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ABSTRACT 

This work is an attempt to look at the marketing activities of UNT PLC 

Kaduna as a case study. The study is aimed at identifying those marketing 

problems that militate against the survival, successful and profitable operation of 

the company. 

We are faced with high cost of production today, the threat of recurring 

recession and inflation, and increased government regulation. Some industries face 

intensive foreign competition and others have to contend periodically with 

shortages. People's values are fast changing. There is a growing demand for a 

better quality of life. There is concern about our social activities and physical 

environment. 

These social and economic changes pose major challenge to business in 

general and to marketing in particular. To carry out this work successfully, 

questionnaire and interviews were used. Facts were gathered from respondent and 

analysed. The research found out that the current marketing operation of the 

UNT PLC leave much to be desired. For instance, the marketing department 

should wake up to its responsibility, narrow view of the marketing concept and 

marketing strategies and lack of market intelligence and research system.. 

The finding of this thesis is concluded by giving some recommendation on 

how best to improve on the effectiveness of the marketing operation under the 

present economic conditions. 
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There are numerous sources of primary data in a company research 

project for instance, e.g. interviewing the firm's sales people, middlemen, 

or customers to obtain the desired market data. There are however three 

widely used methods of gathering primary data survey, observation, and 

experimentation. The choice of the methods to use will be influenced by the 

availability of time, money, personnel, and facilities. 

A survey method consists of gathering data by interviewing whether 

the whole people concern or a limited number of people (a sample) selected 

from a larger group. A survey has the advantage of getting to the original 

sources of data. In fact this may be the only way to find out the opinions 

or buying intentions of a group. There are certain inherent limitations 

contained in the survey method. Surveys may be very expensive and, they 

are time consuming. Another key weakness is (hat respondents sometimes 

may not give correct answers. 

The interviewing in a survey may be done in person or by telephone, 

i. Personal Interviews-Are more flexible than the other two because 

interviewers can alter the questions to fit the situation as they see it. 

They are able to probe more deeply if an answer is not satisfactory. 

Ordinarily it is possible to obtained more information by personal 

interview than by telephone. 
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