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ABSTRACT 

This study was set out to establish the effect of marketing strategies on sales of 

Peugeot Vehicles in Nigeria and also to evaluate the market and customer in 

order to position the product alongside the derived most viable market 

segment(s) from the study. 

The study consisted on one hand the application of primary data through 

personal interviews and use of questionnaires on the other hand, use of 

secondary data from company reports, related literatures, library journals and 

soon. 

It was revealed that the existing strategies of Peugeot Automobile Nigeria 

Limited (PAN) had often been tied around the product (the marketing strategies 

employed had been more of product strategies) this perhaps is because the 

original designs are from France and product modification to meet Nigeria 

market had to be emphasised. Other constraints include economic factors such 

as foreign exchange; (unstable value of the Naira to the Dollar) which was 

required to procure over 60% of the input components and low family income. 

Distribution was through accredited dealers, direct sales and staff sales. The 

market shifted from consumer to industrial buyer, production dropped to about 

ten percent installed capacity, competition waxed stronger with increased 

importation of new fully built up (FBI)) cars. However if the right strategies are 

put in place, Peugeot cars being the most widely distributed and most 

acceptable by Nigerians, PAN stands a good chance for market expansion, 

increased market share and to maintain market leadership position. 
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since its every action should be directed towards satisfying some desire 

of society. Lastly a look at the third view; 

Generation of Revenue: 

This took the approach to revenue generation from the viewpoint of the 

firm and states that" It is marketing responsibility to generate revenue at 

a cost which will allow a reasonable profit to be realised from operations'. 

Thus any activity connected with obtaining income is a marketing action. 

It is worthy of note that these income must be obtained at a reasonable 

cost. If the marketing man spends too much money on advertising, 

personal selling or the product a loss will be incurred. It is therefore not 

sufficient to generate revenue but to do so at a reasonable cost. A 

marketing manager is therefore visualised as one who enters into the 

market place and actually buys earnings with the money he spends for 

his products, salesmen, advertising, etc. he must rightly bargain with the 

public for these earnings to keep his business afloat. An effective flow of 

goods and services to desiring customers to generate profitable 

performance as satisfaction to the customers and tangible benefits to the 

organisation can be termed "Marketing". 
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