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ABSTRACT 

Furniture is both a consumer and an industrial good. 

The numerous Federal and State governments' projects of 

the 1970s and the affluence extended to the generality of 

the people led to increased demand for many luxury goods, 

including furniture,, The need to satisfy this demand for 

furniture encouraged an influx into the industry by both 

incorporated large manufacturers and numerous small-scale 

ones. 

The economic recession which followed later, coupled 

with the proliferation (?) in the industry manifested in 

low sales volume and decrease in profit contribution. 

This situation makes it necessary for furniture marketers 

to approach the market with new marketing strategies that 

will increase their profitability through better customer 

satisfaction. Thus, the relevancy of this study, taking 

the Nigerian-Romania Wood Industries Limited, OndO as a 

case study. 

This study aims at identifying: 

(i) Customers' perception of the product vis-a-vis 

the company's; 

(ii) marketing problems culminating in low sales 

turnover; 

(iii) the company!s strengths and weaknesses in 

the market; and 
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(iv) then proffer recommendations that are strategic 

to successful marketing of furniture0 

The current supply of furniture into the market is 

unlike some other products which are in short supplies. 

Moreover, it is a shopping good whose decision buying 

process requires some nationality. It becomes certain 

therefore, that only those (furniture marketers) that 

satisfy the consumers best through the application of 

appropriate marketing strategies will continue to receive 

adequate patronage from the market and survive the test of 

time. 
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TABLE 4.2. Type Of Furniture Mostly Pur hasec 

(a) Household Users: 

Type Of Furniture { No. of Users % 

"T 
Bed 

Coffee table 

Half upholstery 
chairs 

Dining set », 

Chair 

Cushioned seats 

Writing table 

Wall unit 

Book case 

Full-upholstery 
Chairs 

72 

54 

48 

46 

42 

36 

36 

35 

32 

30 

100 

75 

67 

64 

58 

50 

50 

49 

44 

42 

(b) Institutional ..- Users: 

Type of Furniture 

Office table and 
chairs 

Executive table 
and chairs 

Bed 

Dining set 

Upholstery chairs 

Coffee table 

Students' chairs 
and desks 

No of Users 

16 

16 

16 

16 

16 

16 

4 
.- . , ... 

* j 
% 
.... 1 

1 
• 

100 | 
1 

100 • 

100 

ioo J 
1 

100 j 

100 

25 

The percentage is each on total number of respondents 

i.e. 72 households and 16 institutions. 
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(b) Institutional Buyers: 

) 

Who decides 

The contract/supply 
Committee 

The Purchasing and 
supply Committee 

The top management 
Committee 

The Chief Executive 

TOTAL 

No of 
Institution 

3 

2 

9 

2 

16 

j 
s % 

19.0 

1205 

56.0 

12.5 

100% 

Table 4.5(b) indicates that decision on furniture purchases 

in institutions is taken mostly (56%) by the top 

management Committee, while the task is left to the Chief 

Executive in a few places (12.5%). This group decides on 

the furniture requirements of their organization as well as 

the type to meet such requirements. 

4.1»5« Furniture Purchasing Points: 

Furniture purchasing points for household users range 

from Retailers to Company's showrooms, Supermarkets, or 

ordered directly from either Sole-proprietor or Corporate 

manufacturers* 55% of households made their purchase 

through orders from individual manufacturers. This is 

followed by 19% of buyers that patronized Retailers. 

Only 17% of buyers made their purchase through corporate 

Manufacturers as the figures in the table below 

indicateo 





































































































APPENDIX E 

QUESTIONNAIRE FOR NIGSRIAN-ROMANIAN WOOD INDUSTRIES 
L?CMITED, ONDO STATE 

KOTLER_VS MARKETING EFFECTIVENESS iWDITj OUTLINE, FOR 

MARKETING EFF3CTIVENE.SS 

CUSTOMER PHILJ 30PHY: 

A - D 'OS Management recognise the importance of 

designing the company to serve the needs and 

wants of chosen markets'? 

0 £ / Management primarily thinks in terms 

of selling current andncw products to 

whoever will buy them. 

1 £ / Management thinks in terms of serving 

a wide range of markets and needs with 

equal effectiveness. 

2 / / Management thinks in terms of serving 

the needs and wants of well-defined 

markets chosen for their long-run 

growth and profit potential for the 

Company. 

B - Does management develop different offerings and 

marketing plan for different segments of the 

market? 

0 LZZJ NO 

1 £ / Somewhat 

^ Z— ->-/ ^° a good extent. 














