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ABSTRACT

Marketers employs various marketing techniques to sell published books to diverse
group of customers. The study was designed to investigate the types of marketing
strategies book publishers employ, in Nigeria, criteria for choice of particular
marketing strategies, and (he types of promotion methods and distribution channels
used. The study formulated five research questions. The survey research method
was adopted for the study. The subjects studied were 40 marketing managers and
60 sales representatives drawn from 26 publishing houses selected across Nigeria.
The instruments used for data collection were questionnaire, interviews and
documentary sources. Data gathered were analysed descriptively using tables,
percentages. The study discovered that Book publishers in Nigeria employ various
marketing strategies in the conduct of their business, from the responses obtained
from marketing managers, 23 (83.5%) indicated that their publishing companies
desire to become market leaders. On the criteria for the choice of marketing
strategics, the marketing managers identified environmental factors 50.0% and
marketing and sales objective 46-2% as the major determinant. The opening of
more Book depots in al parts of Nigeria, the need for book publishers to pool

resources together in their marketing efforts and the imperative of employing and

integrating e-book selling technique by book publishers in Nigeria are some of the

recommendations put forward by this research.
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CHAPTER ONE-
INTRODUCTION

[.0  Background of the study

Book publishing has its rool in three major mventions, writing,
I.
discovery of paper and development in printing. Al these ted w the

. . . - - 1
spread af litcracy. The invention of the moveable type tollowed by

Johannes Gutenberg’s mvention of printing in 1430 which made mass

1
production of printed matter possible were fandmark development in
human civilization,

- - ! o - -
From the mid 16" through the 18 centuries, there were virtually

no technical changes in the methods of book production, hut the

organization of the trade moved gradually towards its modern form.

Today, printing. publishing und the book wade have become big

business ventures atlracting huge capital investments.

Prior to the nincteenth century book publishers sere not distinet

from the printers and bools sellers. In recent times. theee has been a clear
delincation of roles between the printer, the publisher and the book
selters,

Okwilagwe (2001) identified various kinds of book publishers,
These include trade publishers, scho!ur‘ly pubhshers, juvenile publishers
and gender pubiishérs. The 20th contury brought the invention ol audio-

books. the computerization of the book production process, the growth

o ARRRON



of the internet as a pathway Jor booksellers to reach reader, and

confining improvements in the quality of computerized clectronic
i

books. I*

Improvement in tcchnotogy has made clectronic  publishing
possible. The emergence of clecironic books (e-books) and the use ol
the internet in scliing books has thrown a new challenge m the
marketing ol books. The use of appropriate marketing strategies to
reach customers in various ways has become incvitable for any
publisher in today’s global market.

Book Publishing

The business of publishing involves communication as the boc:k is
an important tool for the communication of ideas from the writer 10I the
reader. A book is a written {(or printed) message of considerable length.
meant for public circulation and recorded on materials that are light yet
durablc enough to afford comparatively casy portability.

According to Mutula and Nakitto (2002) books are not publis:hcd
in a vacuum. Publishing is affected directly by many social, cconomic,
cultural and political elements and both national and international
conditions and trends.

The provision ol books is crucial to the cducational development

and growth in Titeracy Benge (1278) opiaed that the book mdustry is the

l



‘backbone of a nation’s literacy. educational and literary programmé&
The book is indeed an enigma. i

Atbach and Arboleda (1995) sces boak publishing as the activity
of collecting. sefeeting, manufacturing. and marketing material that Ila\;e
been gathered in book form. Thus there are difterent stages in the book
pubhishing process and cich is vital to the success of the tinal product.
Nyeko {1999).

In book publishing like any other business, cach publishers®
success mn the market is determined by the degree of attractiveness ofits
ofter relative 1o competition and how cffectively .thc offer’s superiority
is communicated to potential and existing buyers, .

Book Publishing Processes

i

i

Book publishing involves a lot of activities {rom the generation of
idea to putting down these tdeas n writing, and to the point where the
hook finally arrives i the hand of the buyer. The processes of

publishing a book according to Fayose and Madu (2001) include the

following stages: i
I. The conceptual stage 1
2. The production stage
3. The marketing and distribution stage

4. The [ulfilment stage.



Each of these siages 15 crucial 1o the overail success ot any hook
m the market. The marketing and distribution stage occupics a strategic
position because it goes a long way to determine whether the publisher
is able to achicve set ebjectives, The book is a product which musg be
promoted n order o atiract buyer’s patronage.  However, modem
marketing calls for more than just developing a good product, pricing it
attractively, and making it available 1o target customers. The usegof
appropriate marketing techniques to communicate a products quality to
the constimers in order to influence purchase is therefore imperative.
Similarly. in publishing houses, the following functions are
carried out: 1
- Collection, evaluation and selection of -manuscripts
. Designing, specifying and production
- Marketing, sales and distribution.
Thus. the cditorial process, the production process and the

marketing process constitute the majar processes in book publishing,

|
There arc many actors that are involved in book publishing

business. Publishing is a tcam work involving four (4) major partners
each plaving vital rales. These are the (1) Author (i) the printer  (iii)
publisher, and (iv) the book scller/marketer.  Each of them plﬁy}s
complimentary roles form start to the finishing ol a book. 'I‘hf:

importance of the contribution of cach of these cannot be over



semphasiscd. The advent ol information and communication technology
has made the hook production process less cumbersome,  The use ol
computers 1o aid in typesclting process became more and more
]
common.  With this development. the printing and binding process
became increasingly automated.  Also, mass production and various
technical improvements is being made especially with the possibilities
of desktop publishing. 4
The introduction of ¢lectronic publishing is a major development
in the area of desktop publishing. It involves the process of (a) word
processing, (b) typesetting. and (¢} production of camera ready cc;pics
(CRC).  With the new  technology, book publishing is  being
revolutionized.  However, the key driver for information technology
!
patticularly in publishing should be the market rather than the
technology. This is because the end product of any lechnology is to
produce something that satis{ies the market.
Book Publishing in Nigeria
The history of book publishing in Nigeria has been traced back to
the cetonial cra. Both Christian and Islamic missionaries were at vzn'i_ous
times involved actively in the book publishing business (o pmpaéattz
their religious teachings. Benge (1979) and Zell (1995). The success of
missionaries in publishing werce attributed to (o) religious commitment

(1) heavy subsidy, and (¢) an effective distribution system.



However. private commercial book publishing in Nigeria started
at a slow pace. Jika (1991) reported that by the middle of 1960,
publisher’s like Oxiord University press (now  University  press).
Thomas Nelson and Heinemann had startcd dominating the textbook
market in Nigeria, I

The cstablishment of univérsities and other institutions of learning
boosted the setiing up of University presses in Nigeria WithI the
establishment of the University College, badan in 1948 and latter the
University of [badan. the (st university press was born, The coming up
of the other Universitics  heralded the setting up of more presses such
as Ahmadu Bello University press, Zaria, University of Nigeria press.
Nsukka. University of Lagos press, and University of lfe (now Obafl‘cmi
Awolowo University press, [fe).

There are various challenges facing the book publishing industry
in Nigeria. These are identified by Ldem (2000) Bankole (1985)
Mohammed (1988) and Anguolu (1992), 1o include, lack of I'mancc,.out
dated technology, poor transpottation, absence of reputable bookshops
and reliable book distribution channels, high postal rates and laulty
communication.

furthermore, Aguotu (2002) mentioned the foliowing as problems

affecting the publishing business in Nigeria,



*...Inadequate capitalisation, pour infrastructural

facilities, socictal  fauck  of  cncouragement  of ‘
intellectual ¢lforts, absence ol a good network ot well- :
developed  librarics, inefficient and in  cffective {

distribution systems, untrained book scllers. Low per !
capital income. prevailing illiteracy, poor reading
culture,  and  inadequate  copyright  protection  of -
intellectual propertics™
The trade book publishing industry in Nigeria have been
grappling with these and other problems over the fears. The increasiné
availability ol clectronic information sources which provides a fot of
resources to rescarchers and students poses o great challenge to the
book business as well,
Despite the educational boom in Nigeriw resulting from the
introduction of the Universal Basic Education (UBE) programme, the
establishment of more Universities by stage governments and privatf!:
organizations and individuals, coupled with the corresponding large
number of applicants entering these institutions, the book industry has
not been able to satisty the demands of the market,
The concept of marketing
The American Marketing Association (1997} defines marketing as
!
the process of planning and execwting  the ' conception,  pricing.

promotion, and distribution of ideas. goods, and services to create

exchange that satisfy individual. services and organisational objectives.



This definition shows that marketing is a business activity with
many facets and that a4 firm’s marketing ctforts should aim at satistying
consumers and the organisation. !

Schewe {1987) defines marketing as strategically managing
human and organisational exchange relationships so as to provide

|
socially responsible want and need satisfaction throughout the w.ur]d

1]

while meeting the marketer’s expectations. i

An organisation’s marketing activity may not cover the whole
world tn the context of the definttion. but a defined ‘market’. Also
Kotler and Armstrong (.1996} looks at marketing as consisting of the
concepts of needs. wants, and demands. products, value, cost and
satistaction, exchange. transaction. retationship markets, and marketers.
He delined marketing as a human activity directed at satisfving ncé&is
and wants through exchange process.

In a nutshell, marketing involves the marketing plan, products Ior
services, 2 defined market, exchange and the satisfaction of tﬁc
consumer. From the definition above, it can clearly be scen that
Marketing is happening all around us all the time. Either as a costumer
ol a product or service, or as the promoter of goods and services. Ofien
people sces marketing as the same thing as selling. Marketing is an all

pervading activity, It s more than sellimg. ' !



Marketing Strategies

Marketing strategy comprises the broad principles by which
.markcting management expects to achieve its business and marketing
objectives in o target market, The céscncc of marketing strategy is :to
dentify the turget market to be scoved, note the wmount of emphasis to
be placed on each elements the marketing mix, and set overail levels of
spending for cach product and target market, ' -I!

Kotler (1997) define marketing strategy as

“a managerial process of analysing market .
opportunitiecs and taking advantageous and |
relevant position within the market in order (o
satisly customer need and wants, and meeting the
organisational objectives™,

Marketing strategy is therefore a master plan that sets the course
for the entire lem. In a nutshell, market strategy can be cxplained as
proposcd action or a sct of actions intended to have for reaching effect
on the company’s ability to achicve its marketing objectives.

Indecd a strategy provides some gutdelines for competitiv;e
warfarc that will dircet the actual activities of the organisation. In the
sphere of book marketing, a complex pattern of marketing techniquc?
has to be evolved that best suit a particular book in line with the budget.

On the imperatives of marketing  strategy  Thorpe  (2000)
submlitlcd that it cmerged as the most important clement of corporate

strategy which vividly describes target cusiomer typologies, product



offerings and delivery techniques, In short, o company’s market stratégy
helps in defining its market visa viz competitors position in the market,

Commenting on the necd for increased marketing orientation by
publishing firms Iivan (1996} stated that corporate strategy I‘ormulal%nn
should be {ocused on the market as the publishing business agenda is
changing,

Nkanga (1999) stated that strategic market  and thcrei’(;l'e
formal/planned marketing becomes imperative {or book publishers in

that it focuses on organisational strategic thinking and offers the

i
i

i

opportunity to develop more eflective bookselling,
Invariably. if publishing is going to benciit fro the world
experience of business orpanisations, then it cannot shut it cves to the

\

application of marketing strategies. -i

Markcting strategies ol trade book publishers
Stratcgic marketing emphasis is a major determinant of a firm’s

!

long run success and differential advantage  in any marketing
environment. The marketing and distribution techniques a publisher
emplovs to promote his wares gocs a tong way m determining the
realisation ol desired objectives.  Marketing has become a dynamic
aspect of modern business whether in manufacturing or service orented

outlits, Strategic marketing becomes mimportant in the publishing house

|
|
|



3

toward organisationul strategic thinking and planning and offers the
opportunities of access into a bigger market. 1
Book publishers employs various promotional tools to conduct
their marketing activities. Prominent among these are;
Advertsing is one ol the major ols book publishers employ a
lot.  Advertising 1s a sponsored message targeted at an identified

1
audience.  Book publishers advertise books through various media.

These include television, Radio. Bill Broads. magazines, Newspapers,

publishers, catalogue and exhibitions.

Personal selling involves the vse of sales representatives Scilinlg
directly 1o individual consumers, institutions, wholesalers, and retaifers.
Visit to institutions and librartes are also part of personal selling
techniques employed by book sellers to reach various segments of lhcil‘r
market.

Sales promotion is another strategic tools marketer use to push
their goods into (he market. Book promotion is a way of making people
know what book cxist. Capturing the awvareness and adention of [)L‘Op]é‘.
and institutions over types of books published is a sure way of inviting
their interest and goes a long way in persuading them to acquire
personal copies. Discount o buyers, offering of gifts after purchase of
books and provision of bibliographic information by publishers are

some of the sules promotion techniques.

— m———



oo Public relations and publicity is used to generate a lot of good \-\;ill
and favourable public opinion by many business organisations. In
Nigeria some book publishers donate books to selected primary and
secondary schools as part of publicity. This in turn helps to gcner:;te
awareness ol their business activities which in the long run is expected
to attract patronage of their publications. ]
The use of these techniques by (rade 5001{ publishers in lhe
marketing ol books cannot be said Lo be yielding the desired result. The
reason identificd by Bankole (19835). include the reluctance gf
booksellers to promote books and ﬂ)(: icapacity of the Indigenoﬁs
publisher top eflectively reach its marketing or sustain a close contaé:t
with that market. 1
The introduction of clectronic publishing and the increasing
widespread access to electronic books (e-books) coupled with the Sclliné

of books over the internetl poses another challenge to the marketing of

trade books. 1ence the need Lo deliberately choose o marketing strategy

that is in tandem with the requirement of our time.
1.2 Statement of the problem i

Book publishing is a very important business activity in the
development process of any cconomy in general and educational Sectt)r:
in particutar. Poor reading culture altects demand for books. Ingenuity is

therefore demanded of the book marketer in order to promote books.

12



The advent of electronie sources of communicaiing information
and knowledge poses o serious challenge to book marketing. The .CD'
ROM. desktop publishing, databases and clectronic books arc now
competing stiffly with the printed book. (20053, Information tcchnoilogy
is being embraced by publishers beginning with a transformation into
electronic forms. This has tremendous implication for marketing and
availability of books. |

Bankole (1985) observed that because of policy dilemma of many
publishers who seemingly cannot make vp their mind on what to publish
and who to publish for, there is high mortality rate among indiger;ous
publishers in Nigeria. No wonder Ochietbi (2002) observed that
unfortunately at a time when the educational industry which depends on
published materials to flourish is expanding rapidly, the book publisﬂing
business continue 1o experience poor sales. :,

Poor marketing and distribution networks results from a lack of
clear marketing strategies.  The formulation and implcmcn'[:,uicmi of
marketing strategies gives dircction to° a  publisher’s choice of
promotional tools and distribution channel decisions.

!

Existing literature on publishing such as Ochebi (2002) [fidon
(1994} and Smith (1990) tends to concentrate on the printing and
production aspects while paying little attention w the arca of book

marketing and distribution in Nigeria. Indeed Oketunti (1992) explained

I3



that book Iﬁurkct:in Nigeria is vet o evolve the necessary channels that
can play the role of serials supply agencies, book dealers and stationary
dealers. Fiflective marketing and distribution techniques constitute the
basic foundation for successful conduct of publishing business.

The study therelore set out to investigate the 1ype of marketing
strategy adopted by book publishes tn Nigeria and the impact of this on
book availability and acceessibility, and to {ind out the extent to which
Book Publishers in Nigeria adopt offective marketing and distribution
techniques.

1.3 Research questions
To guide the course of the study the following rescarch questions

are put lorward:

1. What tvpes of murketing strategies do hook publishers in Nigeria
employ?
2. In what ways bave the marketing strategies contributed to the

achicvement ol the trade publisher’s objectives

3. What tvpes of promotional tools do bouok publishers use in
Nigeria?

4, What are the distribution channels used by Nigeria book
pubtishers to reach various segments of the market?

5. Do marketing strategics employed by book publishers in Nigeria

differ?



1.4  Objectives of the Study

The main objective of this study 1s w0 identify the type of
markcting strategies the book publishers cmiplov to promote their wares.,
and o gain insight into the cmphasis of book marketers with regards (o
product. price. promuotion and place {distribution). Specitically. the
study is being undertaken with the following aims:

1. To lind out the types of markeling strategics book publishers
emplov in the conduct of their businesses.
2. To identifv the types of promotional wols emploved by book

trade publishers in Nigeria,

3. To find out in what ways the marketing strategies contributed to
their achievement ol the publishers” objectives.
4, To find out the tpes of distribution channels used by book

publishers in Nigeria.

1.5 Basic Assumptions
The research would be conducied based on the following
assumpttons:
2. Book publishers employ marketing  strategies in - conducting
their business.
b, Different kinds of promotional methods and tools are used by

book trade  publishers,



c.  Various channcls of distribution arc used by trade book publishers

in Nigeria,

1.6  Significance of the Study

The Book publishing industry s the backbone of a nation’s
teracy, cducational and literary progress. ‘therefore findings of this
study would be of immense importance to librarians, book  sellers,
bookshop managers and marketing munagers and other stakeholders by
providing additional diata for the imperatives ol strategic planning for
the marketing of books.

The study is also significant as it would reveal the type of
marketing strategics appropriate to promote trade books. This would
bring into limelight the current practices in the publishing industry with
a view to proffering workahle and practical suggestions. The study
would contribute to the Iiterature on publishing and marketing and the
relationship between the two and the impact of Book publishing on

Librarics m Nigeria,

1.7 Scope of the Study
The study would be restricted to mvestigating the type of
markcting strategics employed by book trade publishers in Nigerta, In

specific terms, the study would cover marketing strategies. distribution

g




channels. marketing mix. promotional tools, as well as obstacles to

marketing activitics ol selected book publisher in Nigeria.

1.8 Definition of Terms

IFor better understanding ol the study the folloaving terms have
been delined operationally, They are:
Marketing Mix: Also known as the “four Ps™ it is the combination the
activities ovolvine praduct, price, place. and promotion that a firm
undertake 0 order provide satislaction to consumers m given market.
These form the basis Tor a fimm’s marketing strategy.
Promotion Mix: it 15 combination of advertising. personal selling. sales
promotion and publicity. It is the wictics [or implementing a firm’s
marketing strategy.
Market: Retfers to individuals or arganigations that have purchasing
power and are finked with a prodoct or serviee. The market is no more
confined to a “place” since transactions are conducted via the internet
nowadays.
Marketing: Refers to business activities that involve the flow of goods
and s¢rvice directed at satisfying needs and wants.
Mavketing Strategies: Relers to o firm’s operational plans in the

conduct ol its business, 1t involves the use of promotional teols such as



;::a(?ivérlis'i:hg béfsonul selling. sales promotion and publicity 1o achieve a
firms marketing objectives.

Promotion: It is uny techmique that persuasively communicates
favourable information about a seller’s product to potential and cxiting
buvers. Tt is used to inform, persuade, remind, and influence customers.
Tradc Publishing: it is the commercial publishing of books for an
identifying market. They are primarily produced to general consumer

and are marketed through trade channels,
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CHAPTER TWO '
LITERATURLE REVIEW ~
2.0 Introduction
This chapter gives a theoretical background to the study starting
wilh the review of relevant literature related to publishing. the book
trade, the structurc of the book market in Nigeria, marketing concept
and marketing techniques of book publishers, It represents varioius

perspectives on publishing and marketing.

2.1  Concept of book publishing

Fubiishing (to publish} is ordirarily defined as “io make known™.
Mohammed (1988). Books constitute one ol the most important and
practical means of dissemination of knowledge. Books stand at tﬁe
centre of the knowledpe transfer system. The form. content and
provision for production and distribution of books have varied widely
during their long history, but in gencral it is designed to serve as uln
instrument of communication. The importance ol books as the maién
source of intetlectual, cultural and educational advancement has long
been recognized.

According to the encyclopaedia Britannica (1998), the invcntionis
of writing, paper and printing has had tremendous influence on book

publishing. Prior to the nineteenth century, book publishers were not
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distinet from the printcr and  booksciler. At its latter stages, lhe
publication lunction was then confined to obtaining publication rights
for authors, arranging advertisements and selling them to booksellers
and libraries., \

The functions peculiar to the publishers, that is sclecting, editing
and designing the material |, arranging its production and distribution,

|
and bearing the financial risk or the responsibility for the whol.e
operation — often merged in the past with those of the author. the printer,
or the bookscllers.

According to Kotei (1981} as in Europe, the beginning of thé
book trade in Africa was characterized by the entrepreneur who was a1]1
author. printer, bookseller, and publisher alone and at the same time,
However. by the twentieth century, increasing specialization has made
publishing to become a distinet oceupation. I.

Publishing of books, according to Mohammed (1988) is a
business, ;f! profession, a gamble. or all three, and that for many people it

I
is a vocation or calling, [lowever, there has emerged a high level of
specialisation such that today we have trade book publishers, scholarly
publishers, feminist publishers cle.

Fayosc and Madu (2001) identified the lollowing stages in book;

publishing process:

1. The conceptual stage



2. The productlion stage

3. The marketing and distribution slage
4. The fultibment stage.

All these stages are eritically vitai o the success of I;my
publication. The process of publishing according to Nyeko (1999), also
mvolves the selection of a manusceript, the cditing of it, the designing of
the books [inal appearance, the actual manufacture into book {orm the
distribution of the book to booksellers,  and viumate purchasce by

readers.

2.2 Marketing of Trade Books

Published books arc made ‘public’ lhr(;mugh various techniques,

'!

Publishing is a complex enterprise, being both business venture and a
cultural institution. The task ol organising a commercial network (o
dispose of books has remained the constant and central preoccupation of
bookselling from very start. Kotei (1981) opined that if the potential
market size of a publisher 1s below the critical mass, cither because the
literate population is small or distribution is hampered owing (o
inadequate communication networks, his publishing housce will come to
a sad end. The marketing of books requires putting in place ci‘Fccti;fc

distribution mechanism o reach the consumers or end users.



Bankele (1983) identificd two sides to the marketing of book to
include the readership and the sale and distribution outlets. Thus to
effectively market a book, the publisher’s knowledge of what the
‘market” need and efforts at satistving the identified. not pcrceivf”:d
needs, 1s required. This counters Kotei's opinton as il is the market that
tdentifies and s:1ti$["y a market where the erganisation operates.

The tormulation of marketing strategy give direction to activitiés
associated with identifying target market, choice of promotional tools,
decision on distribution channels. Hence Smith (1990) described the

1
trading aspect of the book business as the life blood of the entire book
industry. This is because having successfully published a book, the
marketing and distribution process is critical to its availability and at its

|
final destination—in the hand of the user. Momoh (2006) while agreeing
with Smith, submitted that the purpose of the book business s to ensure
adcduucy of the right materials and services in the right place, in the

i
ripht quantitics and at the right time. enee, the need for marketing
technique and the use ol appropriate marketing tools. owever, the idea
of appropriate marketing and promotional tools depends on what th?
organisation want to achieve as what is appropriate in one place may nolt
be appropriate in another place.

According o Qsadolor (1993) the success and tenacity of the

publishing business during the last five hundred years can be situated in

|
!
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" UItS resilience, in spite of the ups and downs of world
economy, and its survival 1o the present stage, have (o a
very large extent been pivoted on its tenacious hold on
the tradition of combining satisfaction of s clientele
with courageously taking hard decisions as to what is to
be published, how s to be introduced, how public
awareness 18 (o be generated. at what price it is to be
offered, and how it is to be got into the hands of those
who really need it.”

This is the central focus of marketing techniques which a book

o
publisher that desire to remain in business can only ignore al a great
price. Indecd the marketing funcuion in the publishing house is so vital

that 1t can make or break any publishing house. This is indicative of the

i

1
imperatives for book publishers (o adopt workable marketing strategies

in conducting their book business  Bankole (1985) identified the
reluctance of book sellers 10 promote books, and the incapacity of
indigenous publishers to elfectively reach his market as one of thle
problems of the publishing industry in Nigerta.  Marketing as ain
important organisational activity In the publishing house, has Ovcra{l
responsibility for the achievement of strategic alnd financial objectives
of the firm.

However, Uche (1980) submitted that the much talk about
concept of murkcting has not achieved much in the business enterprises
in Nigeria because of lack of mass production of the required goods and
services especially tertiary  books, journals, and other cducational

materials; high-level illiteracy among majority of the book business
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entrepreneurs; poor market structure; planning and organisational style
and poor product quality among publishers and stationary producers
alike. This submission is not in tune with contemporary realitics and
technological development, expansion in the cducational sector and the
increasing level of customers sophistication has made the choice of

marketing technique for trade publishers more compelling thun ever,

2.3 Structure and Organisation of Trade Book Market

Every product has its market and every producer of goods has a
target market. Markets are structured by the nature ol the size of the
market, the number of sellers and buyers. the pattern of distribution
employed between these elements,

As Kotei {1981) righly put il “The task ol organising a
commercial network to dispose of books has remained the constant and
central preoccupation of bookselling {rom the very start. However, the
absence of satislactory book disteibution channels is perhaps  the
weakest link in the entire chain from publishers to reader.

Despite the activitics of pirates. it would appear that the local
publishing firms have not established an effective machinery for
distributing their wares, with the result thal unnceessary delays and

frustrations are being experienced by the end users.



Niaji (1986) identilicd four main groups dominating the hook
trade in Nigeria. These are, the trader bookseller, the small Nigeria
bookscter, the mission bookshops and the university presses. Some

!
publisher are also involved in cducational contracting and dircet sales to
libraries, schools and governments. The natable features o the structure
and organisation of the trade book market in Nigeria include: (a) the
concentration of book scllers in urban cenires. (b)  their tendency of
seasonal stocking of books and (¢) their seemingly poor knowledge of
the book trade. That is why the focus of this study is therefore directed

1
al investigating how appropriate marketing, promotion and distribution
techniques can be employed to ¢nhance the sale of books in Nigeria. \

There are other operators in the book trade in Nigeria whose place
cannot be overlooked, These according 1o Nmaji (1986) include book

vendors, agents to publishers, individual booksellers and publishers

involved in cducational contracting to libvarics and other institutions. t
!
While a large population docs not necessary guarantec a large market, |
the structure of the book trade has not been able o factlitate the placing
of books in the hands of the buyer when and where they are necded,
Indeed, regardicss of the professional efficiency of a book publisher, if

he is unable o effectively present his books to a book buying public, he

will soon go out of business, Smith (1990).



2.4 Market Segmentation

Marketing is a crucial management function and marketing
decisions that are made by a {rm determines how its marketing
activitics are carried out. One of the critical marketing decisions firms
make has to do with defining the segment ol the market to be served.

Market segmentation according to Schewe ([987) refer to a

marketing strategy in which a large, heterogencous market 15 broken
down into small, more homogenous segments and a separate marketing
programme is developed [or cach segment. Market segmentation thus
tnvolves breaking a large, heterogeneous market down into small, more
homogenous segments. The firm's marketing ctforts or activities are
therefore directed at the targeted market.

Accordingly, market for published books 1s homogencous. since it
has different and distinctive groups of consumers. Achumba and Effiong
(1998) posits that success and differential advantage in marketing could
be attained when a firm can casily delermine the needs, preferences and
perceptions of customers and then focus its marketing efforts towards
those need and prelerences.

A markel can be segmented on the buasis of demographic
variables, geographic variables and behavioural patterns of potential

consumer. According to Nwosu (2000) an essential  clement  in



establishing effective basis for competitiveness in the market pluce s
markel analysis and scgmentation.

Markelt seamentation s necessary i order to determine the
in.tcrest of a given market and feed it appropriately to the mutual benefit

of the organisation  and the consumer.

2.5  Marketing Mix Strategics

There arc various activities thal are involved in the management |
of marketing in an organisation. This requires that some fundamental
decisions arc taken to actualise the goals of marketing. Marketing
management focuses on the combination of many different activities
called marketing mix.

Marketing mix 1s defined by Schewe (1987) “us the combination
of activities involving product, price, place and promotion that a firm
underfakes i order to provide satisfaction to consumers in a given
market”, It is indeed a blueprint for making decisions directed toward
the achievement of organisational geals. According to Kotler and
Armstrong (1996} a lirm’s marketing mix is the set of controllable
tactical marketing tools - product. price, place and promotion — that the
firm blends to produce the response iCwants in the target market.

According to Nwosu (2{)})0) the clements of marketing mix must

be understood and blended in such o manner as to make it consumer



focused and provide value-priced products and serviees which will
optimise the opportunity. It is the function of firnt’s marketing team to

l_
determine the correet” min”™ or marketing formula for each product and a
given market segnicnt. That is, all the clements of the marketing mix
(product, price, place and promotion) reinforce cach other to create an
overall effect for the firm. limit alternatives and direct market activitics

toward achievement of organisational goals.

2.5.1 The product |
A product is more than a good or scrvice that is designed,

produced, and offered for sale. A product can be an object, serviee,

activity, person, place, organisation or idea. The product concept is a
marketing concept which state that customers would always favour high |
quality goods and services at moderate costs, thereby allowing then to
have quality for money. |
Product is ‘a combination of functional and psychological |
features that provides form utility, and may include goods, services,
idea, pcople and places. Schewe (1987). [t also includes all the planning
that precedes actual production, rescarch and development, and all the
services that accompany the product, such as installation and

maintenance.
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In the sphere of publishing, the product is tangible. Books are
tangiblc and can be carried physically, A book possesses the three main
featurcs of a product. l.c. core product, tormal product, and angmented
product. Therefore, 1o attract customers o buy published products
'especially books the publisher should devote her energy 1o imprﬂwinfg
product (Books) quality. l

Stanton ct al. (1994) outlined the main thesis of the concept of

product to include:

L Customers are primurily interested in the quality of the product
they buy;
ii.  Customer choice of goods [rom among the competing brands

1s puided by the need to obtain quality for mency.

Hi.  The organisations have the obligation of improving and
maintaining the quality of products so as Lo atlract and ['clai;i
customers. It thercfore means that the book. like any otheir
product should be of high quality for it to setl in the market. {
Books. as revealed in the various literalure sources. are uniike

other products such as pen, soap or bread. They are products of man":s

mind and cach product has 10 be matched with like mind. This forms

the bedrock of a quality book. ‘
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2.5.2 Price and pricing

There is a complex relationship between marketing costs, SElICb:‘,
revenue and profitability. The price that the murket is prepared to pay
for product is related (o its perceived value.
|

Price according to Schewe (1987) is that which the buyer gives up
in exchange for somcthing that provides satisfaction. Thus, price is the
moncy or other equivalent for which any product is bought or sold. In
short, any transaction can bhe seen as an cxchange of something of valué,
usually money (price). for some amount of satistaction (product).

The perecived value of publtished works and the price that the

1

!
consumer is prepared o pay are determined 10 a greater extent by the

price of competitive product or the price that the market is accustomed
to paying’ Butcher and Rowley ( 1995).

Price and pricing rests on costs, demand and competition. Pricinjg
in conjunction with sales volume determines revenue, Indeed economy
viability depends upon revenue exceeding costs by a sufﬁcic_ntlj!)

comfortable margin. For the publisher, revenue must  exceed

expenditure, in order 1o remaiin in business, ]

However, books are priceless products which implies that the
perceived value of certain books goes bevond its market value (_priccj
paid Tor it. Smith (1990) outlined lactors miluencing sales of a book té

include (a) value of a book (b) the quality ol the book (¢) the prestige of
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the author’'s namc (d) the tmceliness of the subject and (¢} the

attractiveness of the design. Invariably a good book sells itself.

2.5.3 Place (Distribution) | ::!

Over the vears there have been cilorts by publishers to adopt
marketing principles and practices to boost book distribution and expandz
the horizon of the book trade. Distribution provides time and place
utdity and sets the stage for posscssion utility. Distribution, or “place”,
is the process ol making sure that the product is available where amd:
when it 1s wanted Schewe (1987). In o nuishell, distribution involves the
movement of products in all stages of development from resource
procurement through manufucturing and on to final sales.

The task of organising a commercial network to dispose of books
ha remained the constant and central preoccupation of bookselling from
the very start up Ul now. In Nigeria, the tand size i3 large and the “book
market’ has great potential for expansion.

Muhammed (1988) Dipeolu (1983) identificd poor distribution
techniques as one of the problems that is bedevilling the acquisition of
published materials in Nigeria. The absence ol satisfactory book
distribution channcls is perhaps the weakest link in the entire chain from

publishers to readers.
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Ogunrombi and Adio (1993) reported thal about 75 pereent ot‘thé
sales of sccondary schoo! textbooks in Nigeria occurs in the south,
According 1o the study, two third of these are sold i the western states..
On the various methods of distribution of books. Smith (1996)
identilied the following methods | ' ‘
i individual consumers
ii. institutions
. retailer
1iv.  Wholcesalers.
The processes leading to placing a book i the hand of the reader need o

be managed appropriately

2.5.4 Promolion
There 1s a symbiotic relationship between book publishing al;ui
promotional strategics of publishers to get the book to the final
consumer. The business of publishing 1s communication oriented in
|
nature as the book is an important tool for the communication of ideas
ﬁ'o.m the writer to the reader. [n the same vein, the seller employs
various promotional tools 1o get across to the buyer. |
According o Berkowitz, Kerin and  Rudelus  (1989) ihc

promotional clement comprises a mix of teols available for the marketer

callcd the promotional mix which consist of advertising, personal
i
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sclling, sales promotion and publicity. Furthermore, all these clements

|

can be used to:
a. Inform prospective buyer about the benelils of the product,
b. Pcrsuade them to try it and

c. | Remind them later about the benefits they would enjoy by using

the product. | J
The essence of promotion is to inform, persuade and remind lhé
potential buyer about the offer, Thus, promotion is uny technique th&;t
persuasively communicate favourable information about a seller’s
product or scrvice lo potential buyers either directly or thorough others

|

wha can influence purchase decisions.

A key role of marketing is to influence the way a product or
service is perceived, and promotion is the tool Lo achicve this. As Cootg
(1993) puts it “the continuing success of any business venture dcpend;s
on its ability to attract and retain satisficd customers. And this does n();t
Just happen. So it needs 10 be carclully planned, structured exceuted,
assessed-and changed if necessary. This s so because what (he
customers sees as a firm’s tolal marketing aclivity is the outcome of itis
promotional activitics,

From the foregoing. it is imperative that a publishing house needs

to draw up a promotional strategy that would be employed to attract and



retain its customers. Adelcke (2000): suggested three processes for
designing promotional strategic plans. These include:-
a. the planning phase

b. tmplementation phase, and

c. control phase, with each made up of different steps and activities.
Also. there 1s need for a separate promotional budget. This is to allov:v
for a proper blending and meticulous implementation of the promotional
goal in the highly compctilix'fc publishing market. Inn today’s puhlishin:g
business the challenge ts for firms to orchestrate winning formulae that
would position them where they would be seen, heard and patronised iﬁ
the crowded market. A perusal of the available literature points (o 1a

consensus among contributors that publishing is important to the socicly

and that 1t 1s to be valued and promoted.

2.6 Promotional Tools in Book Selling a

The key role of marketing 1s to influcnce the way a products or
service is perceived. Promotional tools are employed in various ways
by markets in the marketing of products and services.  Smith (1990)
simply divides the process of book selling into three major groups.
These according to him include (i) promotion (i1) gelting the orders und
(iii} filling the orders and delivering the books. Promotion in the boiok

business is the process of letting people know that the book exists, and
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persuading them to buy it, Smith also posits that the vigour of the
publisher’s promotion campaign and the booksceller's confidence that the
publisher will really do as much promotion plays important role in the

volume of sales.  Promotion therciore is once of the critical factors

1

!

influencing sales, both direcily and through its influence on booksellers.
Smith (1990) identifted six items of promotion thal every
*
publisher is likely Lo use for every book. These include:

- The jacket or printed cover of the book itsel !,

- Revicw copies for newspapers and magazines.

- Presentation copics for sclected individuals.

- Announcements to the book trade.

- Sales representatives’ calls on bookshops. schools and so

forth, and

- Printed advertising of some sort,

Communication with the target market can be accomplished using
one or more or a blend of the following: advertising, personal sclling,
sales promotion and public relations/pubhictty

Advertising 15 often used top make consumers aware of a

product’s spectl quality or benefits, 1t is any paid form of non-personal

|

|

presemtation and promotion of ideas about goods and services by an

identificd sponsor. Kotter and Armstrong (1996} An important function

of advertising is to create an image thal consumers associate with a
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product, known as the brand tmage. Consumers frequently buy books
puiblished by a known publisher or by a reknown author. J

Advertising is most {requently done on television, radio, and il
boards; in newspapers, magazines. and catalogues: and through (lircc:l:E

mail to the summers.

Promotion according to Stanton ct al (1994) i1s an c¢xercise of

passing information or of persuasion and communication. The purpose
of promotion is to inform, influence and remind consumers about the

i
core benefits a product possess.  The promotion (cchnigues that are
appropriate [or usc in book business include.

i, Point of purchase promotion: this is carricd out by displaying
poster of good on the windows and at product locations inside
the shop.

1. Sample: Distribution of the newly produccd materials as they
arrive inte the market was often done in the past.  Sample
distribution is the maost effective but expensive promotion
technique because the materials involved are never returned.
Steinhoft (1992), And as canvassed by Smith (19.90) when a
publishing housc is young and the member of books it has
brought out is relatively small. it 1s easy (though expensive)

for promotion to deal separately with all the books published. |
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ii.

iv.

|

Fxhibits: are done by displaying books at conferences, annual
general mecting, seminars, workshop, library week or during
anniversary.
Personal selling: the use of sales representative is another
promotion tool book publishers use to conduct direct sales 1(3
customers.  Sales people are now used primartly where the
products are complete and require detaited  explanation,
customised application, or carclul negotiation over price zmd
payment plan (Robbs 2005).  The sales person helps th(;
customer identily problems, works oul a variety ol solutions,
assist the buyer in making decisions. This forms the basis for
what 1s tody known as relationship marketing.
Publicity: This involves building goodwill and relationship
towards an organisation and its product or service.  Fere, a
|
markcier may scek to retain customers by lcarning a
customer’s individual interests and then {ollowing services to
meet them. Amazon, Com, for example, keeps a database of
the types of books customers have ordered in the past and thenI

recommends new books to them based on their past selections

Robbs (2005). z
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1
In conclusion, in telling the word that a good new book has come
!
into existence, the promoter is supplying a critical link in the chain that

stretches from the authors writing table (o the reader with a book in

hand. The validity of this statement lics i the various methods

publishers employs to promote hooks.
|

2.7 Channels of Distribution of Trade Books 1

Determining how products should move through distribution
channels is a major marketing decision. Some products are mal‘ketea
most effectively by dircet sule form manufacturer o consumer,  Others
products, like books are marketed through o chain of channcls. Most

1
consumer products more from  manufacturer through agents to

wholesalers and then to retailers ultimately reaching the consumer.

Traditionally, trade books have been sold primarily by sales
]

people calling on bookstores across the country taking orders for
forthcoming books. Also, books are usually more form publisher to

bookseller through wholesale distributors. k

However, with the use of the internet for scelling books, the
distribution channel for uwade books has assumed a new dimension.

Through web sites, interncts booksellers now aflow buyers to choose
l

form an cnormous sclection ol books.  Encarta (2005), under this

arrangement, once the order is placed the bookseller obtains the books
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and scnds it o the buyer. Amuzon.com. which started business in 1995,

1
was reported to be the first major online bookseller.  Other internet

bookscllers soon sprang up and developed web sites. By this
booksellers and  publishers sell e-books over the internet in the form of
|
computer files. That is, a reader makes a purchase. then download the
text to a personal computer or a personal digital assistant (PDA) or
directly to a specially designed ¢-book device.
S i
However, in Nigeria book distribution 1s still facing a lot of
challenges. Mohammed (1987) reported that book distribution rcmains!
one of the main bottle necks in the development of variable publishing
industrics in Nigeria. e suggested that booksetlers should co-operate
in promotion and advertising, and to adopt uniform discount polices and
pricing policy. This has become uecessary, sinee the acquisition of
books will become casier when they are not only fully pubiished but
also distributed with greater effectiveness. !
As Benge (1979) puts it “the absence of satistactary book
distribution channels is perhaps the weakest link in the entire chain torm
publisher to reader.  The choice of distribution channel used by a book
publisher is critical to the overall success for is marketing efforts. I
The major channels lor the distribution of books in Nigeria

include: . {
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- Publishers: Some publishers sells divectly (o libraries, schools,
governments and non-governmental institutions. This in most

cases, involves comnusstoned tiles or special project titles, !

- Agents: Book agents are in the bustness to sell to whalesalers,

retailers in large quantities. They establish very wide link with

u.
|
various scgments of the market. :

- Wholesaler: wholesalers ave large scale carriers or buyers of
books who sclls to retailers, bookshops, libraries and schools.
In Nigeria some established book publishers like university
press, leinemann, Longman Nig. {(Plc.) 1o name a few SCHSI
through the above mentioned channels.

Another tmportant channel in the distribution of trade books is the
retatler. These are the merchants ol many different sorts, who sell
books. most [frequently one by onc to the actual users.  The retailer
normally bandies a wide varicties of books not merely those of one
publisher.

Bookshops are the major outlet for the sales of books especially in
the urban centres in Nigeria.  Bookshops operated by individuals,
missionaries and universities could be found in every town in Nigeria.
The bookshop buys from different Book publishers various Kinds of

publications and scllsto buyers with diverse interests and taste.
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!
It is obvious that technology advances in the printing and
publishing industry will drastically alter current methods of book

production and distribution.

Summuary ol the Review .

In conclusion, even though hooks have been described as
priccless, they are not worthless. The review of related literature
revealed that trade book publisher’s marketing decisions are therefore
crjtical to the sustainability of the business and the achicvement ol set
objectives. A successiul book in the market is that which publisher is
capable of bringing mutual benefit to the publisher and the buyer. A
planncd marketing of a publisher’s ware is a prerequisite to ilsl

acceptability in the market. Indeed an effective marketing programme

biends all of the marketing mix elements into a cootdinated programme

L

1
designed to achieve the company’s marketing objectives by delivering

value to consumers. \

Essentially, th§ review  shows  (hat  approprinte  marketing Il
strategics and techniques, cffective distribution using the relevant
promotional tools are prerequisites to the success of trade book

publishing business in Nigeria. -
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The literature on publishing i Nigeria is scanty when compared
with avatlable Itterature in other aspects of knowledge in tie liled of
librarianshin.  As Ladele (1992) puts it a perusal of the account on

publishing as oxit arc manly drawn form coxperiences of different

writers, incipicnt publishers and publishing executives.
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CHAPTER THREE
RESEARCH METHODOLOGY
3.0 lutroduction | | 1
This chapter discusses the research method employed for carrying
out the study. it deals with the population of the study, sample and

sampling method, rescarch instruments used for the study, and data

collection and data analysis procedures. !

3.1 Research Mcthod Adopied | !
Survey research method was adopted 1o carry out the study. The
survey research method according 1o Osuala (2005) 1s the one in which
a phenomenon, group ol people or items are studied by collecting and
analysing data from a sample considercd to be representative of the
|
entire group under study. Furthermore, survey research, studies hoth
large and small populations by sclecting and studymg samples chosen
from the populations to discover the relative incidence, distribution and
|

interrelations of sociological and psychological variables. This method

as observed by Osuala (2005), offers flexibilily and versatility

3.2  Population of the study
The population of the study comprises ol trade book publishing

houses in Nigeria.  The book publishing houses that constitule the

|
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population of study are selected from different parts off Nigeria,
!.

According to Amalt (1999) by 1986, there were (53) trade hook
publishing bouses in Nigeria.  Also Oladele (1992) identified 131
publishers in Nigeria as at 1992, l
_ : I

Therefore, twenly six sclected trade hook publishers constitute e

population of the study.

3.3 Sample size and Sampling Procedure

A sample size ol forty (40) trade book publishing houscs ini
Nigeria 15 was taken for this study. Using the purpostve sampling
technique forty (40) trade book publishing houses were selected from
towns focated in the Northern and Southern parts of Nigeria. The |
respondents for this study consisted of marketing managers, branch

managers sales representatives of selected trade book publishing house

in Nigeria. ' \

3.4  Instruments for Data Collection

The instruments used to gather relevant data and information
include documentary sources, questionnaire, observalions  and
interviews. The primary instruments used 1o collect data  are l
documentary sources and questionnaire.  Interviews  and  direct

observation were used to augment questionnaire and documentary !



|

sources. According to Osuala (2005) surveys can be conveniently
classified by the {ollowing method of obtaining information: personal
interview, mail questionnaire, panel, telephone and o controlled
observation. hile  documentary sources  provided  background
mformation, the questionnaire would was used because it offers th:e
ability to provide a uniform type of data from all the respondents. The
use of unstructured interview was (o solicit for additional information

!
and authenticate data to be gathered through questionnaire. On site visifs

to sclected book publishing houses was embarked on to get a first hand

information. (

3.4.1 Questionnaire !

Two set of questionnaires were designed for collecting the dat.a
for this study. These contain both unstructured and structured questions.
The first questionnaire was mceant for marketing managers and it is
designed to soficit for general information. the book market, murketing
strategics of book publishers, structure of the book market an:d
marketing mix strategics. The last part of the questionnaire requested the
book publishers to state their opinion on the marketing techniques,
promotional tools and distribution channels being used and the
responscs of the Nigerian book market to their marketing clforts. The
questionnaire was divided into three main scctions, A part of the
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question requested to know the opinion of respondents on how cffective
the marketing techniques of trade book publisher have been able to
facilitate book availability and accessibility in the market.

The second questionnaire was imcant for branch managers or sales
representatives. [t would  covered  gencral  Information” on  the
respondents. It also solicited their opinions on current marketing
strategies being cmployed by book publishing houses in Nigeria, The
unstructured interview  was used o clicit additional and  authentic
information which may not be provided through questionnaire.  This
threw more light and ofTer clearer explanation on some of the questions

contained in the guestionnaire.,

3.5  Procedure for Data Collection

Questionnaires were administered on the marketing managers of
the forty (40) book publishing houses spread across Nigeria. Rescarch
were engaged to distribule questionnaires o some of the respondents
while the researcher personally administercd some 1o majority of the
respondents. The method used in distributing the  questionnaires
provided the researcher with the opportunity to cstablish rapport with

respondents and to clarify certain issues on the study.
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3.6 Procedure for data Analysis
The data gathered were mnalysed  deseriptively. Descriptive
statistics such as percentages., tables were employed to analyse the data

collected.
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CHAPTER FOUR !

DATA ANALYSIS, PRESENTATION AND DISCUSSION

4.1 Introduction |
This chapter presents the data colleceted  from the publishing
companics and their sales personnel from different branches within the

_ '|
country. The two scts of data were presented together where they have
common  variables. Thc. structure ol the chapter consist of the
demographic characteristics of the marketing managers and the sales
representatives and branch managers of the publishing cnmpaniels.
These are presented in tables of frequencics and pereentages. The other
sections consisted of the analysis of the variables relating to tljc
marketing strategics adopted by the publishing companies towarc!ls
addressing the objectives of the study. The analysis and discussion are
done in line with the research questions raised in the study.

|
|
4.2  Response Rate ‘

Out of the 100 number of questionnaire distributed in the ratio of
|
40 to markcting managers/executives and 60 to sales representatives or

marketing officers respectively, 26 (653%) and 43 (71.6%) were returned

duly completed. The response rate is presented in Table 4.1 below.
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Table 4.1:

Response Rate

Respondents No. of questionnaire No, of Pereentage
administered responses
- Marketing Mangers 40 26 63
i
r Sales Representatives 60 | 43 716
|
|
 Total 100 69 69
i

From Table 4.1 above, it can clearly be seen that out ol the 100

copies of questionnaire administered to the respondents. 69 were

returned as duly completed.  This represents 69% response rate.

The

high responses obtained were because the rescarcher painstakingly

administered the questionnaires personally 1o the respondents.

4.3

In

Data Analysis

this section, duata collected

for the study

deseriptively using frequency tables and percentages.

14.3.1 Descriptive Analysis

15 analysed

This section of data analysis presents the analvsis and discussion

of data collected [rom the research questions raised in the study.
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4.3.2 Types of Marketing Strategies Employed by Book Publishers
in Nigeria

One of the major question this study sets out Lo provide answer 10
is the identification of thwe type of marketing strategics employed by
book publishers in Nigeria. [n providing the answer to this question, the
companies were simply asked to indicate the sirategy they adopt as a
policy. Turthermore, the opinion of managers and sales pursonnell
working in these companies were sought as to the appropriatencss of the
stralegy.

A varicty of strategic options are available to a [irm.  Schewe
(1987) identificd the low-cost strategy, differentiation and focus strategy
as the three generic strategics.  However, he cexplained four ()tllcf
spect{ic strategies each with i:s unique [eatures. |

Market leader strategies: A market leader 1s the firm with a

!
dominant market share that sets the pace for the other firms in that
markel or line of business. The dominant firm's goal 15 to stay on top.
Majorily of the book publishing companies in Nigeria indicated that
they desire to be at the top hence they emplay this marketing strategy.,

Challenger strategies: Firms that strive (0 take away some portion
of the market [cader’s share are challengers. They employ direct attack
or backdoor strategies to penetrate the market. For example, coca-cola,
Pepst expericnce in the soft drink warkel is being pursued in the

|
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marketing of other products like books. In the Nigerian book publishing
industry, the few new entrants into the market employs this strategy i:n
order to have a good share of the market lcader’s customers to patronize
them.

FFollower strategics:  This marketing stratcgy also referred to alls
“me too” strategy. According to Schewe (1987) where the firm’s
product is standardized, a.nd when there is little  opportunity to
differentiate among competitors’ products, on when consumers are
highly sensilive 1o price, this strategy is adopted. Market positioning is
appropriate in this kind of situation for a firm that desire Lo remain in
business.

Market Nicher strategies:  [n almost every industry, there are a
number of small firms that avoid direct dashes with larger competitors.
These firms {sometimes called “nichers™, from “market niche™) use \hc.
focus strategy. Thus a nicher scrves a market scgment that has cooet
growth prospects and in which the nicher’s special talents provide some
degree of competitive advantage. Nichers focus on quality product and
fow price to aitract customers, 1n publishing, some publishers in India
for instance cmploy this strategy to gain aceeptability in the market.

Table 4.2 below shows the various marketing strategies adopted

by book publishing houscs in Nigeria,
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Tahle 4.2: Types of Marketing Strategies Fmployed by Various

Book Publishers in Nigeria

Market S{tmtegies

2. o8l 2.
SMNo. | Name of Publishers 2 ‘Eﬁ g :SD ZZ)<cé

T E=Z |22 8F

% % 2 % 2 215 7
| University Press Ple, Ibadan N - - -
2. Macmillan Nig. Publishers Lid, Lagos v - - -
3. Evans Brothers (Nig. Pubhshus)__l_,}d Ibadan y - . -

[ 4, | African First (Nig) Ltd, Oniisha \ - - -
S. | Bounty Press Ltd, ibadan v - v -
6. Delta Publications Nig. Ltd, Enugu I v -
7. Heinemann Educ. Books (Nig) K - - -
8, (mqluyd(forpomlmn Lt_d Zaria - v [V
9, Oriltﬁu@ftz_ Publishers N}; i:lﬂdu_&ibddan V- -

10. Spectrum Books Ltd, Ibadan v oI - - -
1. African University Press Ltd. [badan v - - -

112, | Northern Nigerian Pub. Co. Ltd | Zaria V - 1 - V
I3, Malthouse Pross Ltd, 1.agos v v o vy
[4. | Nelson Publishers Lid, Lagos - R -
[3. Litcramed Pub. Ltd, Lagos v R v
16. Longman Nig 1’ic, Lagos L v - - v
17. Pacific Publishers, Enugu ¥ . . -
18. Fourth Dimenstons Pub. Co. Ltd, L Enugu n\" - - -
19, | Gabelks Publishers Ltd, (badan TV A
20. Ahmadu Bello University Press, Zaria - N - -
21. Paramount Publishers, Benin City R N | - -
22. Bells Publluanon , Yola i v v v v
23. Academic Press Lid, Lagos v I A - -

| 24, | Topdam Educ, Publishers Lid, Abcokuta v N v
25, Abic Books and Equipment, | Enuz_u B o K -
26. Ethiope Publishing (,orporatton Btﬂlﬂ Ciy | - - % - -

Toiat

A company’s marketing stalegy is a plan which shows where the

company is heading and how 11 is moving towards achieving set

objectives. 1t specifies series of manocuvres designed 1o obtain desired

results. Findings in this study as shown in Table 4.2 above confirms the
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prominent placc that book publishers in Nigeria give o the choice and
application of marketing strategics as competitive weapon. It was
revealed that majority of the book publishers 19 (73%) desire to be t.hle
market leader in the Niperia book market. The implication of this, {s
that this would engender innovativeness that is required to reposition t.h;e
industry towards meeting the high national book demand.

This explains the intense competition among book publishers iﬁ
the Nigerian book market as cach tries o have an cdge over the other.
Imterestingly the competition in the book publishing industry has made
the search for new markets more challenging. The implication of this is
the desire of cach ol the book publishers to adopt winning markctinlg
strategies. |
Having identified the types of marketing strategies adopted by

]

cach of the respondents, the study went further to identity the marketing

strategics.

|
|

4.4 Recasons for Choice of Marketing Strategies by Book
Publishers

The cheice a company makes and the reason lor such choice is a

*.

critical factor for success in the marketing of any product. The adoption
ol marketing strategy is determined by so many reasons. Among these
reasons are the environmental lactors, sales objectives and strategies

60

.s?_:*_:r T-a‘_ﬂ; ’:{‘ﬁu'_f; ra;l 1 EHRE ;y.;?“ :"JL. A h Ty



adopted by other competitors in the market. Others include the need to
increase market share and the penetration into new markets. Table 4.4
1

below presents the reasons that determine the choice of marketing

strategies by marketing managers of book publishing honses in Nigeria.

Table 4.3: Reasons for the Choice of Marketing Strategies by

Marketing Managers ‘-

{
5/No Reasons for chaicc ol | Strongly Agreed Undecided | Disagreed | Strongly
strategivs agreed o % % disugeeed
1 Ui I %
(. Environmental factors (3(50.0 } 6(23.1) TS (3.8} 31 105)
2. Marketing and  sales | 12(46.2) l 10{38.5) - 4(15.4) -
objectives 1 e i
3. Competitors® strategies 8(30.8) ] 8(30.8) 2(7.6) 3(11.5} 5(19.0)
4. Increasing market shaves 9(34.6) 6(23.1) - - [1{42.3)
5. Penctration into new | 11(42.3) | 8(30.8) - 7(26.9) -
market J

As obscrved in the above Table, 22(84.7%6) of the publishers were |
of the opinion that marketing and sales objectives are high in their
criteria for selecting (heir strategies. This tmplies that the companies
use the marketing and sales objeclives to determine the strategies they
employ in the exccution of their businesses. A company’s marketing
strategy provides some guidelines for competitive war{are that will
dircet the actual activities of the organization.  Lnvironmental {actors
also has a high score of 19(73.1%) among these criteria. The advent of

audio-books, clectronic publishing and sales of books via the internet
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4.5. Factors Determining the Choice of Marketing Strategics

The rescarcher tried to find om the factors determining the choicé
ol marketing strategics by book publishing companics in Nigeria. i
this light, the responses of marketing managers on factors determining
the choice and adoption ol marketing strategies by book publishing

companics in Nigerta arc presented in Table 4.4 below.,

Table 4.4: Factors Determining Choice of Marketing Strategies

|

Fuctors straqgly Agricgd Undeeided 1 Disagreed | Sirongly
agreetd Y Yo % disagreed
Y% %
General company objectives 22(84.6) AN 12.3) (2.3 -
Competitors marketing | 20076.2) | H9.3) - T (2.3) 1{2.3)
| strategics \
Marketing tactics 18(96.2) | 4(9.3) l 4(9.4) R 1(2.3)
Increasing profitability 23(88.4) 1(2.3) ] - 1(2.3) 3(7.0)
| ]
Adracting and retaining new | BHS3.E) 268 1 HALD) 1(2.3) 7.0
customers i L

As would be expected, majority ol the respondents felt that
general company objectives 24 (92.2%) and increasing profitability 24 |
(92.2%) arc the main factors guiding the strategics adopted by the
publishing companies in the exceution of thew business. Similarly, as
shown in the table above, 21 {80.7%) of the respondents equally rated
highly the factor of attracting and retaining new customers as one of the |
major considerations behind the strategies adopted by the publishing

companies.
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|
Sinee strategies chart the way that business outfits conduct thclir
businesses, it is imperative Lo identily the factors which has impact on
the realisation or achicvement of set objectives.  An understanding of
the symbioc relationship between marketing  sirategies company
objectives and competitors marketing strategics is necessary in this

respect.

This outcome s not surﬁrising as the gencral company ob‘iectivels

|

should provide the basis [or the choice and application of marketing

1
strategies armed at achicving sct objectives, '

4.6  Types of Promotional Mcethods Employed by Book Publishert‘;

in Nigeria .

The type of promotional method emploved by a firm to inform,
persuade and remind buyers of a given product plays significant role in
the perlormance of the product in the market. As a strategic choice and
tactical decision, various promotional methods arc employed by book
publishers.

‘Companics employ vartous promotional methods (o create
awareness, inform and persuade buyers to purchase their products. In
the book publishihg business. especially in the arca of marketing books,

employing the appropriate promotional method to reach different kinds

64
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1
of customers is as challenging as making a book appealing to the

market. \'
Essentially, therc are promotional methods which book sclters has
always employed to announce the arrival of new and old titles. 1t 1s
interesting  to note  that .cvcn with the advent of information and
communication technology, these promotional methods are still relevant
to the marketing of books in Nigeria. \
Table 4.5 below shows the rating of the promotional mcth()(HS

|
adopted by book publishers in Nigeria. }
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Table 4.5: Types of Promotional Methods Employed by Book

Publishers |
' Promotional Methods
i :
Name ol Publishers = -?—Jn
TEIEIRIEIE Slel gz
2l2 5l & Bl EIElElB S
_L‘z Ll ZV el Q) O == a2} &
I University Press Plc, Ibadan Y1V v ERNEAR
2. | Macmillan Nig. Publishers Ltd, Lagos AR AR AR AR A A
3. | Evans Brothers (Nig. Publishers) Ltd, lbadan | ¥ | N | « | v | N | - | S | V| N[ Y
4. African First (Nig) Lid, Onitsha PPN N A _I_i I IR A I
5. Bounty Press _Ltd, Iﬂbatdan - l - - |- V & N BV I B AV
6. Delta Publications Nig. L, Euugu [_\J I R Y V—i V-] -]V
7. Heinemann Educ. Books (Nig) SN [ I IV VAN BV
8. Gaskiya Corporation Lid, Zaria AR T- T A
9. | Onibonoje Publishers Nig. Ltd, tbadan I EEREIEE N
..I_O' Spectrum Books Ltd, Ibadan ¥ _ ¥ [ vV - - l_\"
I1. | African University Press Lid, [badan - ’ NI A y
12, | Northern Nigerian Pub. Co. Ltd., Zaria - ’ A R I v I B .
Ll?,. Malthouse Press Lid, Lagos AR AR AR v
14, | Nelson Publishers L, Lagos A ARV B I B e
15. | Literamed Pub. Lid, Lagos I N B A A e [ Y v
16. | Longman Nig Pic, Lagos ¥ AR Y
17. | Pacific Publishers, Enugu - ITA'ZJ B R A e v KR
18. | Fourth Dimensicns Pub. Co. Lid, Enugn _]_\e" vr. - ¥V IE v ’ N
19. | Gabeiks Publishers Ltd, Ibadan A B B A l - - l VIJ[V L ~
20. | Ahmadu Bello University Press, Zaria S I e e ‘ A v
21. | Paramount Publishers, Benin City N AN BV R B vV “
22. | Bells Publication, Yola N N R |- A
23. | Academic Press Ltd, Lagos vy AL - J"_ ¥ | VNI IR
24, | Topdam Educ. Pubtishers Lid, Abeokuta T-T1-1- R
25, | Abic Books and Equipment, Enugu AN Ei_- VIV -1 -
rfﬁfl—ﬁthiobe Publishing Corporation. Benin City | N | ¥ | PN -V
| Total f i | R J' 8 I 23 ’ 316 ] 13
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Finding on the various promotional methods employed by book
publishers as indicated in Table 4.5 above shows that 23 (88.5%) of the
companies studies see sales Representative calls as one of the most
popular method ol promotion. The use of publishers catalogue 20
(76.9%) and Window/shop display 18 (69.2%) were cqually identified
among the highly rated mecthod of promotion employed by book

publishers in Nigeria, . |

|

The findings here conforms the researcher’s observation on the

field of the high level of involvement of sale representatives in the book
promotion chain in the Nigeria book markel,  However, the high cost
associated with this method has implication for the final price of books
in the market. But as Amanda (2006) obscrved. the publishing husincsé
has changed over the years and it has become more important for

publisher to communicate with their existing and potential market

through sale representation (various promotional methods).

4.7 Promotional Tools Fmployed by Book Publishers in Nigeria
With regard to the choice and application of promotional tools

cmployed by the book publishing companies, the opinions ol sales

representatives were sought. Being the operatives on the {ield, they are

in the bust position to assess the effectiveness or otherwise of these
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tools. The opinions of (he sales personnel are presented in Table 4.6

helow.

Table 4.6:  Sale Personnel’s Opinions on the Promotional Tools

Employed by the Boold Publishers

S/Nn Prometional tools Muost Useful Undecided Nol Not Useful
Hselul T ) [sedul atull
_ Yo L ) %a
1, Personal selling 30(69.8) | 11{25.6) - 2(4.7 -
2. Advertising A47) | 24(558) | 494 11360 -
3. Sales promotion 2(4.73 24(55.8) - 1ieRsS) 6(13.9)
4. Publicity 123y | 12279) | 369 | 27(62.7) | )

publications was ranked as the most useful tool of promoting books, |

As shown in the above table, personal sales 41 (95.4%) of
I _

This pesition is in agreement with earlier responses on the promotional

methods obtained from the marketing managers as discussed in table
4.5. 'The high score obtained under personal selling has justified the use
of sales representatives 1o reach out to customers. This indicates that at

the level of exccution, the appropriate tool is being cmploved to achicve

the objectives of the chosen promotional method.

It is not surprising that personal sciling. which involves the use of

sales personnel to sell books is the predominant tool being used 1o

dispose of published books. When this 1s related to the findings on the

promotion methods as reported in Table 4.5 where it was discovered that




the use of sales representatives was considered above other methods. 1l
has become glaring that maost book publishers i Nigeria still use the
traditional methods of selling books. [t is anticipated that as more book
publisher begin to embrace e-publishing, the use of the internet tor book
selling would become aceeptuble,

However, the mmplication of this is thal the cost ol selling books
becomes Iigh as a result of the high personnel costs associated with
engaging many sales representatives. This cost is eventually transferred
to the buyer. Invariably. this contributes to the high cost of books in the
Nigeria market. Since a company’s marketing strategy also focuses on
the choice of appropriate pricing strategy. book publishers in Nigeria
cannot overlook the aspect of book pricing and cost and  their

implication for higher patronage by buyers.

4.8 Controution of Marketing Strategies to the Achievement of
Marketing Objectives
The third objective was to identily the various ways that the
chosen marketing strategy contributed to the achievement of marketing
objectives.  To achieve this, the opinion o’ marketing managers and
sales representatives were sought.  Table 4.7 below presents the data

collected.
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Table 4.7: Analysis of the Opinions of Marketing Managers and Sales Representatives on the Contribations oﬁ
Marketing Strategies Towards the Achievement of Publisher’s Objectives _

S/No  Marketing Strategies Respondents
m Marketing Managers Sales Representatives
TSA% | A% | U | D% | SD% | SA% | A% | UD% | D% | SD% |
1. Points the direction to Em_.rm::mm 16(61.3) 7(26.9) 2(7.7) ” 1{3.8) - 2HS5.8) | 13(30.2) 0 3{7.0) 370 _
efforts _ _m
2. Facilitates choice of tactics 12(46.2) | 10§38.53) | 3115 \ 1(3.8) (k1A 120279 1 22(51.2) - C1(2.3) B({18.6)
3. Keeps us ahead of competitors 16(61.3) | &(23.1) - 1(3.8) | 3(11.5) | 26(60.5) | 11{25.6) - 6(14.0) -
1 wmsmc.wm.m effective book distribution 12(46.2) | %(34.6) - 277 - P 21(48.8) | 18(41.9) . 1(2.3}) | 37.0)
3. mm:”.,:_,.mm effective promotion of books | 13(50.0) | 8(30.8) - 271D 30E1.5) 1 18(31.9) | 19(44.2) - 2(4.7) 4(9.3)
0, Facilitates the choitce of marketing 10(38.3) | 11{42.3) _ - . 13.8) HI13 200465y ¢ 16(37.2) 4 (4.6} S(11.6) -
mix |
“q. .mmmn::m:mm execution of marketing [433.8) | 1K38.50 - 2077 3(11.3) | 26(36.5) | 19(44.2) - - 3(9.3)
activities ; _
3. _ﬂmn::mﬁm in the coordination of 10(38.5) | 11(42.3) - 1¢3.8) 40154y | 23(53.5) | 13(34.9) - 511.6) -
marketing activities _ ] "
9. Wm:m:wmm the  identification Sﬂ. 9(34.6) | 11{42.3) | 2(7.7} _ 1(3.8) § 3(11.3) | 23(53.5) { 14(32.6) | 3(17.0) i 1(2.3) 2(4.6)
‘marketing segment 10 penetrate i
10. mmmn:_aﬁmm market positioning %(34.6) 11{42.3) - 3(3.8) 5(19.2 19(44.2) | 1B8(21.9) - 6(14.0) -




ssentially, a company’s choice and application of marketing
strategics is done to fucilitate the achicvement ol set objectives, from the
table above, 23 (08.4%) of the markeling managers and 37 (86%) of the
sales representatives opined that the marketing strategics adopted by the
baok publisher points the direction to marketing efforts. |
With regards to how the application of murketing strategics
ensures effective promotion of books, 13 (50.0%) of the marketing
managers and (8 (41.9%) of the sales representatives were of the
opinion that effective promotion is ensured by the marketing strategies
adopted by the companies. This goes to show that not matter the quality
of a book, it has o he promoted.  And this activity is euided by a
company’s choice and apptication ol promotion method and tools which
have strategic implications. ]
|

Concerning the execution of marketing activities 14 (53.5%) of

the marketing managers  and 200 (46.5%)  sales  representatives
respectively opined that the application of the marketing strategics
_ ' _ |

chosen Dby their companies facibitates the execution of marketing
activitics, a given marketing strategy and executing same toward aE

desired end., : i
The implication of the lindings here is that the two groups of
respondents e.g. the marketing managers and the sales representatives

agreed about bow the application of markceting stralegies goes 1o cnsure

71

|

Pt e Wi TeE 1 ’



the achicvement -of set objectives. Achumba and Iffiong {l‘)98i
atfirmed that strategic marketing emphasis is a major determinant of a
firm’s long run success and differential advantage in any marketing
environment.  This is more germane to the book publishing business
where competition s intense.  This is because the basis for a firm’s
choice and application of any marketing strategy 1s to achicve success

and obtain differential advantage in marketing, |

4.9  The Distribution Channels Used by Book Publishers to Reach

the Market I

The fourth objective of this study was to identify the types of
distribution channels used by the hook publishers to distribute books to
various segment of the market in Nigeeino  In line with this, the
marketing managers of book publishing companies were asked to
indicate the frequently used distribation channels as well as their

opinion as to the suitability of the channels. Table 4.8 below shows the

l

|
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Table 4.8: Analysis of the Opinions of Marketing Managers and Sales Representatives on the Usefulness of
Distribution Channels

SNo  Distribution Channels _ Respondents

| Marketing Managers Sales Represcntatives

_ IMostusclul | Useful - Undecided | Not — INot useful al [Most useful] Uselul | Undecided T Nt Not uscful at

! S % useful all %ol % uselul all

o % % %

i Wholesaler 100383) | 9G46) | 3(113) | (153 - 9209y | 16372y | - 16372y | 24%)
b Retailer _ TR(308) | 11323 | - 7(26.9) - 5300) | 2iaeE) | - [ 13(30.2) |
3. Bookshops T 15(57.7) | 10i38.9) - O 1{3.8) - 24558y | 18419y 1 - Iﬂuli T
A, Libraries 13600 | 8508 | 270 | A0S - 12(27.9) | 20046.5) | 493) | %209 -
_J Agents T T as38) | 623 - Tsansy | sy [1s349) ) 13G02 ) - 706.3) | $(18.6)
5 Schools T T%65.4) L 63 | 168) | 30.7) 26603 _ G0 | - 403) -
7. Book coorinator AT 27.7) - 16(61.5) . 6(23.1) | 9(20.9) w-_mz_.f o 703 | 8(13.9) |
wm. Mass distribution companies 9(34.63 I 4154} - 954.6) 4154) ; H9.3) n 10(23.2) ! HLo) 24(55.8) -
9, Mobile booksellers 337 [ 15657.7) - 6(23.8) | 3(11.5) q:m..,,__JW 18(41.9) - T 18(41.9) -
10. Mbﬁg sales 10 individuals 830.8) | 13(50.0) - 509.2 “ - 11667.2) 16(37.2) . e 11(25.6) R w




|

From the ‘Table 4.8 above, it can be seen that book publishers
ciploys various distribution channels o get books o the customers.
According to the opinions of the marketing managers, bookshops 25
(96.29%) und schools 26 (8%.5%20) stands out as the most usctul
distribution channels usced by book publishers v Nigeria. In the same
vein, the opinion ol sales representatives on the usctulness of the
distribution channels being used by book publishers in Nigeria indicate
that Bookshops 42 (97.7%) and schools 39 (90.7%) ranked as the musi'l
useful channels. |
The findings above corrclale with an carlier finding by Momah
(2006) m which he revealed that BBookshops and schools are the (wo
most uselul outlets Tor the distribution of books in Nigeria, ‘i
These were closcely followed by distribution through libraries 21
(80.8%) and 32 (74.4%) and Dircet sales o individuals 21 {80.8%) nna

32 (80.4%) as indicated by  marketing  managers  and - sales
|
i
representatives respectively. ll

The implication of this hinding is that cven though the book
)
I

market in Nigeria is Jarge, the distribution cutlets are not evenly spread
across the country.  Coupled with the Tact that most of the Book
publishing companies are concentrated in the southern part of lhé
country than in the northern part, the imperative is 1o employ aggressive
distribution methods (o each customer focated far away from the pint of

publication. ' |
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CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Introduction .
This chapter contains the summaries ol the study and mn_}m‘!

findings resulting from the data analysed.  Conclusion is drawn and

recommendations are also made based on the {indings of the study.

5.2  Summary of the Study

The study essentally, investigated the type of marketing
3 . . . i
strategies employed by book pubbishers i Nigerta, and 1o determine

whether there are differences in the marketing strategics of book

publishers in Nigeria, Also. investigated was the marketers® criteria for

1
the chotce of marketing strategtes and the wavs in which chosen
strategies facilitates the achicvement ol company objectives. L

In order to achieve the objectives of the study, frve rescarch
questions were stated.  Furthermore, the study adopted survey research
method. Qucstic-mnairc. oral interview, direct  observation  and
documentary sources arc the instruments used for data coliection,

The population of the study was made up of sclected book |
publishers in Nigeria.  The subjects of study were the marketing
managers and sales cxccutives of selected book publishing companies in

Nigerta.  Purposeful sampling technigue was adopted for determining
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the ¢hoice of marketing strategies o cach of the torty marketing,
managers and sixty sales representatives drawn firom twenly six (26)
book publishing firms in Nigeria.

The marketing manager’s questionnaire was patierned after the
five rescarch questions which sought to identify the type of marketing
strategies employed by book publishers in Nigeria, find out ways 1n

l
which marketing strategies contributed o the achievement of company
oh_iccﬁves. types of promotional ﬁmhuds und tools employed, how the
distribution chanincls are used by the publishers to reach variably

!
segments of the market and the cffect of marketing strategies on the
achievement of company objectives.

The second questionnaires were for the sales representatives
sclected from book publishers across Nigerta, The questionnaire sought
to elicil responses on the degree of emphasis the publishing companies
place on the a;.aﬁlicntiun of marketing strategies, how marketing
strategies contributed 1o the achievement of se objectives.  Oral
intervicws were also held with the marketing managers and  sates
representatives. In addition, official documentary sources of the book
publishing houses were consulted Tor additional nformation o
complement the responscs o the questionnatre and interviews.

Alsa. the questionnaires that were returacd by the marketing

managers and sales representatives were analysed deseriptively, The
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first part of the analysis of the responses by the marketing managers and
sales representatives has to with frequency distribution. and this was

done descriptively.

5.3  Summary of Findings
The following are the sumpiary ol the major Tndings of the study:
l. The study revealed that hook publishers in Nigeria employ
various marketing strategics in the conduct of their business.
However, the study discovered that 19 (73.1%) and 9 (34.6%)
E
companies aspire to be in the position of marketing leader and
challenger respectively, l
2. The opinions ol sales representatives und that of marketing
managers were along the same direction as 69.7% of the salés
representatives  agree  with marketing  managers on  the
marketing strategies adopted by thetr companices, ]
3. On the criteria lor the choice of marketing strategies, the
E
marketing managers identificd marketing and sales objectives
22 (84.7%) und environmental factors 19 (73.1%) as the major
determinants.  This s not surprising. since a company’s
internal and external environmental factors impact on the

direction of 118 activities especially marketing and  sales

functions.
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Concerning  the fevel of emphasis placed on marketing
strategies by hook publishing houses in Nigeria, the studyE
revealed that general company objective atlracting a response
of 24 (92.2%) and the need to increase profitability and relan
new ones ranked top.

The Nndings on the usefulness of promotional tools used by
the publishers showed that personal selling accounts for the
most useful ol This 1s why the book publishing companics

engage sales representatives a lot, l

With regards to the types of promotional methods used by the

publishing companies. it was discovered that the use of sales

representatives was ranked high by marketing managers.

i

The opinion of marketing managers and sales representatives
on the contribution of markceting strategies on the company’s
achievement of sct objectives indicate that majority of the
respondents 61.5% agreed that it gives directions o marketing
efforts and kept them ahead of compelitors. The apinions ofl
the marketing managers and  safes  representatives  were
unanimous on this.

Findings on the effectiveness of distribution channels used by
book publishers shows that respondents consider Bookshons.

and Schools as the most celfective.  Comeidentally, the
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opinions of marketing managers and sales representatives on

this aspect is not different.
9. The study Tfound owt that the views and opinions of marketing
managers and those of sales representatives on the marketing,

|

promotion and distribution strategies of book publishers in
Nigeria were generally moagreement. |
5.4  Conclusion

From the lindings of the study. the following conclusions were
drawn:

In a nuishell, it has been discovered that book publishers inl
Nigerta employs various marketing strategies such as market leader
strategy, market challenger strategy. market follower strategy zmd:
market niche strategy.

The analysis of the opintons ol marketing managers and sales
representatives on the eriteria and appropriateness of chosen marketing
strategics shows a high level of agreement.

With regards to the usclulness of promotional tools uscd and
types of promaotional methods employed by the publishers, personal
selling and the use of sales representatives were considered most useful

by both (he managers and sales cepresentatives respectively,

30



1
On the contribution of chosen marketing  strategics o the
achievement of company objectives, 61.5% of the respondents agreed
that it gives direction to marketing activities and keep them ahead of

competitors. |
The opinions of marketing managers and sales representatives (nl1

!

the usefitiness ol distribution channels emploved by bok publishers were

generally unanimous.

55  Recommendations
On the basis of the lindings of this study and the conclusions
drawn, the following recommendations are put forward:

1. For more clfective distribution of books, publishers should
open book depots in all parts ol Nigeris,  This would case
accesy and go o fong way 1o improve availability of books,

2. Publishers and printers in Nigeria should pool resources
together to  stimulate and  expand  the marketing  and
distribution of published books.  This weould bring about
brighter prospects for book publishers in Nigeria.

3. By size, the Nigeria book market is large, and to satisly the
market, book scllers should be more coordinated and

aggressive in pushing books to all parts ot the country.

8 | |



4. To improve availability amd aceess to published  books,
publishers in  Nigeria should  integrate  information  and
commurication technology o their activities,  They should
explore clectronic publishing and the marketing ol books via

the internet.,

5. On the part of the government. the paper manutacturing
companies at Jebba, bwoppin and Oku-lboku should be
rcactivated 1o cnsure sustainable production to feed local
printing and publishing Industries.  This would go along way
to reduce cost of publishing and make books afforduble 1o the
people.

0. The National book development commission should be given
the mandate (o work with other stakeholders,  Legal backing
should be given to the National book policy to ensure quality
and standard.  This would go along way to checking the

criminal activities ot pirates and copyright oftenders,

5.6  Suggestions for Further Study

Further investigation into the following arcas s necded.,

In the course of carrying out this study. interaction with marketing
managers revealed that the consumers see books produced in Nigeria as

being priced above what they can altord. U is therefore necessary to

g2



mvestigate the pricing strategics of Book Publishing Companies is;1
Nigeria and its implication for patronage of books published in Nigeria.

The netarious activity of book pirales ts another major concern
expressed by marketing operatives i the book publishing h()uscs. A
study on the techniques of curtailing and preventing piracy in Nigerta is
suggéstcd tor further tnvestigation as well,

Also, inability 1o embrace efcetronic  publishing and  the
challenges this poses 1o book publishing firms 10 Nigeria is worthy of

further mvestigation,



BIRLIOGRAPHY ]

Achumba. [. C. and Effiong. A. 1. (1998) “Market strategy: limphasis

and  Orientation  of  companics  in Nigeria™. Business  and

management journal. (1) 37- 49

: |
Achumba, [, C. and Effiong, A 1 (1998) “Marketing strategy: Emphasis

and  Orientation  of companies  in Nigeria™. Business  and

management Journal. 1(1) 37.

|
|
Adama, Nkechi M (2002) “The Book Marketing Aspect of Nigerian

publishing™ The publisher 9(1) pp.40.

Adeche, Apeji E. (1996) Development in Education, librarics and Book
|

publishing in Nigeria.” The publisher 4(1) p.1.

Adesanoye, 1. (1999) Lhistory and Development of Beok pubfishing ln
Nigeria. A fecture dehivered as part of the Nigerian publishers
Association Training programme in Book Editing and Pmductimf

Adesanoye. Festus Agboola (1993). The 3ook 1 Nigeria: Some Curn.—:nti

tssues. Ibadan: University press.

Adetoro, S. A. (1986) Rescarch techniques for projects, proposals,

reports. thesis and dissertations, Zaria: Gaskiyva Corporation pp 1-

- |
35 !
Alabi. Duayo (1999) “Strategies [or promoting Trade in Books. The

publisher 6(1) pp. 33-34.



Alabi, Dayo(1999) ~Creating Eftective Reading Enviromment™ The

publisher 6(2) pp32-36.
Allen, Peter (1977) Marketing techniques for analysis and Control.

Plymeuth: Macdonalkd and Evans 1Ltd. |
Altbach, P. G and Arboleda, A. AL (1995) “Publishing in Africa in l'h:e

1970s; Publishing in the third world knowledge development”

London; Manscl 58 39, _

J

Anguolu. C. C. and Anguolu. [0 . (2002} BEvolution of Modemn

Publishing in Nigena, In: Libraries and Information Management

in Nigeria. Maidugri Ed. Information services. Pp 149-183,

Anustonwu, Ralph (2001) ~“Value and Characteristics of Intellectual

Marketing™ NIBREW News 17-18.

Apeji, 12 Adeche (1998) The contributions of multinutional publishers to
the provision of Books in Nigeria. (unpublished Ph.D Lhcsis
University of 1Badun p 223,

Apotiade, 1. K(2004) Relationship between Textbook Development and
copy right law. In T::chnology for information management und
service. Madu, F.C ed, thadan Evi-coleman publication ppt77-
186. | | |

Arboleda, Amadio A (1983) Disteibution: The Neglected Tink in the

publishing chain. Portsmouth: Heinemann. !

85



Askerud, PoAL (1997) A guide to sustainable Book provision I‘m‘ils

UNESCO. |
Awolaly,  Tosin(2001)  “Managing  Intemational and  external
communication in the publishing context.™ The publisher vol.8

No.2 pp [4-18.

Aruike. Macpherson Nkem (2000) Understanding the 13ook publishing
mdustry. A paper presented of BE'TE Workshop on Book
Development for teachers in North-East Zone, Bauchi Nov 21-25,

Bankole, Bodunde (1999) “FEnhancing Readership in Nigeria™ The

publishier 6{2) pp38-40.

Bankole, S.B. (1985). Indigenous Publishing of Tertiary Level Books in |

Nigeria: Issucs and Problems. “The African Book Publishing

Record 7. X1 (4) 197-200. :
Benge, R.C. (1978) Cultural Crisis and libraries in the third world. |

London: Clive Bingley . pp. 165 - 190.

Berkowitz, B0 N, Kenn, R AL and Rudelus W, {1989) Marketing 2nd
ed. Boston Malwin. pp 603-621.
Bodian, Nat G (1983) Book marketing Handbook New York R.R. .
Bowker.
Bodian, G. Nat (1980) Book marketing Handbook New York: R.R
Bowker company 211-212 pp.
!
|

1
86 _ o ,



Bogoya, Waiter (1984) “Tuking Books to the Noo-literary Market

place” The Alrican Book publishing record. X (3) 141-144. ‘

Boiton A (1973) Prioritics and planning or the provision of Books.

India: Commomvealth Abia-pactiic I

!

Bolodeoku, B.O. (1995) “Innovative strategics for cost Reduction in
Book publishing for Pnhancement of increased sales and Retter
profitabiliy™. 3(1) pp34-37,

Boledeoku. 1.. (1993) “Emerging Trend in Book publishing in Nigerian
socicty™ A lecture delivered as part of the Nigerian publishctl's
Association Training programme in Book Publishing.

Bolton. A. (1973) Marketing, supply and Bookselling In: Priorities and

planning for the provision of Books. Report of the cnmnmnwealtlh
Asia -pacific Regional Seminar held at the Indian international
centre, New Delhi, pp.99 - 113, |

Book publishing. [ncarta® Reference Jibrary (2005). Microsoft
Corporation, |

Bun (2005) Marketing management course Books, Lagos: Nigerian
institute of Management.

Busha, Charles H. and Harter, Stephen. P (1980) Research methods in

Librarianship:  Techaiques  and  interpretation. New  York:

Academic Press.

87



Butchar, D. and Rowley. L (1995). s electronic publishing viable? An

Analysis ol the factors of Electronic  Publishing  Affecting

Viability in Bibliographic and Reference Publishing. 47 (10)

229-232.

Christopher, Nkechi M.(2004) “Book publishing in Nigeria™ The

Journcy so far and the way forward™ The publisher. 1i¢1) pp. 25.

Coote, Helen (1993). “Marketing matters -~ o you. your stalf, your

customers.”™ Ashib information 21(9) 338-340,

Danjuma  Sami (1998) “the Relevance of Book publishing in
information Dissemination™ the case of university press pler In:

Issues in the information profession: Niecria perspectives. National

Assaciation of Library and Information Science Iducators. Zuaria.

Dipeolou, J. O. (1983) ~African university Libraries and the problems of

publishing in Africa”. Africa tournal of academic librarianship. 1

(2)49-51

Dipeolu, LO. (1990} Demand and supply of Tertiary Textbooks in
Nigeria™ International seminar and Book Development and
Reading in BCOWAS sub-region Nigeria: NERDC.

Edem, M. B3, (2000) “Specialization in publishing and its prospectus for

Africa”. Nigerian Journal of library and information service

(B3&4)ypp 10 - 13,

88



Fima, AU Bma (20006) Book Publishing and National Development
strategy. A paper presented at ETE Workshop on Book
Development for Teachers on North-Fast zone, Bauchi. Nov 21-

25.

Encarta® Reference Library (2005). Microsolt corporation (
Esczohor, LI (1976) “Problems ol Development of an indigenous

publishing industry: The implications of The Russian Fxperience

for Nigeria™. Nigerian Librarics 12(2 & 3) 260-268.

Evans, I'. M. (1996) “Technology strategy survey as an aid to change in
publishing™. ASTIB proceedings. 48 (1) 3-8,

Ezezobor, I. 5. (1976) “Problems of development of an indigenous
publishing industry:  The implementation of the Russian
Experience for Nigeria™, Nigerian libraries. 12 (2&3) 260 - 268,

Fergason, M. (2001) Audio Books. New York Gateway publication.

Fjatbrant, Nanacy cod (1985) Promoton and markeling of [ibrary

gservices. TATUL procecedings. (17).

Gilmore, James 11 and Wiler, Deborah L (1992 ~Llectronic publishing:

CAB international strategy for the 19907 ASLIB proceedings

4(11/12) 380-395.
Grannics, C. {ed) (1967) What Uappens in Book publishing”™ An

unpublished paper presented as part of the Nigertan publishers

89



Association Tratning programme in Essential of ook Ldition
Course.
Helen Coote (1993) “Marketing matters  vou, your staff, your

customers™, ASLIB Information, 21{9) 338-340

Higo. Aigboji (1989} The publishing chain from conceplion (o

consumer. The publisher. 1{2).
Hyde, Sydncy ed. (1977) Scliing the Book: A bookshop promotion

Manual. L.ondon: Clive Bingley.

ifidion, Betly 1. (1994} ~Book Scarcity in Nigeria - Causes and

Solutions™. Africa Journal ol Library, Archives and Information

Science. 4(1) 55-62

Hidon, Betty 1. (1994) “Book scarcity in Nigeria causes and solutions.”
Alrican Journal of Archives and information scicnce 4(1) 55-62,

thebuzor, l.ambert A (2006) The Art ol Book publishing: From
conception to consumption. Ihadan: College press & publishers
Limited,

Ike, Chukwuemeka (1999)"Reading prometion in Nigeria.” The
publisher. 6(2) pp28-30.

[tori, E (2000) “Market analysis and Dehmtion™ A lecture delivered as
part of the Nigerian publishers Assoctation training programme in

marketing.

90

il
|



Jikka, A (1991) Book publishing and development in Nigeria, In:
Udofta  Calix (cd): African Journalism in perspective. l*'()rd;
foundation, HETPAROOL 197, }

Kent, A. ct al (1969) Encyclopacdia of Library and Information Scicnce
Vo. 2 New York: Marcel Dekker. pp l|

Kotet, 5. [ A, (1981). The book today in Africa, Parts: UNESCO. pp

75-83 :

|

1

Kotler, and Armstrong. G. (1996} Principies of marketing 7th cd.

London: Prentice Hall [at. Inc. pp.
Kotler, P (2001} Markcting management: the ]Tli”ClH‘]il.llnl Idition. New
Delhi: prentice Hall of India Himited.
Kotler, P. and Andersen, A (1991) Strategic Marketing for Non-profit
Organisations 4" ed. Eaglewood: Prentice-1all. l
Kottler, P. (1996) Marketing management  Analysis.  planning,
implementation and control 9" Edition. |
Kwasi Otu Darko — Ampem (2003) Scholarly publishing in Africa: a
: 1
case study of the policies and practices of Afvican universily
presses, Unpublished Ph.D Dissertation, University ol Stirling.
Ladele, Victoria, O. A, (1992) ~“Factors Responsible for the success Of:
the Trade Book publishing in Nigeria™ Unpublished Ph.D Thesis. |

Zaria: Department of Library and Information science A3

91



Fayi, Bolodeoku(1999) “Imering trends in Book Publishing  in

Nigeria™ The publisher 6(2} ppl18-19.

Mbagwu, U.S.N. (1993). “Ollensive Marketing: Five-step sequence [or

stratepy Analysis™ Management in Nigeria 20(2). 20-22, \
Mcggison. )T, and Isah. T, (2003) “Book Industry and the Library: A

common Goal to National Development.”™ Communicate: Journal

of Library and information science 15(1),13-17.

Mohammed, I. M. {1988). “Publishing and Boeok marketing in Nigeria”. -

Nigerbiblios Vol. 13 (1) 9-12.

Momeh, Kosoko Adu (2006) “Book businessy enterprise in selected
university bookshops in Nigeria. Unpublished Phid Thesis Zaria:
Department of Library and [nformation Science A. B.U,

Mosuro Kolade (2000) ~Publishing and Book selling: A Booksellers

observations™. The pubhisher 17(1) pp33-36.

Muhamimed, 1. M. (1988) “Publishing and Book Marketing in Nigeria™,
Nigerbilios, Vol 13(1}9-17
Mutula. 5. M. and Nakito. M. M. T, (2002) “Book publishing patterns in

Uganda: Challenges and prospects™ African Journal of library,

Archives and information science. 12 (2} 177188

Nancy Fjallbrant (ed) (1985) “Promotion and marketing of library

services”. TATUL proceedings. (17) 17 30,

Nanji, L.O. (1986) Librarics in Nigeria Enugu Forth Dimension

93

4



Nkanga, Ndonigh, A. (1999) “Swalegy Tor Maiketing mlormation
services in Botswana special libraries and information centres™.

Aliican Journal of Library, Archives und Information Science. 9

(1) 59-67
Nnaji 1. O. (_l‘)86} Librartes in Nigeria. Enugu: Fourth Dimension
publishers, Pp

Nwanko, Victor U. (19928} “Publishing in Nigeria Toduy™ publishing

and Development in the third world. Philip G.A Hbach (ed) -

London Hanszell publishers.
Nwosu, F. [. (2000) ~“Marketing, Financial, Products and services”.
Lagos. Vanguard 30
Nyceko, Janct A. (1999) The ABC of Book publishing: A training
manual for NGOs in Alfrica. Uganda J.A. Nyveko publishing centre
[td.
Ochebi Jonathan A. (2002} “Printing and Publishing in Nigeria: Tssucs

for the 21s0 century™. Borno Librarv, Archival_and Information

Science. [ (1) 76-84.
Ogunbekun, Tayo (2001) = Provision of Appropriate Reading materials
m a Developing economy: Book scllers Perspective™. The

publisher 8(1).



Ogunrombr, . A. and Adio, Ghoyega (1993} “The Nigerian Book
|
shortage:  Its implication  for  Education  and  National

Development”™. Library Review. Vol. 42 No. 6 38-45 1

Qgunrombi. S.A. and Adio. Gboyega (1998).  Relationship hetween
Libraries and Book Vendors  The Nigeran Experience. Afr, ).

Lib. Arch. and Inf. Sc. 8(1). 37-46.
|

Ogunsanya, Omobolaji (2000) ~The Nigerian Publishing industry and
Universal Basie Bducation™ The publisher E7(1). | 1
Oguntombi, S.A. and Adio, Gboyega (1993).  ~The Nigerian Book

Shortage: Its  bnplications  for  Iiducation and  National

Development™ Library Review 42(6).

|

Oreniyi, Ayo (2002) - BBook publishing in Nigeria : situation, challenges
and prospects * 9(2) 27 - 3 1.

Ojiji, C.O. (1985) * The Reole of the Nigerian publishers Association in:
the Development ol Publishing in Nigeria™ A paper presented of
the workshop on strategies for profitable publishing in Nigeria
Calabar. |

Okctunji 1. (1992) Nigeria Serials Supply Agencies: The need and

l

essential Planning "actors. The library Scientist. 6. 1

Okojie Victoria and Azubutke Abraham A. (1988) ~The Book Industry

i
and Local Initiatives in Hard times™. Nigerbiblivs 13{1) 4-8

94 | |



Okojie, Victoria (1988). ~The Book Industry and Local Initiatives in

Hard Times.” Nigerbiblios 13(1) 4-8.

Okoijie, Victoria and Azubuike. A. AL (1988) “The book industry and

tocal initiatives in Hard times™, Nigerbiblios 13 (1) 4 - 8
Okonkwo Law (2001) “Marketing of African Books.” The Nigeria

scenario.. The publisher. 8(1).

i
|

|

~(1999) Distribution in context. A paper presented at the

Nigerian publishers Association in service |raining programme,

(1996) Promotion of Books, A T.ecture Delivered at the
Nigerian publishers Association m-service Training for salesmen.

{1998} Effective seiting. A paper presented at the

university press Ple, National sales conference.
Okwilagwe, O. A. (2001). Book publishing in Nigeria. Tbadan Stirling-
Horden publishers {Nig) Lid. pp
Qladele. V. Q. A, (1992) “Factors Responsible for the suceess af Trade
Publishing in Nigeria. Unpublished Pl Y Thesis Department of
I.ibrary and Information Science ABU, Zaria,
Olaniawo, Wale (1996) “Nigeria: An overview of ity publishing

landscape™ The publisher 3(2). pp.25.

Olanlokun S. Q. (1984) “Librarics and the Book industry in Nigeria™

Lagos Librarian 11(1).



Olanlokun S.Q. (1982) Texthook publishing in Nigeria™. International

Library Review (14).

Oluwasanmi, bLdwina (1972) The Book [Publishing process: The
Nigerian Fxperience, In pubhishing in Nigeria, Lithiope publishing
corporation pp [3-19,

Osadalor, O. 1. {i1985) ~Marketing decisions in Publishing”,

Management in Nigeria. 21 (3).

Osadolor, 0.4, (1985) Marketing Decisions in publishing™ Management

in Nigeria 21(3) 27-33. |
Osuala, E. C. (2005) Introduction to Research Methodology. 3rd ed.
Onitsha: Africana-Tirst publishers. pp 255 |
Oyesiku, I'. A, (2004) Book publishing and Modern Information

technology I Madu, £2.C. (ed) Technology for nformation

management_and scrvice. Ibadan: EVI-Coleman publications pp
162 .
Ovesiku, lausting Adesola (2004). Book publishing und maodem
information Technology. int Technology for infornmtitml
management and service. Madu, Cis ed [badan. f:vi - coleman
Publications pp159-172.
Pearce, D (1982). Textbook production in Developing countries: some |

roblems of preparation, production and Distribution, No. aris
probl I preparation, productio t Distribution, No. 7 Paris

UNESCO.

96



Perry, M (ed) (1997). The business of publishing: In pl.ih“ShC]“S
Association/printing and publishing Training Board. introductio!n
to Book publishing. London.

Publishing The encyclopacdia Britunnica, 26(1998), pp 415-43 1 i

Publishing in Nigeria (1972), Benin City. Ethiope Publishing.

Robbs, Brett (Rev) (2005). Marketing. Microsolt 8 Lncarta, Microsofl

corporation. !

Sani,  Danjuma (1998). The Relevance of Book  publishing in
information disscmimation: The case of university press PLC In:
Issues in the information profession. Nigerian perspectives.
National assoctation of Library & intormation scicnee Educators,
Zaria, _ |l

Sani. Danjuma (1998). The Relevance of book publishing in information

Dissemination: the case of university press Ple. [n: [ssues_in_the

information __profession:  Nigerian  perspectives.  National

Association of Library and Information Science Lducators, Zaria
pp 150-153.
Schewe, Charles D. (1987). Marketing: Principles and strategies. Neﬁ
Shibanda, G. George (1994). The structure of the publishing industry in

Kenya™ African Journal of Library Archives and information

scicnee 4(1), 69-72.

97



Shibanda, G. George (1998}, “Book publishing and 1ibrary partnersh i

!
Y o . - :
in Kcnya. Alrican Journal of Library. Archives and information

science #(1, 31-36.
Smilk. G and Saker, S (1992). “Developing Marketing strategy in the

Nol for profit sectors” Library management 46(9) 20-22,

Smith D. (1990) A guide to book publishing Rev ed. Lagos: University
of [Lagos press pp 23-40

Smith Datus (1990). A guwide to book publishing (Rev.ed). Lagos .
University of Lagos Press pp23--40

Smith, D.A (ed) (1986) Guide to Book publishing. Lagos: University of
Lagos press. |

Smith, Datus C. (1977). The Economics of Book publishing in
Developing Countries. Paris: Fontenoy, ppl 3-15.

Smith, G. and Saker, {1992) ~“Devcloping marketing strategy in the not

for profit sector™ Library manapement 46 (9): 20 - 22,

Smith. Alan (1993). Marketing What 1s it all about? Ashib information

21(9) 334,
Stanton, W. O. et al. (1994). F'undamentals ol markcting. 10th ed.
McGraw-1 11 International Book company. 13

SteinhofT, D. (1992}, =245 Advertising and other promotion methods in

the word of Business., New York: Grofier library, vol. 2.




Sunday A Onoja (2064). Strategics for marketing books in Nigeria: A

case study of Ahmadu Bello University Bookshop Lid, Zaria and

Kola Bookshop enterprises Lid. Zaria unpublished MBA project

Ahmadu Bello University, Zaria.

Sunday Ikemefuna Onisuaba (2002). Muarketing in the publishing
industry a study ol Ahmadu Bell universitv press [ad. Zaria
Unpublished MBA project Ahmadu Bello University Zaria.

Tabbel Jahn (1997). "Book (publishing and sclling). bncyclopedia
Americana. 4, 231-240.

The Encyclopaedia Britannica, 26 pp 415-431

Thorpe, G. 5 (2000). Murketing in Bunking: Role. strategy and

structure.  Busingss and _manasement Journal,  York: Random

House. 13 (2). p26. )

Toyo, N.O. (2006). Book Distribution and marketing Techniques in the
competitive world ol Books. A paper preseated at ETTF Workshop
on Book Development for Teachers in North 2ast Zone, Bauchi.

Toyae, N.O. (2006). The Economics of Beok Publishing. A paper
presented at T Workshop on Book Development Jor Teachers
in North-east zone, Baucht.

Tumusiime, James (1977). “1Book procurcment: will the World Bank

chunge strategy?. Bellagio Publishing Newsletter No.21.

99



Umaisha, S.AA (2001). Somce strategics for Marketing scrvices Iin
Nigeria, VOMNVRI. i

Unwin, § (1976). The truth About publishing s Ldition, London:
George Allen and Unwin Lid.

Williams., Geollrey 1. 91986). “Books in Zambia. The Dcvclopiﬁg

Hunger™. The Aftican Book Publishing Record, XH (4) 205-209,

Zell, H. (1985) "Developing autonomous publishing capucity in Africa™,

The African book publishing record Xi1(2) 87-90.

Zcll, H. M (2001) Book publishing. pride and prejudice Lagos central

press Inc.

100



APPENDIX |
QUESTIONNAIRE
Dept. of Library & Information,
Ahmadu Bello University,
Zaria,
5" October, 2006.
QUESTIONNAIRE ON “MARKETING STRATEGIES OF
SELECTED BOOK PUBLISHERS IN NIGLERIAY
Dear Sir/Madam,

I am a postgraduate student ol the above mentioned institution
conducting a rescarch on the “Marketing Strategies of sclected hook
publishers in Nigeria™.

Kindly spare sometime to fill the questionnaire which has been
designed to coliect data [or the study.

This exercise 18 purcly academic and data collected shall be
treated with strict confidentiality. |

Thank you [or your co-operation.

Yours faithully,

Johnson L. Akpena
MI.S Research student
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QUESTIONNAIRL F‘ORBRANCH MANAGERS/SALES
RFPREQENFAI?[V]LSON "Iii'{l?, STUDY OF MARKETING ll
STRATEGIES OF SELECTED BOOK PUBLISHERS IN

NIGERIA
SECTION A: BACKGROUND INFORMATION

CGender: Male | | Female | ]

CRank of respondent .,
. Qualificatton (please tick { | vour highest quaditication)
OND/NCIE/HND [ ]

i. B.A/B.Se/B.ED | ]

il MAMSc/Med | )

iv. Ph.I/D.Sc : [

4

£

d

-]

LA

. For how long have you been working wath the company?

. 1-- 3 ycars [

.6 -- 10 years | ]

Al = 1Syears | ]

A6 20 years | |

. Above 20 years | |

. Namc of publishing house. ...

- Loeation of head office of the Company ...



SECTION B: MARKETING STRATEGIES
7. Which ot these buest deseribes your company’s marketing strategy.

Pleasc tick Yes or No accordingly.

[ | Marketing Strategics o ‘ I’%csp(msi} _______
A. | Tobecome a market leader 'Yes No
|
B. To challenge the market leader. |
C. | To become a market follower
D To create a nice in the market | J

8. What are the factors determinimg choice of marketing strategies?

Factors ey bigh Tiligh [ Undecided [Low [ Very |
low

a. | General company

objeclives

b. | Marketing strategics

c. | Marketing tactics

d. | Increased profitability

€. A't“t“rrzic_ling and retaining

new customcers l
L :
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9. Express your level ol ageeement on the stateiment ol items below

achievement of book publisher’s ohjectives

TH] Marketing strategics SA ]_&“, NDPEREREN
V7] Points the direction (o marketing | ] 1
cltort,
2 Facilities choices of tactics, T
3. [Keeps us ahead of competitors. | | |
4. | Ensures effective distribution of |
books.
_____ "
5. | Ensures effective promotion of
books.
| 6. | Facilitates the choice of marl«:éting B
Mmix.
7. | Facilitates planniﬁé and
implementing of markceting
activites,
"8, [ Facilitates the coordination of | T
marketing activities.
9. { Ensures the identification of market | | A A
segment to operate.
10, | It facilitates marketing posilioﬁui‘rnllg_.wl_' —_J_ i_

10. By your own assessment, do vou consider your company's

markeling stralegies as appropriate?  Yes | ) Noj 1
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SECTION C: GENERAL COMMENTS AND SUGGESTIONS
11, In vour own assessment; how would you rate the level of application
of marketing strulegies by your publishing tiouse?

2. What are the problems associated with marketing, promotion and
distribution of books in Nigeria?

14. General comments:------ S e e e e

__________________________________________________________________

______________________________________________________________________



QUESTIONNAIRE FOR BOOK PUBLISTHIING MANAGLER

1. Name ol publishing company

o

LN ]

SECTION A: BACKGROUND INFORMATION

. Location of head office of the company

. Does the company have branches? Yes | ]

........................................

....................................

Nol |

4.1 yes, please give the number of branches... oo

wh

o

. Gives number of titles published in 4 year

. Designation of respondent. Please tick |

a. Marketing Manager
b. Sales Manager

¢. Depol Manager

d. Distributton Manager

c. Markeling kxecutive

| appropriately

SECTION B: MARKETING STRATEGIES

7. Which of these best describes your company s marketing strategy.

Please tick Yes or No accordingly.

"Markcting Strategics Yes No
"A. | To become a market Icader.
I—ﬁ" To challenge the market leader.
[C. | To become a market follower. o
D. | To create a nice in the market.
e L
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7

o)
b

8. What are the reasons Tor the cholce ot marketing strategies”? Please

rate accordingly

Reasons for choice of ‘Strongly [ Agree ’Undeciducﬂ Disagree | Strongly
Steategies o jagrec disagree

Environmental lactors.

o .

Marketing and sales
| objectives.

e — -

Compcutoré_bu atugses

Increasing market share

Penetration into new market,

9. Express your level of agreement on the statement of stems below

Statement on ways that markctmg, slratwu.s contributed to the achievement of

book publisher’s objectives

Marketing stratcgies SA

T

A JuD D ]SD

1. | Have better direction to marketing cfforts

2. F acmtatus choices ol tactics.

3. | Keeps us shead of competitors.

4, Insures effective distribution of books.

5. | Ensures effective promotion of hooks.

6. | Ensure facilitate choice of mar l\ellnu mix (

N
S —

7. | Facilitates planning and implcmenfing of

marketing activities.

8. | Facilitates the coordination of marketing

activitics.
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segment to operale.

Ensures the identification of market

10.

It facilitates marketing positioning.

10. Please (ick appropriately against the (ellowing promoetional method

you use to create awareness ol your published titles.

Promotional methods | Most | Uselu | Undecide | Not Not
Usefu |1 d Usefu | Usefu
| : | }atall

.| Media review

2. | Exhibition/book

3. | New arrival list i

4. | Trade announcement

5. | Sales representative
calls

6. | Direct mail
advertising

7. | Sample/complimentar
y copies

8. | Window/shop display

9. | Radio/television
advertising

10 | Posters publisher
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catatogues

——

11. How would you rate the

usciulness of the Toltowing distribution

channels?
Distribution Most | Uscful | Undecided [ Not [ Not
channcls Useful Usclul | Uselul
al all
1. | Wholesalers
2. | Retailers
3. | Bookshops
4. | Libraries
5. /\gch'tsiw
6. | Schools T - T
7. | Subscription
8. | Mass distribution
companies
9. | Mobile booksellers
10. | Direct sales to
individual

12, Which of these promotional ools 15 most uselud in your promotional

campaign?

{09




Promotional ools | Most TJ\ltulUndeuaed_ ﬁwot _Not
Useful Useful | Useful
e atall
1. | Personal sciling |
.—:.?:.. . __A_,_(_‘l_\;_e‘.l't.:l:q-i_gé,.__. . mma— . —. . |._
3. I Sales T T -
4. | Publicity R T

13. Which ol the ollowing factors determine the company’s choice of

mass media for promaotional activilies?

Cost. Reach Iavailahi]ily Performance | convenience
. | Radie
2. | Television —"’
3. | Newspaper
4. | Journal/magazine

14. Do vou use distribution channels 1o get books to consumers?

Yes] | No

I




15. How could you rate the uselulness ol the following distribution

channels?
Distribution TMost | Useful | Undecided | Not | Not
channels Uscful Useful | Useful
I | at al}
1. | Wholesalers
2. | Retailers T
3. | Bookshops
4. | Libraries
T"_Egcms
6. | Schools
7. | Subscription
8. | Mass distribution
companies
9. [ Mobile booksellers ]
10. | Direct sales to
individual |

SECTION C: GENERAL COMMENTS AND SUGGESTION

16. What are the problems associated with the marketing, promotion and

................................................................

.......................................................................................

.......................................................................................

.......................................................................................

[t




D To create a niche

M Market challenger
0 Market follower
{3 Marker leader

Fig. I: Type of marketing strategics adopted by the book publishers



O Markeling and Sells Objective
EEnvromenlal faclors

0 Campetitors strategies

D increacing market share

B Penetration iMo newmarket

Fig. 2: Reasons for the choice of marketing strategies by book
pubtishers
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