer has the "right to know® and should be

®consulted™.

The marketing concept is the basis of the success
of such companies as 1IBM, Avon etcg. "

A case 1n polnt of a company that practices the
marketing concept is the Macdonald's Corporation, the
fast food hamburger retailer. 1In its short twenty-five

or SO years, Macdonalds has served American citizens
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over 27 billion hamburgers, with over 4,200 outlets,
far ahead of its closest rivals; Kenturky Fried Chicken
and Burger King. 1Its current annual sales are running
4.6 billion dollars. Credit for this leading position
belongs to a thorough marketing orientation.

Macdonalds knows how to serve people well and adapt to
changing needs and wants.

Before Macdonalds, Americans could get hamburgers
but not without problems. In many places, the hamburgers
were poor in quality, service was slow, decor was poor,
conditions were unclean etc.

As times changed, so did Macdonalds. The sit-down
sections were expanded in size, the decor improved, a
very successful breakfast item called Egqg Mcmuffin was
added, and new outlets were opened in high traffic parts
of the city. Macdonalds was clearly being managed to
evolve with changéng customer needs and profitable
oppertunities.

But how many firms in Nigeria have been able to
apply the marketing concept as effectively as MacDonalds?
How many have been fortunate enough to derive as much
benefits as MacDonalds? Definitely not the brewery
industry. 1Is it a case of non-challance or simple
refusal to apply? Definitely none of them. 1Is it that

there are no conduciwe conditions for application.
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That remalns to be seen. One fact remains however that
BREWERIES in Nigeria face impeding factors that have
prevented the smooth cperation of the marketing concept.
These issues form the basis of discussion in the

section that follow.

2.3.1 THE EXISTENCE OF PRE-CONDITIONS

IN THE BREWERIES

Drucker, P. Captures the essentials of the
marketing corcept.as follows;

"True marketing starts ---- with the customer,
his demographics, his reallties, his needs, his values.
It does not ask "what do we want to sell?" It asks
"what does the customer want to buy?"™ ‘It does not say
*this is what our product or service does™; it says
"These are the satlisfactions the customer looks for,
values and needs".“‘e

The essense of modern marketing 1s that the
consumer is king. Custemers are sought out not only
for their purchasing power but for thelr opinlions about
products. Businesses that ignore consumers do so at
their own risk.

On a general note, there is the question of
whether it is practicable to adopt the marketing
concept at all. Specifically, the question is; To
what degree have BREWERIES in Nigeria had it feasible

to practice it? A philosophy may lock good on paper.
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It may sound reasonable and even noble. But that does
not mean 1t can be put into practice easily. The
marketing concept is a case in point. It is a good
ldea and it 1s agreed that it can be practiced hut then
the road has proved rough for the BREWERY INDUSTRY.

To implement 1t, the organisation must focus on
some general conditions. It must also be cognizant of
several problems. It is of course because of these
conditions and problems that the world has been slow at
accepting fully the concept.

An important fact is that the top management of
organisations must adopt 1t whole-heartedly. High level
executives must incorporate the concept into thelr
personal philosophies of business management so completely
that it serves as the basis for all the goals and
decisions they set for their firms. After thils personal
acceptance the firm can then ensure the following
general conditions.

2.3.1. (A). Management must establish an information
system that enables it to discover customer's real needs
and to use that information internally to create
satisfying products. This is expensive, so management
must be willing to commit a substantial amount of money
and time for development and maintenance., Wwithout an
adequate information system, an organisation cannot be
customer;oriented. Of course our breweries have informa-

tion systems. The question 1s whether they are performing.
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2.3.1 (B): Management's second major task is to
restructure the organisation., If the head of marketing
unit is not a member of the organlsation's top-level
management, the situation should be rectified. Some
departments may have to be abollshed and new ones
created. Implementing the concept demands the support
of managers and staff at all levels in the crganisation.
Breweries being invelved in dissemination of goods should

have marketing departments, but this we shall find out.

2.3.2. GENERAL IMPEDIMENTS FACED BY

THE BREWERY INDUSTRY

Apart from the necessity for our brewerles to
observe the afore-mentioned conditlions, breweries in
Nigeria, just like any other kind of business that
needs the concept have been facing a lot of problems
which are bottlenecks to implementation. Some of them
are discussed below;

i. There is a limit on a firm's ability to satisfy
customers' needs for a particular product. In a mass
production economy like ours, the brewery industry
cannot tailor products f£o fit the exact needs of each

customer.

ii. Although the breweries may try to learn what
customers want, they may be unable to do so. Even
when a firm correctly identifies customerst' needs, the
firmt's personnel often have a hard time actually

developing a product to satisfy those needs.
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1i1. By satisfying one segment of society, the brewery
sector contributes to dissatisfaction of other segments.
Government and non-business organisations also have this

problem,

iv. Dissension among staff and departments; a firm
may have trouble maintaining employee morale during any
restructuring that may be required to co-ordinate the

activities of various departments.

Ve As mentioned earlijer, it is a very expensive
exercise, which can be afforded by only a small percent-
age of firms. The question then is how many of our
breweries are strong enough financially in the face of

the state of the economy?

2.3.3. \NIGERIA - PECULIAR’ IMPEDIMENTS

TO ADOPTION IN OUR BREWERIES:

Even in the advanced nations of the west, the
concept is yet to be fully accepted. However, the
degree of acceptance is quite overwhelming even now.

"Studies have shown that the marketing
orientation is now widespread in American business.
Research conducted in the late 1960s indicated that
94 percent of business executives interviewed have
adopted the marketing concept tc some extent.”'ls
In general then the American economy is

marketing oriented. The same applies to a number of

other advanced economies except the communist economies



that are widely production oriented. But those ones
are changing rapldly toward market economies.

However, 1in our brewery industry the situation
is not exactly the same. Acceptance 1s still at a
very low ebb. This 1s because of differences in our
economic and other environments; In a nutshell, our own
peculiar situation. Some of these factors, pecullar to
us which our brewery industry has encountered are

discussed below:

1) Newness of the concept:

Even world-wide, the concept is relatively
new, JIn our own case, it 1s even newer. Even
when we talk of marketing as a whole, our
economy 1s more distribution-oriented than
marketing-oriented. It 1s hoped that as time
goes on, weé will learn and adopt. But the
fact remains that this distribution orientation
is more proncunced in goods industries like our

brewerles.

ii. Capital:

Implementing the concept is very expenslve.
A substantial amount of money ls therefore needed
since the firm must have to establish a good
information system and embark on research to find
out consumer interests. The fact is that the
money is even not there. An overwhelming percente
age of breweries in Nigeria simply cannot afford 1t.
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State of the Economy/Market:

The economy is in shambles. The Brewery
industry feels better concentrating on making
their profits than making consumer satisfactlon
a prime motive. Furthermore, the situation of
scarclty 1s such that we have a seller's market
and definitely, it is not in a seller's market
that a consumer can be a "King". It is a market
type where the consumer listens to the seller a
and not vice versa, There is less beer than the
people care to drink and so the consumer 1is

handicapped.

Income;:

For the marketing concept to have a smooth
sall, income must be such that purchasing power
is high. But in Nigeria, both on National and
individual levels, purchasing power 1s low.
Income is the strength of the consumer. In this
case, the consumer has nc voice. On the whole,
our per caplta income is about 56 (Fifty six)

dollars. That makes Nigeria the 13TH

pocrest
nation in the world. How can brewers care when
they know that consumers are powerless? The
United States (U.S.A) has a per caplta income
of over 4,000 dollars. Worse still, even if

a need arises for a consumer toc combat a seller,
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his low income makes him incapable of seeking

legal aid to achieve redress.

Educational Level:

An educated public is a public that knows
her rights. Education affords consumers the
ability to understand the concept. It makes one
understand the right to seek redress when
agrieved by producers.

Even in the United States (U.S.A) where
the concept appeared earlier, education provided
the vision of a better state of affairs that
could exist if the power relationship between
buyers and sellers could be altered. 1t also
provided the enlightenment to analyse the means
to power and realize that buyers are not as
helpless as has been believed. Even the leader-
ship of the consumer movement which was out to
shape business thinking came from the educated
class who understeod the working of the system.

But look at our situation; illiteracy level
is so high in absolute terms and in relation to
other countries. (See the Figure 2.0.1 below).
The meaning is that consumers probably do not
understand the concept. A definite fact also is
that majority of our business people do not even
understand the condept, all these arising from

illiteracy.
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FIG. 2.0.1;
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BREAKDOWN: (APPROXIMATE )

S/N COUNTRY MALE (%) FEMALE (%)
1. Bangladesh 52 78
l. Colombla 13 16
3. Egypt 37 67
4. Indla 38 66
5. Indonesia 15 32
6. Jordan 10 30
7. Kenya 20 42
8. Mexico 10 15
Y. Nigerla 38 60

10. Pakistan 52 78

11. Philipines 10 11

12. U.S.A. <1 £ 1

13. Zimbabwe 25 40
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3.0 CHAPTER THREE

RESEARCH . PROCEDURE.

AS a prologue to this chapter, the researcher
wishes to state that the research methodology used,
especlally statistical tools is deliberately simple -
for concrete reascns of the nature of the toplc.

This is a research work whose result will be
beneficlal to both business and non-business organisa-
tions, marketers and non-marketers alike. Sinee the
topic is of very general application and a large part
of the target audience is not knowledgeable in the
mechanics of marketing theory, it is felt that methodo-
logy should be simple and statistical techniques should
be limited to such simple ones as percentage analysis,
Bar charts, Plie charts, and Histograms. This is so that

even a layman could understand.

3.1 SCURCES OF DATE

The researcher made use of both primary and

secondary data.

3.1.1 The Primary data was collected through a field

gdtudy of brewerjies and algo their consumers. Personal
interviews, observations and questionnaires were made
use of. The Questionnaires were well structured and
disguised. This is used because it is straight forward

and questions are well sequenced.
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1.2 The Secondary data; This data collection waete

was necessitated because of the need to déversify into
those areas where the use of primary data cannot give
thorough analysis. Already existing data on the review
of relevant literature was obtained from Business
journals, Magazines, Newspapers, Management and Marketing

taxtbooks.

3.2.0 DATA COLLECTION INSTRUMENT

Various research instruments were used in_
gathering important information for the research such .
as oral interviews and observation to elicit information
from management and consumers and especlally in cases
where elaboration is necessary. However the most widely

used instrument for this study was the questionnaire.

3.3.0 DETERMINATION OF SAMPLE AND DATA COLLECTION

The universe for this research work was composed
cf two separate groups; the management on one hand and
the consumers on the other. The picture was a popula-
tion of thirty-two (32) for breweries and an unspecified
number for consumers because there is no gvallable record
on the number of consumers of Lager beer.

A sample of 255 customers was selected from flve
towns/cities with the use of simple cluster/random
technique. Wwhile a sample of 13 breweries was selected
via convenience sampling. Data collectlon was

essentially via the survey method.
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3.4 TABLES SHOWING THE DISTRIBUTION AND

COLLECTION OF QUESTIONNAIRES

TABLE 3.4.1: Shows the distribution and collection

of questionnaire distributed to breweries.

GROUF SAMPLE NUMBER PERCENTAGE
SIZE RETURNED

BREWERIES 13 10 76.9

TOTAL 13 10 76.9

TABLE 3.4.2: Distribution and collection of

questionnaires distributed to customers.

GROUP SAMPLE NUMBER PERCENTAGE
SIZE RETURNED

CUSTOMERS 255 250 98.0

TOTAL 258 250 98.0




- 34 -

4.0. CHAPTER FQUR

4.1.0 PRESENTATION AND ANALYSIS OF DATA

As mentioned earlier, the researcher distributed
two classes of questionnaire; one set to the companies
concerned and the other to consumers of Lager beer.

A total of 255 questionnaires was distributed to
consumers and 250 were returned, representing 98% per-
cent. Also a total of 13 (thirteen) gquestionnaires were
distributed to the management of thirteen breweries out
of which 10 (Ten) were returned, representing 76.9 %
percent.

From the foregoing, one can say that the response

was encouraging which is a plus for this research effort.

4.1.1 ANALYSIS OF DATA FROM BREWERIES:

QUESTION 1: Status of officer responding.

TABLE 4.1.1.A.

RESPCNSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES
Lower Management 0 0
Middle Management 10 100
Top Management 0 0
TOTAL 10 100%

QUESTION 2: De you have a marketing Department with

such responsibilities as research?



TABLE 4.1.1.B:

RESPONSE VARIABLES NC. OF PERCENTAGE
_ RESPONSES OF RESPCNSES
YES 10 100
NO 0 U
TOTAL 10 190%

QUESTION 3: How often do you research into consumer
preferences of product attributes?

TABLE 4.1.1.C:

RESPONSE VARIABLES NO, OF PERCENTAGE
RESPONSES QOF RESPONSES
* Very often 1 10
*» Often 3 30
*When the need arises 6 60
* seldom 0 0
* Never 0 0
cammdQTAL N S 100%
QUESTION 4: If (C) or (D), why?
TABLE 4.1.1.D:
RESPONSE VARIARBRLES NO. OF PERCENTAGE
RESPONSES | OF RESPONSES
No need-we seli enough 0 Q
Prohibitive Cust of research 6 60
Consumers are satisfied 0 0
m None of the above 4 40

TOTAL 10 100
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QUESTION 5: 1Is the head of the Marketing division

a member of the Board of Directors or

management team?

TABLE 4.1.1.E:

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES
YES 10 100
NO 0 0
TOTAL 10 100
L - -
QUESTION 6: Do you have any understanding of the
jargon - "Marketing Concept™?
TABLE 4.1.1.F:
RESPONSES VARIABLES | NO. OF PERCENTAGE
RESPONSES OF RESPONSES
YES 10 100
NO 0 0
1
TOTAL 10 100

QUESTION 7: What is the source of your original

product idea?
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Q
TABLE 4.1.1.G:

RESFONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES
*Foreign Products only 0 0
*Employees " 0 0
*Consumers " 0 0
*Other competitive 0 0
Products only
*Any others; A,C & D 3 30
D & C 7 70
TOTAL 10 100

For further elaboration, this information is

also represented on a pie chart below.
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QUESTION 8: How often have consumers complained
about your product?

TABLE 4.1.1.H:

RESPONSE VARIABLES NO. OF FPERCENTAGE
RESPONSES OF RESPONSES

Very frequent 0 0

Frequent 0 0

Seldom 6 60

Never 4 40

TOTAL 10 100%




QUESTION 9: If (8) is applicable (i.e. A = C), with

regards to what?

TABLE 4.1.1.1

RESPONSE VARIABLES NC. OF PERCENTAGE
RESPONSES OF RESPONSES
Price 7 70
Package 0 0
Tas te - -~
Strength 0 0
Quanti ty ¢} 0
Any others: A & C 3 30
TUTAL 10 100%

QUESTION 10: Have you made product modifications

before? (Price, Taste, etc.)

TABLE 4.1.1. J:

RESPONSE VARIABLES NO. OF PERCENTAGE OF
RESPONSES OF RESPONSES
YES 10 100
NO 0 0
TOTAL 10 100%
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QUESTION 11:

TABLE 4.1.1.K:

If yes to (10), what prompted it?

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES

*Cost considerations 4 40
e Just to see the effect 0 0
*In line with customer

aspirations 3 30
*In line with economic

realjties. 3 30
*Any other (state) - -

TOTAL 10 100%

QUESTION 12:

On the average, how would you describe
the trend of sales in the past five (5)
years?

TABLE 4.1.1.L:

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESFONSES

*Steady increase 0 0
*Increase but at
a slower rate each
successive year. 2 20
*Constant 0 0
*Decrease 8 80

TOTAL 10 100%




QUESTION 13:

the situation?

TABLE 4.1.1.M:

If (B) or (D), how would you explain

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES QF RESPONSES
*Consumer dissatisfaet-
ton with product
quality 0 0
*Price too high 1 10
*Tncreasing competition 2 20
*The economy {Decrease
in real income) 7 70
*More people becoming
teetotallers 0 0
TOTAL 10 100%
4.1e2: ANALYSIS OF DATA FROM CONSUMERS
QUESTION 1: SEX
TABLE 4.1.24:
RESPONSES VARIABLES NO. OF PERCENTACGE
RESPONSES OF RESPONSES
MALE 150 60
FEMALE 100 40
TOTAL 250 100%




QUESTION 2: AGE

TABLE 4.1.2.B:

RESPONSE VARIABLES NO. OF FPERCENTAGE
RESPONSES OF RESPONSES
15 - 30 50 20
31 - 45 125 50
46 - 60 75 30
Above 60 0 0
TOTAL 250 100%

This information can also be shown on a

histogram as shown below.
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#* QUESTION 31 Qec yPATION

This is an open-ended question and responses
showed that out of the total sample, 100 representing
40% were students; 100 (40%) were civil servants;
Businessmen were 25 which is 10% and other occupations

represented 10% of the sample.

X QUESTION 4: What brand of Lager beer do you drink?
This too, is an open-ended question. Refer to

the pie-chart below.
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FIG. 4.1.2.B:
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QUESTION 5: Why do you prefer this brand to others?

TABLE 4.1.2.C:

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES
Cheaper (Price) 37 15
Quite strong 125 50
Tas tes good 75 30
Quantity 0 0
Others (State) 13 5
TOTAL 250 100%

QUESTION 6: Would you have prefered your brand

exactly as it is if you had a choice?

TABLE 4.1.2.D:

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES
YES 50 20
NO 200 80
TOTAL 250 100%

QUESTION 7: If no to (6), in what areas do you

have misgivings?
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TABLE 4.1.2.E:

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES

Taste 0 0

Package 08 0

Price 200 80
Quantity 0 0

Any Other 50 20
SR 2 LR . o SRR SR L.,

QUESTION 8: Have you changed brands before?

TABLE 4.1.2.F:

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES
YES 178 71.2
NO 72 28.8
TOTAL 250 100% _

QUESTION 9: If yes, why?

TABLE 4.1.2:G.

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES
*Just to try others 0 0
*Misgivings about
former brand 145 58
*No brand really matters 33 13.2
*Others (state) 72 28.8

TOTAL 250 100 %




QUESTION 10: How would you describe your change in

volume of consumption in the past

five (5) years?

TABLE 4.1.2.H:

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES
Increasing 25 10
Decreasing 212 85
Constant 13 5
TOTAL 250 100%
I T T T T - q.._ -

This information is also represented on

a bar-chart as shown below.
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QUESTICN 11: If (B) or (C), how would you explain 1it7?

RESPONSE VARIABLES NQO. OF PERCENTAGE
RESPONSES OF RESPONSES

*Dwindling quaibity of

product. g 37 14.8
*Limited Income 208 83.2
sGradual withdrawal

from alcohol 5 2
*aAny other (state) 0 0

This same information is depicted below on

a ple-chart.
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ANALYSIS/TEST OF HYPOTHESES

On the basis of the analysls and data interpreted

also the summary of findings, it is now possible to

test the various hypotheses upon which the research work

was based with a view to valldation/acceptance or

rejection.
4.2.1 HYPOTHESIS 1:

Do Breweries in Nigeria have the appropriate

Marketing or organisational set up necessary

for the application of the "Marketing Concept?®"

In testing this hypothesis, Questions 2 and 5 in

the producers*' questionnalre will be used.

Question 2 is about the availablility of a market-

ing department and its responsibilities.

Question 5 is about the position of the head of

Marketing in the management team.

The results are tabulated and interpreted below.

Question 2 ~ Availability of marketing Department and

their research responsibilities.

RESPONSE A VARIABLES FREQUENCY PERCENTAGE
OF RESPONSES
YES 10 100
NO 0 0




In response to the issue of whether firms have
marketing departments with research responsibilities,

100% responded ‘'Yes'.

QUESTION S - Whether the Head of Marketing is in the

manpagement team,

RESPONSE VARIABLES RESPONSE PERCENTAGE
FREQUENCY OF RESPONSES
YES 10 100
NO 0 0
TOTAL 10 100%

Ten firms, representing 100% of the sample
responded that the marketing department is represented
in the management team.

*sVERDICT:

Verily, we know that the basic things or groundwork
for applyling the concept are things like what we have
analysed above. All breweries sampled have marketing
departments, thereby satisfying a basic requirement.

Fur thermore, a good information system 1s
necessary. The issue of whether research is done
continously i3 another issue. However, they all
responded that their marketing departments have

responsibilities of research.
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Based on the analysis above and the fact that
in all the cases, the heads of marketing are members
of the management team, we ACCEPT the NULL hypothesis;
*Breweries in Nigeria have the appropriate

marketing/organisational set up.

4.2,.2 HYPOTHESIS 2

Are breweries in Nigeria not adhering to the

Marketing concept?

Three questions will be used to test this.
Questions 3 and 11 in the producers' questionnaire
and Question 6 in the Consumers' questionnaire.

They are presented below.

QUESTION 3 (PRODUCERS) - Frequency of research.

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES

* Very Of ten 1 10

* Often 3 30

* Wwhen the need arises 6 60

* Seldom 0 0

* Never 0 0




w 59 =

QUESTION 11 (PRODUCERS)- Reasons for Product modification.

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES

*Cost Considerations 4 40
*Just to see the effect 0 0
*In line with customer

aspirations 3 30
*In line with economic

realities 3 30
*Any others (state) 0 0

TOTAL 10 100%

QUESTION 6 (CONSUMERS):- Whether the present product

would have been the most prefered.

RESPONSE VARIABLES NO. OF PERCENTAGE
RESPONSES OF RESPONSES
YES 50 20
NC 200 80
TOTAL 250 - 100%

The first table shows that in 60% of the cases,
firms carry out research work only when the need arises,

In response to explanations for product modifica-
tions, reasons ranged from cost considerations, customer
aspirations to economic realities. One remarkable thing
however is that only 30% have been for customer aspirat-

ions while a whooping combination of 70% has been for



reasons of cost considerations and economic realities.
This is contained in question 11 (PRODUCERS).

Question 6 (Consumers) is on whether consumers
like exactly what they have. 20% answered "Yes" and

80%, "No“.

***VERDICT:

The summary is this; Reaearch is not as continous
as should be the case; Product modifications have been
more in response to cost/economic realities than
consumer desires; and in response to whether consumers
would have liked their brands exactly as it is, the
response 1s simply "No"™ which means they are not
satisfied.

Based on the above, we are ACCEPTING the NULL
hypothesis.

*The Marketing Concept is not being adhered to.

4.2,3 HYPOTHESES 3

* Has non-adoption of the concept had any
corresponding negative effect on corporate

performance?

To test this hypothesis, we shall use Question 13
in the producers questionnaire and Question 11 in the

Consumers questionnaire.



QUESTION 13 (PRODUCERS) - Explanation for falling sales.

RESPONSE VARIABLES FREQUENCY PERCENTAGE

*Customer dissatisfaction

with product quality. 0 0
*Price too high 1 10
*Increasing competition 2 20
*The Economy (Decrease

in real income) 7 70
tMore people becoming

tetotallers 0 0

TOE&L 10 100%

In response to possible explanations for average
fall in sales in the past few years, no firm connected
it with consumer dissatisfaction. Reasons are such
things like price (product-related), competttion and
the economy. The bottom line is that the main reason
is the economy (income related).

* On the part of the consumers, some connected
the decrease in rate of consumption (same as fall in
sales) to product quality. However, an overwhelming
percentage (83%) linked it to income. The information,
derived from question 11 (CONSUMERS) is tabulated below

and presented on a pie-chart.



QUESTION 411 (CONSUMERS) - Reasons for fall in

= Bl =

consumption rate.

RESPONSE VARIABLES FREQUENCY | PERCENTAGE| DEGREE OF
FREQUENCY
*Dwindling quality o
of product 37 14.8 53
eLimited income 208 83,2 300°
*Gradual withdrawal 5
from alcohol 5 2 07
*Any other (state) 0 0 0
TOTAL 250 100 360°
DEGREES ¢
' '2'!':3% % é%)' —~— 53% bauirdLing PuAlaTY
’ %-g-g- X 3*;0 __300°  L,mTED INTOME
‘gl x E o e i dssid
PIE CHART:
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* VERDICT:

A fall in sales might be an indication of poorer
performance. The fall in sales here, ordinarily should
be linked to a non-adoption of the concept but the
question is whether this fall could be said to be result-
ing from this non-adoption,

Both consumers and producers have a consensus
that the fall in sales is not linked to consumer
dissatisfaction; 70% of producers linked it to falling
real income (Purchasing power) and 83.2% of consumers
also linked it to income. Reasons for this fall in
sales are therefore linked to income. Because of this
consensus, we conclude that the two (Pooeer performance
and the marketing concept) have no direct correlation.
Based on this, and on a STRICT basis, we REJECT the

NULL hypothesis;

* The poorer performance is not directly correlated
to the concept (i.e it has had no corresponding

negative effect).
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5.0. CHAPTER FIVE

DATA INTERPRETATION AND DISCUSSION

5.1. DATA INTERPRETATION:

5+.1.1. DATA FROM BREWERIES

**QUESTION 1: TABLE 4.1.1.A
This question concerns officers responding.
All ten (10) questionnaires were answered by middle
management staff who are knowledgeable and had the

mandate to do so.

**QUESTION 2: TABLE 4.1.1.B
It relates to availability of a marketing
Department. 100% of companies sampled have Marketing

Departments vested with research responsibilities.

**QUESTION 3: TABLE 4.1.1.C
The interpretation of the table is that the
percentage of breweries that never carry out research
and those that seldom do it are zero respectively.
10% carry out research very often, 30% often and
6 breweries representing 60% do it only when the need
arises. We can safely conclude that most breweries

carry out research only when the need arises.

**QUESTION 4: TABLE 4.1.1.D
Data analysed shows that reasons for breweries
carrying research either seldom or only when the need
arises are varied. 40% ticked "None of the above",
representing those who answered "very often"™ and "of ten"

in the



in the previous question. However, six, representing
a majority of 60% attribute it to the prohibitive cost

of research.

**QUESTION 5: TABLE 4.1.1.E
Responding to the issue of the membership of
Marketing on the Board of Directors, 100% responded

positive,

**QUESTION 6&:; TABLE 4.1.1.F
All respondents who represented their companies

are not particularly ignorant of the marketing concept.

**QUESTION 7: TABLE 4.4.1.G:

The table and the pie-chart show that; No company
relied on only a single source of original product ideaj
252° (70%) relied on a combination of customers and
other competitive products while 30% relied on these two

plus foreign products.

**QUESTICON 8: TABLE 4.1.1.H:
The information in the table reads that generally
speaking, consumers seldom complain about products.

40% say their costumers never complain at all.

**QUESTION 9: TABLE 4.1.1.1:
Seventy percent {70%) of responses show that the

main area of complaint from consumers is the price of
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lager beer. However, a small percentage (30%) say

that consumers complain of both price and taste.

*+QUESTION 10: TABLE 4.1.1.J:
Either in package, price, taste or in some other
areas, all brewerles sampled have had to make modifica-

tions in the past,

**QUESTION 11: TABLE 4.1.1.K:

In response to why they embarked on some kind of
modifications in the past, the bulk of responses
indicated cost consideration (40%); 30% answered customer
aspirations and economic realities respectively.

However, one clear thing is that an overwhelming per-

centage (70%) have reasons that are economic based(A & D).

**QUESTION 123 TABLE 4.1.1.L:
By interpretation, 20% of firms responded that
in the past five years, sales have been increasing at
a decreasing rate. This percentage is weak and in any
case, the bottom-line is that they are performing worse
than before. The general phenomenon t here, represented
by 80% of responses is that sales have decreased on the

average.

*sQUESTION 13: TABLE 4,1.1.M:
In response to possible explanation to falling

sales, 10% of these companles say it is due to
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exorbitant prices; 20% agree that it is due to increas—
ing competition and an overwhelming and therefore more
credible percentage of 70 attributed it to the nature

of the economy, particularly the fall in real income.

S«1l.2. DATA FROM CONSUMERS

**QUESTION 1: TABLE 4.1.2.A:
It relates to sex. Out of a sample of 250, 150

(60%) were male and 100 (40%) were female.

**QUESTION 2: TABLE 4.1.2B:
Age; 20% were aged between 15-30; 30% between
46-60; nobody above 60 and the largest single group
was 125 people (50%) of age 31-45.

**QUESTION 3:
Occupation; It was an open-ended question which
revealed 40% students, 40% civll servants; 25 busjiness-
men (10%) and other occupations represented 10% of the

sample.

**QUESTICON 43
It concerne brand loyalty and 1t is open-ended.
25% drink Gulder, 75 (30%) drink Kronenbourg. Harp is
taken by 15.2% of the sample and 10% are loyal to

other brands.
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**QUESTICON 5: TABLE 4.1.2C:
On reasons for loyalty to their brands, responses
ranged from low prices (37 people - 15%), strength
{125 ~ 50%}, good taste (75 - 30%} and other reasons
represented by 13 people (5%). Nobody attaches any
importance to quantity. The summary lies in strength

and taste.

**QUESTION 6: TABLE 4.1.2.D:

A weak percentage of 20% would have prefered
their brand exactly as it is. However, an overwhelming
number (200 - 80%) would not have wanted their brand
exactly as it is if they had the choice. It appears
that their present brand is simply the nearest to their

dream.

«sQUESTION 7: TABLE 4.1.2.E:
Most consumers have price-related misgivings
about their brand. As for taste, package and quantity,
nobody expressed misgivings. 50 people (20%) of the

sample indicated other areas apart from the above.

*sQUESTION 8: TABLE 4.1.2.F:
Qut of a sample of 250, 178 pecople (71.2%) have

changed brands before and 72 people (28.8%) have not.
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**QUESTION 9: TABLE 4.1.2.G:

On why a section of the sample have changed brands
before, more than half (145 people - 58%) indicated
misgivings about former brands. 13.2% gave lack of
brand loyalty as their reason. The remaining 72 people
which is 28.8% represent those who responded "No" in

the previous question.

**QUESTION 10: TABLE 4.1.2.H/FIG. 4.1.2.C:

10% of customers have experienced an increase in
their volume of consumption, 13 people (5%) said their
levels of consumption have been constant. However,

a whooping 85% have had their consumption rates on the

decrease.

**QUESTION 11: TABLE 4.1.2.1/FIG. 4.1.2.D:
It explains why consumption rate has been
decreasing. Decrease is attributed to income i.e
208 people (83.2%). Weak percentages of 14.8 and 2.0
attributed it to dwindling quality of product and

gradual withdrawal from alcohol respectively.

5.2 DISCUSSION

5¢2.1. THE MEASURE OF CORPORATE PERFORMANCE

Since the issue of corporate performance is an
important aspect of this study, the researcher finds

it necessary to make clarification on the yardstick
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being used as a basis for measuring corporate perform-
ance i.e profit/sales.

This glves us a direction of thought especially
as "corporate performance®™ could have more than one
application.

Generally, striving towards corporate performance
is a part of the management process which, viewed from
a broad spectrum amounts to organisational decisiony
making or problem-solving. It therefore means that the
degree or nature of corporate performance (positive or
negative) 1s a function of how well decision-making is
carried ocut. Evaluatling corporate performance 1s
therefore aim to evaluating the decision-making process.

This decision regarding evaluation is definitely
not easy to resclve. However, in order to evaluate the
output of our declsion-making {(performance), we must
know or posit what the organisation is striving to
achieve or attain. The problem, however, is that the
organisation has a helrarchy of needs, thus a helrarchy
of goals and objectives eg. profit-oriented objectives,
status—-quo related objectives,

We must therefore be careful when we choose
a basis for evaluation., Some objectives are quantifi-
able, thereby making evaluation easier. Others are not
quantifiable, hence complexitles eg. improvling corporate

reputation.



It must be noted then that;
i. There are multiple goals of an organisation.
i1. Because of (i) above, confusion is likely to
develop with regards to the establishment of priorities
among geals and objectives and confusion is likely to
surround the criterion of choice when given limited
resources or numerous alternatives,

To minimise this conflict, the conventional
decision rule has been that the organisation should
strive to maximise profits. Profit is related to
revenue which is generated through SALES.

This is not to say that profit as a criterion
for measuring performance is without blemishes,
Although it is the ideal standard, it is sometimes
difficult to apply in a realistic setting because of
various problems like the problem of defining profit;
the problem of determining what costs are involved,
the problem relating costs and revenues to time, etc.

Even with these problems, it still remains the
ideal standard because apart from the fact that it is
quantjifiable, it also has the following implications.

i. It partly assures the firm of having an
objective criterion for decisions and evaluation.
> % ™ It helps minimise quesswork.

Conclusively, the above discussion justifies why
we have used and will use profit/sales as the basis for

measuring corporate performance.
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5e242a THE ISSUE OF CORRELATION AMONG VARTABLES
. This discussion 1s necessitated because of the

existence of SPURIOUS RELATIONSHIPS among variables in

this work.

Normally, variations in a dependent variable
are supposed to result from the behaviour of independ-
ent variables eg. A change in nominal income may result
in a higher purchasing power in which case income is t
the lndependent and purchasing power the dependent.
However, sometimes variations Iin the dependent variable
may not be wholly a result of an identified independent
variable eg. in the above example, the change in
purchasing power could be largely 1f not wholly result-
ing from a rise in the value of the naira and not really
income per se. 1In this case there is a SPURICQUS

RELATIONSHIP (Marketing Research) between income and

I!‘;'

purchasing power. _

In this study, ofdinarily, an adoﬁtion of the
marketing concept should mean higher sales and vice
versa. ©Oh yes, our findings show that the marketing
concept is not being applied and secondly, sales have
been decreasing on the average. But then a spurious
relationship exists because consumers and producers
alike did not link falling sales to the non-adoption of

the concept, but rather to economic matters.
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6.0 CHAPTER SIX

6.1 SUMMARY OF FINDINGS

The main purpose of this research work 1is to find
out about the adoption of the marketing concept with
speclfic reference to how breweries in Nigeria are
fairing with this paramount issue.

From the study, it was discovered that breweries
in Nigeria do recognise the importance of and have
marketing departments in thelr organisational set up.
Furthermore, marketing practiticners in breweries 1n
Nigeria are not ignorant of the thecry of this concept.
In addition, these breweries have marketers in their
management teams. The organisational set up for the
application of the concept is therefore prevalent.

It was also discovered from the study that even
as there are marketing practitioners responsible for
research, such research is carried out not on
& continous basis as would be expected but only when
the need arises. The explanatieon for thils is the
relationship between the avallability of fund and the
prohibitive cost of research. '

Another information revealed is that for most
breweries, the sources of product ideas from the start
have been consumers and other competitive products.

Consumers seldom complain about these products.
This however is not to say that they are completely

without complaints. This 1s shown in the consumer



guestionnalre where consumers admjitted having changed
brands before and this change resulted from misgivings
about former brands. |

But even in these seldom cases of complaints,
information from breweries shows that it is usually more
with regards to price than other issues like package,
taste, strength, quantity, et.c. This is further
corroborated by questions & and 7 in the consumer quest-
ionnaire where consumers admitted that given the choice,
they wouldn't have prefered their brands exactly as it
is and this, of course, is attributed to price-related
misgivings.

The study also revealed that all breweries have
made mcdifications before in their products and for this,
there are more economic=related reasons than consumer-r
related ones. 1In fact, they were in answer to economic
realities and cost considerations.

From the brewerlies point of view, the explanation
for the sales trend in the past five (5) years, which
shows a decrease con the average, 15 economic-related,
income or purchasé&ng power, to be particular. Further
information is also revealed on this in the consumer
questionnailre where consumers admitted a general decrease
in their rate of consumption in the past few years and
this, they attributed to limlted income.

Based on the findings, it is felt that this peint
is quite a safe ground for the researcher to draw

conclusions and then make necessary recommendatlens for



better performance in the brewery industry in Nigeria.

6.2 CONELUSION

On the basis of the study general. . findings
therefrom, one could make various conclusions. The
general conclusion however is that there 1s a low degree
or negligible degree of adoption of the marketing concept
in breweries in Nigeria.

The approach which appears to be predominantly
employed by Nigerian firms as a manifestation of their
adoption of the marketing concept involves the intensi-
fication of advemtising and sales promotion efforts as
well as cosmetlc changes 1in organisational structure,
Most firms profess the adoption of the concept but try
them and you will discover something different. This
situation where the advertisément says something different
from action is what Theodore Levitt (1962) calls .
CENTRIFUGAL MARKETING i.e using marketing technology but
not really marketing~oriented.

What is a bit baffling is that in breweries Iin ';.
Nigeria, there are internal conditions, especially .
organisathonal set-up, which should have helped the
smooth adoption of the cencept. These marketing practi-
ticners are not novices in this area., Besides, they
have marketing departments vested with the responsibility
of research and the marketing big-wigs are members of the

management team. Yet, the consumer is not a YKing".
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Product modifications have resulted more from cost
considerations than consumer aspirations.

Surely, the degree of adoption of this concept is
nothing to write home about. Something #3% else ocbserved
1s that sales have decreased on the average, The quest~
lon however is whether there 1s a correlation between t
these two issues; the concept and sales trend.

Cne can safely make a lot of conclusions. The
concept itself is relatively new in Nigeria as a result
of which marketing practitioners have failed to realise
the benefits that could possibly accrue from this
expensive venture.

On the part of the consumers, they are limlted by
economic-related constraints, especlally income and also
scarcity. The consuming populace can only be strong and
powerful if there is income and alsco availabllity. 1In
the absence of these, consumers remain at the mercy of
producers.

On the other hand, it is not as if producers do
not give a damn about the consuming populace. The
fact 1s that firms are so pre-occupled with how to
survlve that they are unable to spare so much thought
for consumer satisfaction as a principal and short=run
motive. The nature of the economy dictates this.pProfits
have beén falling. Where therefore do they have the
resouyrces to embark on this project of adopting the

marketing concept? The nature of the economy is also



such that it is operation below capacity everywhere, a
situation of non~choice. How then can they give consumers
the satisfactlon of avajilability?

Ordinarily, an observed fall in sales in a study
like this should be attributed to consumer rejection
resulting from dissatisfaction (non~adoption of the
marketing concept). But confidently, the researcher
concludes thls one by saying that this non-application
is not affecting performance negatively -~ afterall
neither the flrms concerned nor the consumers especially
have attributed this relative poorer performance to
dissatisfaction with preducts/producers per se. The
cbhserved reasons are exogenerus to the firm, predominantly
economic, especially cost considerations and fall in real
income of consumers resulting from the state of the
economy. This is not to say that the non-application of
the concept does not usually have an effect on performance
but in this peculiar case of ours, another force which is
economic has over-shadowed the marketing concept in .
explaining dwindling performance.

Suffice 1t to give a grand conclusion here that it
iz not as if these breweries have totally ignored the
marketing concept. Gradually, they are seeing the light
and they are moving towards positive marketing. Afterall,
they all have the organisatlonal environment conducive
for adoption. The basic problem is the change in the
personal orientation of marketers; and with the increasing

level of literacy, there is light at the other end of the
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tunnel. Furthermore, with the proliferation of breweties,
they have even bequn to realise that because of stiff
competition, they have no chocice but to strive towards

marketing orientation.

6.3 RECOMMENDATION

Confidently, the researcher can now make the
following recommendations. This is based on the findings
and conclusicns and also the bhelief that these recommenda=
tions would help a great deal to ameliorate the problems
faced by our breweries in trying to apply the marketing
concept to thelir operations.

My recommendations would see the problem in two
lights l.e the macro and the macro perspectives. Because
part of the issue is influenced from without the organi-
saticon, we must look at the macro issues. However, the
start will be the micro aspect.

i. A constructive reorganisation of organisational set
up should be done by the breweries aimed at removing
square pegs in round holes. 1In the brewerles and even
other organisations in Nigeria, a common feature is a
cogmetic marketing department with a"Warketing officer®
who has no intellectual knowledge of even the rudiments
of marketing. This is what should be corrected because
it takes a marketer by background to appreciate what we
are talking.

2. Changes in organisations is one thing but the most

pressing problem is the change in people i.e. change in
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personal orientation of personnel; cultivating a belief
in the marketing concept. How to handle this is to smk
embark on a systematic mental/personal re-prientation
Of personnel. This may be done by continous training
of personnel, especially in the area of exposure to what
happens abroad. This way, what obtains abroad might rub
off on them and rekindle the spirit of efficlency. As
part of their training scheme, perscnnel exchange or
attachment to firms abroad wouldn't be a bad idea.

And the macro aspect without which the afore-

suggested would hold no water.

3. The government should strive more to improve the
literacy level in the country. Fortunately, this area
is improving progressively. A literate public is a wise
public that knows what is due to it from producers.

This situation forces producers to be more careful which

tantamounts to greater emphasis on consumer satisfaction.

4. The government can also help by organising a forum
for consumer complaints (something like a consumer
complaints commisgion). If producers know that consumers
can effectively drive home their grievances by making
them liable for dissatisfactiomns,; they will be forced to

avoid what could bring about such.

5. Doing something about the economy as a whele is
also something that could improve the situation of the

marketing concept. An economy in shambles is not



a sjtuation that allows the consumer his rightful
"Kingship"®. The econcmic situation boils down to low
real income. A consumer in this situation is one with~
out a choice and confidence., Even producers realise xk
this and they exploit the situation. The government
can do something here, for this is where it begins,

To cap it all, the way cut is for breweries not
to think of themselves as "selling what they can produce"
but as "producing what they can sell"™ i.e. TO THINK

MARKETING.
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6.5 AFPPENDTIZX

Dept. of Business Admin,
A.B.U' Zaria.

Dear Respondent,

QUESTIONNAIRE

I am conducting an academic based research which
is a partial fulfilment for the award of the Masters
Degree in Business Administration in A.B.U., Zaria.
Please be kind enough to fill the attached questionnaire.

I assure you that it is purely for academic
purposes and your responses will be treated in absolute
confidence.

QUESTIONNAIRE FOR PRODUCERS ;
INSTRUCTION:

Please tick ( +/ ) where applicable and tick more
than one alternative where necessary. State appropriately
where the question is open.

1. Status of cofficer responding

A. Lower management / /
B, Middle management / /

hat

C. Top management

r\

2. Do you have a marketing department with such
responsibillities as research?

Yes /S 7
No / 7

3. How often do you research lnto consumer
preferences of product attributes?

A. Very often

-

B Often

1

C. when the need arises [/ J
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D. 5Seldom

VA,
Ee Never / 7

If C or D, why?

A. No¢ need, we sell enough _/—__7
B. Prohibitive cost of research /7
C. Consumers are satisfied 7
D. None of the above 7

Is the head of the marketing division a member

of the Board of Directors or management team?

~~

Yes

1L

™

NoO

Do you have any understanding of the jargon -~
"Marketing Concept"?

~

Yes /

No

S

-

what 1s the scurce of your original product idea?

A. FPoreign products only / 7

B. Employees only / 7
C. Consumers only / /

D. Other competitive products only / 7

E. Any other (state)

i i

How often have consumers complalned about your

product?
A. Very frequent / /
B. Frequent / 7/
Co Seldom / /

D Never / 7



9.

10.

11.

12.

13.
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Tf (8) is applicable, {(i.e. A=C) then with regards

to what?
A. Price 17
B. Package 7
C. Taste 7
D. Strength 7
E. Quantity /7

F. Any other (State) __

Have you made product modifications before?

(e.qg. in price, taste, et.c.)

Yes / /
No / /

1f yes to (10), what prompted it?
A Cost considerations

B. Just to see the effect
C. In line with customer aspiration
D. In line with economic realities

E. Any other (state)}

1000

On the average, how would you describe

of sales in the past five (5) years?
A. Steady increase

B. Increase but at a slower rate
each successive year.

the trend

10

C. Constant (no increase nar decrease) / 7/

D. DeCcrease

VA

If B or D, how would you explain the situation?
A. Consumer dissatisfaction with product quality / /

B. Price toc high /7 C. Increasing competition

D. The economy (Decrease in real income)

E. More pecple becoming tectotallers

/

/

l

.
]

|'-~.
\\j
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APPENTDTIZX
Dept. of Business Admin.,
A.B‘U.’ zaria.
Dear Respondent,

QUESTIONNAIRE

I am conducting an academic-based research which
is a partial fulfilment for the award of the Masters
Degree in Business Administration in A.B,U., Zaria.
Please be kind encugh to £fill the attached questionnaire,

I assure you that it is purely for academic
purposes and your responses wWill be treated in absolute
confidence.

QUESTIONNAIRE FOR CONSUMERS:

INSTRUCTION:

Please tick ( ) where applicable and tick more
than one alternative where necessary. State appropriately
where the question is open.

1. SEX: Male / / Female g/ 7

erre——

2. AGE: 15-30 / /7 31-45 / / 4e-60 / /
Above 60 / 7

3. OCCUPATION:

4. What brand of Lager beer do you drink?
5. why do you prefer this brand to others?

A. Cheaper (price) ;7

B. Quite strong 7

C. Tastes good 7

D. Quantity /7

E. Others (state)
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€. Would you have prefered your brand exactly as it
is if you had a choice?

A.  Yes L7 No ST

7. If no to (6}, in what areas do you have misgivings?
A. Taste L __/
8. Package 5
C. Price /7 *
D. Quantity ;7
E. Any other 7

8. Have you changed brands before?
Yes / / No / /

9. I1f yes, why?

]

A. Just to try others
B. Misgivings about former brands /7
Ce. No brand really matters _ /
D. Others (state)

\

10. How would you describe your change in volume of
consumption in the past five (5} years?

A. Increasing [/

|

e

-

B. Deereasing

Ce. Constant

|

11. 1§ (B) or (C), how would you explain 1&?

A. Dwindling quadity of product / 7
B. Limited lncome / /
. Gradual withdrawal from alcohol [/ 7

D. Any others {(state) __ -




