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ABSTRACT 

This study is a modest attempt to appraise the under­

standing of the marketing concept, the application, 

the degree and of course the general marketing activi­

ties in the textile industry with particular references 

to Kaduna Textile. It is aimed at assessing the 

extent to which the company has embraced and its 

implementation of the modern marketing concept with 

a view to finding solution to the various marketing 

problems millitating against its sudden down-turn in 

fortune and profitable operation. In view of this it 

is considered that the industry must formulate and 

implement strategies that will help it survive now and 

in future. 

The Textile industry is one of the major sectors of 

the Nigerian economy, therefore its level of performance 

is definately of great interest to all Nigerians. Also 

considering the trend of economic eventsin tnis country, 

it clearly shows that there are higher economic 

pressure anticipated. 
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Source: Primary Data. 

It can be deduced trom the above table that both for the 

senior and junior staff in KTL, a good number has spent 

more than two years in the organisation. They are there­

fore expected to be fairly aquainted with the marketing 

strategies of the organisation. The only impediment 

is the low level of education on the side of the junior 

staff. Most of them barely literate, therefore do not 

understand the marketing jargon used in the questionnaire. 

MEANS OF PRODUCT MARKETING 

On how KTL markets its products, the following responses 

were derived as a response to the question number 4. 

TABLE X 

Options 

Advert. 

Sales promo­
tion 

Pers. selling 

Others 

Total 

Respondents 

Junior staff 

43 

67 

54 

164 

Senior staff 

6 

50 

10 

6b 

Total 

49 

117 

64 

230 

Percentage 

21 .30 

50.87 

27.83 

100 

Source: Primary Data. 
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The above responses shows that most selling efforts 

are done through personal selling. This is because 

KTL does not engage in direct sales to the public. 

Most sales are to distributors who can be reached through 

personal selling. Other means as mentioned by respondents 

are through publicity and public relations. Advertising 

plays little role here while sales promotion is not even 

used. 

Effectiveness ot Marketing Concept 

Question asked whether the application of marketing 

concept is effective. The following responses were 

received. 

TABLE XI 

Options 

Yes 

No 

Total 

Respondents 

Junior staff 

110 

54 

164 

Senior staff 

61 

5 

66 

Total 

171 

59 

230 

Percentage 

74.35 

25.65 

100 

Source: Primary Data. 









c. Segmentation by sex. 

They claim that the present posture of segmentation by 

benefits, and geographical location although profitable 

still have room for improvement. 

Apart from these major ways of attaining the marketing 

concept that is, through market segmentation, sales 

promotion, advertising etc, distribution is effectively 

used. Here the services of distributors are substan­

tially used to reach the nooks and corners of target 

market as confirmed by respondents to question number 

18 which sought to know how products are distributed 

to the market. 

TEST OF HYPOTHESIS 

To round up this analysis the researcher will like to 

subject this hypothesis to test: 

HO, The application of the marketing concept has created 

greater sales for the KTL, Kaduna. 

H1, The application of the marketing concept has not 

created greater sales for the KTL, Kaduna. 

To begin, the researcher will like to recall question 

number 1U in the oral interview and the various 

responses, and question number 11 in the questionnaire 



















That although the application of the marketing 

concept is not the same as carrying out basic 

marketing functions, it is one way forward 

at achieving it. 

That the textile industry in Nigeria and KTL 

in particular has made some concerted efforts 

at customer satisfaction in the following 

areas: 

a) Through marKet segmentation, the KTL 

intends to provide maximum satisfaction 

to their customers. They segment their 

market through social class basis. That 

is, they provide in the market fabrics 

for both the rich and the poor. 

b) Through effective distribution they are 

able to reach their customers at every 

look and corner of their target market. 

This they achieve through the use of 

middlemen. 

Through their marketing organisation, that 

is making use of specialists in the 

execution of marketing functions, sucn as, 

advertising, sales etc. 


























