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ABSTRACT 

It is generally agreed by most marketing authors and 

professionals alike that the marketing of industrial products and 

services has its own special character ist ics, and is often quite 

different from the marketing of consumer products and services, 

including consumer durables, even though these may also be 

very technical . 

Be that as it may, the marketing of industrial products also varies 

according to different classes. It is this line of reasoning that 

prompted the researcher to undertake the study of developing 

sustainable strategies for the marketing of industrial starch, 

bearing in mind that industrial starch fal ls under the industrial 

product classif ication of raw materials. The case study for this 

research happens to be a small f i rm which under normal 

conditions may not survive where the big ones are showing great 

strength through massive advertisements, bulk purchasing of 

raw materials taking advantage of quantity discounts etc. 

But the f i rm in question has been able to survive thus far by f i rst 

identifying a market niche which it can profitably serve and 



segmen t ing t h e m a r k e t by usage segmen ta t i on . I t is there fo re of 

in te res t to i nves t iga te the deve lopment o f the sus ta inab le 

s t ra teg ies o f t he f i rm for marke t i ng i t 's indus t r ia l s t a r ch . 

This w r i t e up cons t i t u t es f i ve chap te rs . The in t roduc to ry chap te r 

deals w i t h the ob jec t i ves , p rob lems, and scope o f t he s tudy, 

research methodo logy as we l l as the de f in i t i on o f t e rms . 

Chapter t w o dea ls ex tens ive ly on the rev iew o f re la ted l i t e ra tu re . 

The major areas h igh l igh ted inc lude the de f in i t ion o f ma rke t i ng , 

s t ra tegy and compar ing consumer and indus t r ia l ma rke t i ng 

m ixes . Other areas o f in te res t are prodd ing in to the var ious 

perspec t i ves o f sus ta inab le compe t i t i ve advan tage and the 

var ious v i ews o f au thors de f in ing the indus t r ia l ma rke t . 

Chapter th ree covers a br ief h i s to r i ca l a c c o u n t of Raphyjay 

Agr i cu l tu ra l and Food p rocess ing Company, t he case-s tudy for 

th is research w o r k , t he ob jec t i ves o f t he company , the 

p roduc t ion fac i l i t i es and processes invo lved in the manu fac tu re 

o f indus t r ia l s t a r ch . Also the company 's marke t i ng s t ra teg ies are 

h igh l igh ted . 



Chapter four cons i s t s o f p resen ta t ion o f da ta and ana lys is . The 

major po in t here is t he s t a t e m e n t o f hypo thes is t ha t t he cos t o f 

personal se l l ing i s d i rec t l y re la ted to tu rnover leve ls , w h i c h w a s 

sub jec ted to s t a t i s t i ca l tes t proof the va l id i ty o f t h i s s t a temen t . 

The research resu l ts ob ta ined w e r e i n te rp re ted . 

Chapter f i ve covers the research f inds , r ecommenda t i ons and 

genera l conc lus ion . 

From the t e s t o f hypo thes is , i t w a s found t h a t changes in 

personal se l l ing expend i tu re o f f i rm have d i rec t impac t on the 

level of tu rnover . 

I t is t hus r ecommended tha t t he in tens i t y o f persona l se l l ing be 

encouraged s ince the regress ion mode l deve loped proved to be 

s ta t i s t i ca l l y re l iab le for the purposes o f es t ima t i on . Final ly t he 

f i rm is encouraged to invest in to deve lop ing be t te r sus ta inab le 

s t ra teg ies of serv ing the marke t n iche ca rved for i tse l f so as to 

remain in bus iness in the fo reseeab le fu tu re . 
















































































































































































