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COURSE GUIDE

INTRODU CTION

This courseguide tells you the nature of the course magrials you are going to use and how
you are expeded to usethem for meaningful benefits. It is expeded that at least two hours
shouldbe devotedto the study of every unit. For each course units, there are exercises.You are
encouraged to do them. They serve as points of refledions, which are necessary for proper
understanding of thefads.

At the end of each unit, there are tuor-marked assgnments,which you are expeded to answer.
They serve as revision and continuousassessmenf utorial lectures will be provided.Thisis the
oppatunity you have for a face-to-face contact with your fadlitator. Any area you did not

understand will beexplained duing the tutordl classes.

This book is written in the simplest format to enable students learn faster and efficiently. It is aimed
exposing students to an out of the box way of running a business successfully. In the course of study,
you will be required to create your own brande Wbpe that by the end of this lesson, you would
have gathered enough marketing knowledge to help you launch your brand. You can also refer to the
references for further studies.

COURSE AIMS
The courseaims at exposingyou (students) to the necessary information that will add to the

s t u d knavtledge on EntrepreneuriaMarketing. The aim of the courseshall be acieved
by:

X Defining and explaining maketing in clear terms

X Examining the conceptual framework of marketing

X Discussingthe variousmarketing concepts

X Defining and explaining the evolution and concept of entrepreneurial marketing
X Assessingthe conditions foreffective Entrepreneurial Marketing

X Explaining the concept of pdact and grvice

X Defining and explaining maket strategy

X Itemizing the varioustypes of markets

X Highlighting the core marketing furctions
X Identifying and understanding the various forms of business

X Explaining the concept of marketing planning and segmentation
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X Explaining the concept andimportance of packaging and advertising in

entrepreneurship

X Critically analyzing some entrepreneurial marketing case study

COURSE OBJECTIVES

Upon skcessfulcompetion ofthis course, overallyou sould beable o / have
1 Anin-depth knowledge of entrepreneurial marketing

1 An in-depth knowledge of the various forms of business and markets.

1 Explain and apply the concept of entrepreneurial marketing

1 Deploy all knowledge about entrepreneurial marketing to ensure organiaatcess.

1 Practically deploy your knowledge of entrepreneurial marketing in solving real life business

problems.
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COURSE MATERIALS

1. CourseGuide
2. Study Units

3. Textbooks

4, AssignmentFile
5. Tutorials
STUDY UNITS

There are 4 Modules and 15tudy units as shown dbow:

MODULE 1

UNIT 1: THE CONCEPT OF MARKETING

A Define and explain maketingin clear terms

A Examinethe conceptualframework of marketing
A Discuss the marketing concepts

A Distinguish ketween a product and srvice

UNIT 2: MARKET
A Define and explain maket
A Analyze the various kinds of markets

A Marketing mix strategies deployed by these markets.

UNIT 3: THE CORE MARKETING FUNCTIONS
Product Strategy
Place or DistributionStrategy
Pricing Policies and Strategy
Promotion Strategy

A

A

A

A

A Discussthe new product development

A Identify and disussthevarious stages of new product development
A Discuss sale$orce management skills, and;

A Some oftheentities that & being marketed

A

Discuss- e r bfentadental Custoner Rights

Vi
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MODULE 2

UNIT 4. ENTREPRENEURSHIP

A Defining and examining the concept of entrepreneurship
Discussing the nature of entrepreneurship

Analyzing forms of entrepreneurship and leadership
Analyzing entrepreneurship as business activity

Risk Bearing

Evaluation of management decision making

> > > > > > P

Highlighting strategic planning

UNIT 5:  HISTORY OF ENTREPRENEURSHIP AND HOW ENTREPRENEURSHIP
STARTED IN NIGERIA

A Explore the history of entrepreneurship and its birth in Nigeria.

UNIT 6: THE ENTREPRENEURSHIP DEVELOPMENT IN NIGERIA

A Identify the entrepreneurship development in Nigeria

A Discuss certain key concepts asthey relate to entrepreneurship development and how

entrepreneurship development contributes to the naional economy, etc.

A Review of discussion on entrepreneurship

MODULE 3

UNIT 7: ENTREPRENEURIAL MARKETING

A Definition of entrepreneurial marketing

A Characteristics and dimensions of entrepreneurial marketing
A Difference between entrepreneurial and traditional marketing
UNIT 8: THE IMPORTANCE OF RELATIONSHIP MARKETING
A Define and explain the importance a&lationshipmarketing

A Deduce someof thereasons forrelationshipmarketing

A Enunerate thekey methodsemployed in bulding reationshipmarketing

A Compae technical suppat and esource suppat as nethod of buildingrelationship
UNIT 9: MARKET SEGMENTATION

A Identify and explain someof themarket segmenttion stetegy adopted

A Examine product market/product differentiation maketing

A Discussthevarious characteristics of effective market segmentation

UNIT 10: BASES FOR MARKET SEGMENTATION

Vii
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A Elucidate thebenefits of market segmengtion

A Highlight thevarious sepsin market ssgmengtion
A Analyze the justification of market segmertation

MODULE 4

UNIT 11: MARKETING PLANNING

A Definition and Meaning of Marketing Planning

A TheNeed for Marketing Planning

UNIT 12: QUALITIES OF AGOOD MARKETING PLAN
A Consteints toMarketing Planning

A Marketing Plan Conéent

UNIT 13: FORMS OF BUSINESS OWNERSHIP
Examining thefeatures of sole proprietorships
Discussing the sources of fund of sole business
Identify the forms of business ownership

Analyzing forms of Partnership

> > > > >

Discussthe sources of funds of partnership

UNIT 14. PACKAGING AND ADVERTISING IN ENTREPRENEURSHIP

A Examining the function and strategies for packaging and advertising as promotional
marketing elements in entrepreneurship.

UNIT 15: ENTREPRENEURIAL MARKETING CASE STUDY

A Analyzing different entrepreneurial marketing case studies g&n practical

knowledge.

viii
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For each study unit, which you are expeded to spendat least three hours,there are speific

objectives. At theend of ead unit, measure what you have leant against the objectives. If there
is any deviation go badk to the contentsof the unit. There are textbooks, which you may go

for additional information.

The exercise in ead unit has to be attempted to ensurethat you are following the ideas
being presented. In addition, there are tuor-marked assgnments.You are entreaed to attempt

them,as some othem will form pat of thecontinuousassessment.

ASSIGNMENT FILE

Therewill befifteen (15) asgnments, with will cover thefollowing aress:

The conceptual framework of maketing, theconcept of entrepreneurship and its history, the
concept of entrepreneurial marketimgroduct maketing concept, selling marketing concept,

the socetal marketing concept, forms of business ownership, marketing planning, market
segmentation andplanning, packaging and advertising in entrepreneurial marketing,

entrepreneurial marketing case studies.

PRESENTATION SCHEDULE

This corcernsdate for tutorials, sulmission of assgnment to beent to you in duecourse.

ASSESSMENT

This will be in twoforms:
1. Thecontinuousassessrmnt whichwill be ased on 30%.

2. Thefinal ssmeser examinationsafter you have completed themateral 70%.

TUTOR-MARKED ASSGNMENTS

Thereis TMA at theend of ead unitand you are to subnit the six. Ead of them is 10%.
As soonas you compete your assgnment,send it immedetely to the tutor. The best three (3)

will be sekededfor continuaus assessment ppose.
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FINAL EXAMINATION AND GRADING

Thefina examination of ENT 722will be of two-hour duration and have a value of 70% of the

total course gade. The examination will consistof questons which reflea the type of =if-

testirg, pradice exercises and tutor-marked problems you have come across. All areas of the

coursewill be assesed.

You are advisedto revise the entire course after studying the last unit before you sit for the

examination. You will find it usdul to review your tutor-marked assgnments and the

comments ofyour tutor on tlem bdore thefinal examination.

COURSE REVIEW

This tablebrings together the units, thenumberof weeks you shouldtaketo compete them,and

theassgnments tht follow them.

UNIT TITLE OF THE WORK WEEKS ASSESSMENT
ACTIVITY

ONE The concept of marketing 1 18t Assignment

TWO Market 1 2"d Assignment

THREE The core marketing functions 1 39 Assignment

FOUR Entrepreneurship 1 4™ Assignment

FIVE History of entrepreneurship and how 1 5th Assignment
started in Nigeria

SIX The entrepreneurship development 1 6th Assignment
Nigeria

SEVEN Entrepreneurial marketing 1 7" Assignment

EIGHT The importance of relationship marketi 1 8" Assignment

NINE Market segmentation 1 9" Assignment

TEN Bases for market segmentation 1 10" Assignment

ELEVEN MarketingPlanning 1 11" Assignment

TWELVE Qualities of agood narketing plan 1 12" Assignment

THIRTEEN Forms of business ownership 1 13" Assignment

FOURTEEN | Packaging and advertising 1 14" Assignment
entrepreneurship

FIFTEEN Entrepreneurial marketing case study 1 15" Assignment
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HOW TO GET THE MOST FROM THIS COURSE?

In distance learning, the study units replace the university ledurer. This is one of the greaest
advantages of distance learning; you can read and wak through spedally designed study
materias atyour pace and a a time and place that sut you best. Think of it as reading the
lecture instead of listeningto a lecturer. In the same way that a lecturer might set you some
reading to do, the study units tell you when to read your set booksor other magrial.

Just as a lecturer might give you an in-classexercise, your study units provides exercisesfor
you to do agppraoriate poirts. Eadch of the study units follows a common format. Thefirstitem
is an introduction to the subpd matter ofthe unit and how a particular unit is integrated with the
other unis and the courseas a whok. Next is a set of leaning objectives. These objectives let
you know what you shouldbe able to do by the time you have comgeted the unit. You should
usetheseobjectives to guide your study. When you have finishedthe unts you must go bad and
chedk whetheryou have achieved theobjectives. Theseobjectives let you know what you should
be able to do by the time you have competed the unit. You shouldusetheseobijectives to guide
your study. When you have finished the uris you mustgo back and chedk whether you have
adhieved the dojectives. If you makea habit of doingthis, you will insignificantly improve your
chances of passng the coure. The main baly of the unit guidesyou throwgh the required

reading from othersaurces.

Xi
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READING SECTION

Rememler that your tutorss job is to help you. When you neal help, d o rhésitate to cdl and

ask your tutor to provideit.

1. Real this caurseguide horoughly.

2. Organize a study schedule. Refer to the fiCourseoverview ofor more details. Note the
time you are expededto spend on ead unit and how the assgnmentsrelate tothe units.
Whatever method you chooseto use,you shoulddedde onand write in your own dates
for working on each unt.

3. Once you have created your own study schedule, do everything you can to stick to it.
The majorreason that students fail is that they get behind with their coursework. If

you get into difficulties with your schedule, pkaselet your tutor knowbefore it is too late

for help.
4. Tun to unt 1 andreal the introduction and the djectives forthe unit.
5. Assmble the study materials. Information about what you need for a unit is given

the fiOverview Oat the beginning of each unit. You will always neal both the study unit
you are working on and oneof your set books onyour desk at the ame time.

6. Work through the unit. The content of the unit itself has been arranged to provide
a squence for you to follow. As you work through the unit youwill be ingructedto read
sedions fom your %t books or otler articles. Usethe unitto guide your reading.

7. Review the objectives for each study unit to confirm that you have achieved them. If
you feel unsureabout ay of the objectives, review the study material or consult your
tutor.

8. When you are confident that you have adchieved a unit sdobjectives, you can stat on
the rext unit. Procead unit by unit through the course and try to space your study sothat
you ke yourslf on shedule.

0. When you have submited an assgnmentto your tutor for marking, do not wait for
its return before stating onthe next unit. Keep to your schedule. When the assgnmentis
returned, pay particular attention to your tutord6 somments. Consultyour tutor as soon
as posgble if you have any questions or poblems.

10.  After comgeting the last unit, review the courseand prepareyourself for the final
examination. Chedk thatyou have achieved the unit objectives (listed at the beginning of

ead uni) and the course objective (listed in thecourseguide).

Xii
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TUTOR AND TUTORI ALS

There are 8 hoursof tutorials provided in supportof this course. You will be notified of the
dates, tmesand location of these ttorials, together with the name and phonenumber ofyour
tutor, as soores you are allocaed a tutorial group.

Your tutor will mark and comment on your assgnment, kegp a close on your progress and on
any difficulties you might encounterand provide asgstance to you during the course. You must
mail your tutor- marked assgnmentsto your tutor well before the duedate (at least two warking
days are required). They will be marked by your tutor and returned to you as soon as
possble. Do not hesitate to contact your tutor by telephore, e-mail, or discussionboard if

you redad help. Thefollowing might becircumgances in which you would find help necessary.

Contat your tutor f:

1. You do not undrstand any part of the stuly units or theassgned readings.

2. You have difficulty with self-tests orexercises.

3. You have a question or problem with an assgnment,with your tutors comments on

an assgnment omwith thegrading of an assgnment.

You shouldtry your best to attend the tutorials. This is the only chance to have faceto-face
contact with your tutor and to ask questions which are answered instantly. You can raise any
problem encounteed in the courseof your study. To gain the maximum benefit from course
tutorials, prepare a question list before attending them. You will gain alot from participating in

discussioradively.

Xiii
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UNIT 1: THE CONCEPT OF MARKETING

CONTENT
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3.1 Definition and Meaning of Marketing
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3.2.1 Distinction betveen Product and Sevices in Service Marketing
3.3 Corceptual FrameWork of Marketing
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3.3.2 TheProduct Concept

3.3.3 The Selling Corcept

3.34 TheMarketing Concept

3.3.5 The Social Marketing Concept

3.4 F a r bFendainertal Custaner Rights
4.0 Corclusion

5.0 Summary

6.0 Tutor Marked Assgnment
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1.0 INTRODU CTION

The objective of this unit is to introduce an array of definitions that forms the fundamental
background of this life experience subject. This unit is designed to explore different scholastic
interpretations dotting the marketing landscape about marketing, markets and new product

development.

2.0 QBJIECTIVES

It is therefore expected that at thedeof this unit, you should be able to:
(1 Define and explain the conceptsmofirket ad merketing.

1 Explain $lling, product and saietal marketing concept

(1 Distinguish ketween a product and grvice maketing

1 Identify fundamental Custaoner Rights

3.0 MAIN CONTENT

3.1 DEFINITION A ND MEANING OF MARKETING

Pride and Ferrell, (2015) sees marketing aspifoeess of creating, distributing, promoting and

pricing goods, services, and ideas to facilitate satisfying exchange relationships with customers

and to develop and maintain favorable relationships with stakeholders in a dynamic environment.

Marketing is also observed to be an activity because it is a process of engagememketinga

activities and stategies that result in makingrpducts available that will satisfy cusome's while

making profits for the companiesthat offer thoseproducts. Maketing activities are numeousand

varied because they basically include everything reeded to get a product off the drawing bard and

into the handsof the custaner. Theboard field of the maketing includesactivities swh as:

1 Designing the product and services so it will be desirable to custaner by using todls suchas
marketing reseach and pricing

1 Promotingthe product so people will know about it by using tods suchas public relations
advertising, and maketing communications

(1 Selling a price and letting patential custaners know about your product or service and
makingit available to trem.

This posits why American Marketing Association defines marketingiashe act i vi ty.
institutions, and processes for creating, communicating, deliveringgxaénging offerings that

have value for customer s, clients, partners,
process, it involves a series of actions or operations that are performed in order to achieve desired

objectives.



Marketing shoud be an organization wide practice This is why some marketing academics and
practitioners believe that as a management process, it is an art and science of getting things done
and with peoplelt must be focusedon the custaner, product and services and work with the
segmengtion of the markets in the most productive and cod- efficient mamer to derive
profitability. The furdamentl marketing goal is to cgptureand retain custamerés profitability. The
fundamentl marketing goa is to capture and retain custaners pofitably. This posits why
Armstrong, Kotler, Trivets, Buchwitz and Gaudet (2015) sees marketinganaging profitable
customer relationships.
Marketing has moved from custaner aaquistion (winning new custaners); through custaner
retention (keeping existing custamers for life); through custamer selection (be <lective in
choosingcustamer-priority for the profitable ones). If custamers are wrongly seleded, they might
end up as bargain hunte's only who exploit sales promaion and moveon and on. It is therefore
advisable for marketers toelp loya and profitable custaners becauseifietime custaners have
lifetime \elue for the organization.
Diverse authors have over the years come up with different definitions of the term marketing due
to its nature as a multidiscipline profession with contributions from different bodies of knowledge.
A critical observation of these definitions reflects treckground of the author either through
training, job experience, or both. This indicates why various definitions see marketing as a
philosophy or orientation.
According to Oyedijo, Ogundele, Idris and Aliu (2010), marketing is posited as getting hibe rig
goods and services to the right people at the right place, at the right time, with the right
communication and promotion. This definition suggests marketing asreéagon, development
and delivery of produwcts and services that satisfy the reels and wants of the custamer, at a
profit.
Inference from this definition also suggests that customers are the focal point of every
organization. They always have to identify with and define their products as what they do to
satisfy customers but not as winaganizations make or produce.
A market on the other hand has different meanings to different sets of people. It is described in
terms of place, monetary value, location, and demand for a product or level of exchange or time.
For example, a marketer def;na market as a set of actual and potential buyers of an offer; while
an economist defines mainly on issues of conduct, performance or structure of the noar&et. F
definition and clear meaning of market, let usexaminethefollowing terms:
X Market i the busiress of selling and buying commodities (products and services). It is not
confined to space, locally and ime.

X Internet- The internet enables narket to bein cyber space 24 hous a dy (interactive
3



online marketing)

Marketeri A personwho promotes saés

Market econamy i this is where sales occur witkssinterventions fom authoities
Marketablei commoditiesfit to be offered for sale or srvices from the busiressof moving
goods and services from the prodwcer to the cusoma. It involves the ad of promaing
sales ofcommodities, includingresearch, advertising and padkaging.

FUNCTIONS OF MARKETING
The fundamentl marketing goal is to cgoture and retain custaner sp@fitability. Marketing has

thefollowing functions:

[

O O o o o o o o o
N

Marketing research esteblishes thaneeds and wants and thearget market
Product development areates thespeificaions to satify the target market.
Manufacturing makes theproducts in acwrdance with spedfications

Branding attaches an identity that differentiates he products from compettors
Advertising communicates biand value and benefits

Promotion stimulates conxsumerdemandand repededy purchases

Salesand distribution enses products are madavailable at retail outiets.
Logistics ddiversthe products cos-efficiency on atimdy basis

Merchandisng maintainsproducts qualty and freshnesst theretail outlets
Consuner service provides support fothe poductsto reinforce custaner value

ENTITIESTHAT ARE GENERALLY MARKETED

Goods: Any physical produxct.

Services: All professonal services provided by professonals or aganizations.
Events: Tradeshows, contrads, sports,etc

Organizations: Corporate, BusinessConcerns, Universities, Mugums, etc.
Places: Countries, States, Cities etc.

Properties. Red Edate, Stocksetc.

Persns: Celebrity marketing.

Experiences: Theme parks, treme hotls, amusment @arks, water parks etc
Information: Information about e\ery possble asped.

Ideas: Family planning, AIDS awareness, prevention of drugs, snoking and drinking,

sex educatioretc.



3.2.1 DISTINCTION BETWEEN PRODUCTS AND SERVICES

Product can be defined asything that has the cgoacity to satisfy customer needs. According

to Oyedijo, et al (2010), a marketer defines a product as anything that can be offered to a
market for attention, acquisition, use or consumption to satisfy a human need or want. While
tangible goods are the most visildenongst entire market offerings of organizations, market
offerings consist of physical and ngysical objects which are called servicBsoduct and
services are parlance usethterchangeably in banking, Accouning, Insurance, and other service
oriented organizations. For examplinancial service products come in form ofdeposit,
borrowing, credit activities or services orofeign exchange tansa&tions which are intangible,
expressed and cannot be measuBdstter service is moreimportant than justa good product in

the maketing of banking, insuance, accouning and financial market services, sothefocusshould

beonthewant and need of satigying that groduct or srvice

3.3 CONCEPTUAL FRAMEWORK OF MARKETING

A maketing framework is a visual representation or logical flow of your maketing plan. It
containsseveral companents that work together as a whole to bring your marketing vison to
reality. By taking the time wite a marketingframework your options for marketingyour
busiress, products and services can beame clearer and you can creade an adionable plan for
promaing your products or ®rvices. While the pragmaic marketing framework provides a
standrd language for your entire product/service team anda blue print of the key adivities reeded
to bring pofitable, prdblem-oriented products to maket; the marketing exchange is the aad of
obtaining a desired object from someoneby offering of vaue in return. Severa maketing
concepts with maragement orientations have been articulated by maketing experts under whom
organizations can conduct their maketing adivity. These nclude the poduction concept, the

productconcept, the selling concept and the marketing and sodetal maketing concept.

3.3.1 THEPRODUCTION CONCEPT

This isone of the oldest concepts guiding sellers. It is amaregement orientation that assumes
thatconsuners will favor those poductionswhich are available and affordable, and thatthe major
task of maagementis the pursiance of improved production and distribution efficiency. The
implicit presumptions of this concept to the organizations are:

X Consuners are primarily interested in prodat availability and low pice.

X Consuner salbknow the price of the competing brands, and the organizatio n taskis to
keg improving production and distribution efficiency and lowering cogs as the key to
attracting and holding custamers. Organizations should therefore focus their main energy on

achieving wark efficiency without introduction of impersorelity and consungr insendiivity.



3.3.2 THE PRODUCT CONCEPT

This concept assumarost custaner will favor those products that offer the most quality for
the pice, and therefore the organizationshouldfocusits efforts on improving productservice
quality. The concept indicaes that consuners are primarily interested in product quality, and
know the quality and feaure differences amongst the competing products. Products are chosenon
the basis of obtaining themost quality for their morey. However, in reality, gyanizations are
expectedhot to operate soldy on a product concept because consumers do not automatically lean
about new or improved products, believing thatthey are redly superior or show a willingness to
pay a higher price.

The organization with a bketter product will not progress umessit takes pcitive steps to esign,
padkage, and price the new product attractively, place it into convenientdistribution channels, and
bring it to the attradion of the custaners concerned. Likewise, it is expected that tloeganization
should lave first determined whether the new product was needed to solve this problem
effedively.

3.3.3 THE SELLING CONCEPT

This concept assumes thatstaners will either not buy or buy enough of the organizational
products unless therganization makes subattial efforts to simulate their interestin its produts.

The organization achieves this by:

a) Inducing consumers tbuy more through various sles stmulating devices or;

b) Make @mnsuners tend to iesist buying mostthings thatare not esential.

It is therefore Mangements taskto have a strong sale-oriented or focuseddepartment that
makes it important toattracting and holdng custaners. Qganizations pradicing this
concept often assume that their products are i sdw Inot fibought o This is becauseqtential
custaners are sought for and while the benefits of the produats endt t he mai n r ez
Unfortunately, gea risks aboundin pradicing the selling concepts especially in its hard driving

form, sincecustamer Gsatisfaction is consicered secondary to obtaininga sae. This eventuality

spoils the maket of the seller in the long run, because there is often no repeat purchase by the
buyer. The buyer in this situation is either coerced or sweet talked into buying something which

ordinarily is not needed. The item may eventually not be used and no repeasgisdravisaged.

3.3.4 THEMARKETING CONCEPT
This is a busiress philosogy that challenges the above three busiress orientations. The
central tenets were crystallized in the 1950s with the underlying objective that for an

organization to beeffective in sales, it must understand what the needs and wants of

6



consumers are. In essence, organization understands her competitors and their strategies in
such a way that it produces or creates goods needed by consumens delivers the
product while communicating custane vaue to its slected target custamers. The
marketing concept rest on four pillars: target market, custaner needs, inegrated maketing and
profitability.

Distinctions between the salesconcept and the mark eting concept:

1 The sales concept focuses on the neals of the seller but the marketingoncept focuseson
the neads of the luyer.

1 The sales concept is preoccupied with the sellerd :ieed to convert his/her product into
cash.

The marketing concept is preoccupied with the idea of satisfying the needs of the custamer by

means of he product asa soluion toth e ¢ u st o ene (neéds). Themerketing concept

represents the major change in todayd sompany orientation that povides the foundaion to

achieve compettive advantage. This philosogy is the foundaion of consultative elling. The

marketing concept has evolved into a fifth and morerefined compary orientation. This concept is

moretheoreticad and will undoubtedly influence future forms of marketing and slling approades.

It is an organizational wide commitment to reaching and responding to customer needs.

3.3.5 THE SOCIETAL MARKETING CONCEPT

While maketing concept lays emphasis on consumer satisfadion, this concept argues for an
extension of the facus of maketing. Achieving the full profit potential of each customer
relationship should be the fundamental goal of every marketing strateggils lbn organizations

to focus more on consuner well- being which his stisfaction may not accommodate
Organizationsare encouragedy this concept to look beyond extant consuner satisfadion to his
long-run well-being and the well- being of the larger socety. Organizations should not strive to
satisfy ther objectives at the expense of the socety. In furtherance of the aspiration,
organizations are to reconcile consuner satisfadion and their own objective with sccial and

environmetal consicerations.

3.10 FARBER&G CAMPAIGN CUSTOMER RIGHTS
Farber (2005P.155)list down thefollowing rights of customers:
a) Thecustaner hastherightto betold the tuth
b) Thecustamer has therightto exped the sakespason to haveexpert knowvledge

¢) Thecustamer has therightto exped that all promises andcommitments will be lept



d) Thecustaner has therightto betreagedwith dgnity and respect

e) Thecustamer has therightto exped satsfaction fromthe product or srvice

f) Thecustamer has terightto abreakdownof costand fees

g) Thecustaner has therightto sevice and support

h) The custamer has the right have cals returned promply even when he or she may be

cdling with aproblem orto complain

STUDENT ASSESSVMIENT EXERCISE
X Itemize someof the marketing furctionsyou know and give example how it is practiced in
your environment

X What doegnarketing mean to you?

40 CONCLUSION

In this uni, you have gone through the overview of marketing in the light of its dfinition,
conceptual framework, the production concept, societal marketing concept, sales concept, products
concept. In this unit, you have also learnt about entities that are generally marketed, thebasic
marketing processesas well as Faber Customes Fundamen#el Rights. This unit gives an
introduction into the world of marketing. Subsequent chapters will see you through the

entrepreneurial world up on to the dynamic world of entrepreneurial marketing.

50 SUMMARY

Marketing refers to the socel maragement processesby which products, or gr o0 u pead$and
wants. These processes include, but are not limited to advertising, (promotion, distribution, and
sales). Everyonemarkets something withoueven realizing it throughout his or her life. Marketing
is not mee selling. But selling is at the heat of maketing. Like it or not, marketing has been,
is and will certainly be part and parcel our life. If you are looking for a suitable job, you must
know how tomarket yourself. If you want to win a compettion, you mustunderstand and pradice
the art of maketing, more soonthe ability to communicate and influence your target audience
efficieny and masterthe ways to develop a sabble brand out of you or your products and
services. Learning maketing formally from experts will definitely help you to understand and

put to practice the proven ways of doing marketing.



6.0 TUTOR MARKED ASSIGNMENT (TMA)

X In your own understanding, explain the various marketing concepts
X The Farber customes @undamentl rights grant excessive power to consumers/ customers.
Discuss.



7.0 REFERENCES AND FURTHER READING

Armstrong, G., Kotler, P, Trifts, V., Bachwitz, L.A. and Gaudet, D. (200&rketing: an

introduction (6™ Edition) Pearson Education Inc., Canada.

Oyedijo, A., Ogundele, O.J.K., Idris, A.A., and Aliu, A.A. (201@trategic Marketing
Management: Knowledge, Skills and Practi®lofin Nominees, Lagos, Nigeria.

Pride, W.M. and Farrell, O.C. (2016pundations of marketin(Sixth Edition) Cengage Leanu,
Stamford, USA.

ANSWERS TO STUDENT ASSESSMENT EXERCISE
Marketing has thefollowing core functions:

 —
N

Marketing reseach estéblishes thaneals and wants and thearget market
Product development aeates thespeificaions to satify the target market.
Manufacturing makes theproducts in acmrdance with spedfications
Branding attadhes an identity that differentiates he products from compettors
Advertising communicates biand value and benefits

Promotion stimulates coxsumerdemandand repededy purchases

Salesand distribution enses produets are madavailable at retail outiets.
Logistics celivers theproducts cos-efficiency on atimdy basis
Merchandisgng maintaingproducts qualty and freshness at theetail outlets

O o o oo oo ogo 0o o™

Consuner service provides support fothe poductsto reinforce custaner value

N
N—r

It is expected that the student will have diverse opinions and solidly back their opinion
with good points.
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UNIT 2: THE MARKET

CONTENT

1.0 Introduction

2.0 Objedives

3.0 Main Cotent

3.1  VariousTypes of Markets

3.2 Market vs. Marketing

4.0 Conlusion

5.0 Summary

6.0 Tutor Mrked Assgnment
7.0 ReferenceandfurtherReading

1.0 INTRODU CTION

In the previous unit, you wermtroduced to the world of marketing, the different marketing
concepts we have had and the Farber customers right. The objective of this unit is to introduce and
distinguish the concept of market from marketing, the importance of markets and the rads play

in sharpening marketing efforts.

2.0 @BJIECTIVES
It is therefore expected that at the end of this unit, you should be able to:
(1 Define and explain the conceptsrofirket ad merketing.

It is most important that you understand and can differentietween both constructs.

3.0 MAIN CONTENT

Armstrong, et al (2015) defined marketthe set of all actual and potential buyers of a product or
service Older research studiefined a market as congsting of people with purchasing power

who are willing to spendmorey on their needs and wants. Certainly, there must be a group

of people with buying power and who have needs and wants to be satisfying for a maket to

exist. It is the busiress of selling and buying commodities (products and services). It is not
confined to spae, locality and time. In recent time, organizations have been able to use the
internet to enhance business interactidd/hoursa day (interactively online marketing). The

term market means different things to different peoplEhere are different kinds of market
including the supermarket, stock market, labour markad fish market All these types of

markets share several characteristics. First, they are compbgedple (consumemarkets) or
11



organizations (business markets). Second, thesple or organizations have wants and needs that
can be satisfied by particularoduct categories. Third, they have the ability to buy the products
they seekFourth, they are willing to exchaedheir resources, usually money or credit,desired
products.

Therefore amarket isdefined agpeople or organizations with needswants and with the ability
and the willingness to buy. A group of people oraganization that lacks any one thfese
characteristics is not a markKéamb et al, 2018).

It is within a markethat a market segment is drawsnmarket segment is subgroup of people or

organizationsharing one omore characteristics theause them to have similparoductneeds.

The NETMBA Knowledge Centre categorizes markets into 6 parts:

Total population

Potential market: Those who have interest in acquiring the product of a brand.

Available market: Those who have the purchasing power to buy a product.

Quialified available markefhose in the market who are legally allowed to acquire the product.

Target market: The segment of the qualified market that a brand chooses to serve.

o g bk w NP

Penetrated market: Those who have purchased the products.

3.1 VARIOUS TYPESOF MARKET
Non-profit Government Markets: Marketing of goods and <rvices to nonpofit
organizationsand governments with @refully dedded lower prices.
Consumer M ark ets: Marketing goodsand Services of mess caception.

3. Business Makets: Marketing goods and services which are usedby the busiressto make
otherproducts and services inturn to market them.

4. Global mark ets: Marketing of goodsand services inglobal maket place.

3.2 MARKET VS MARKETING

In the previous chapter, the concept of marketing has been defined by the American Marketing
Association asiit he acti vity, set of I nstitutions, 3
delivering, and exchanging offerings that have value for customierstsc partners, and society at

|l arge. 0o This definition implies that marketir
customers/ consumers, etc. It is this population that is known as the market. Therefore, it can be
said that the market & part of marketing. It is a crucial part of marketing because every marketing
activity / decision revolves around the market. It was stated in the previous chapter that

fiMarketing is also observed to be an activity because it is a procesgyagjement of mnleting
12



activities and stetegies that result in makingrpducts available that will satisfy cusomes (all
stakeholders which is the markethile making profits for the companies that offer those
product s O rketing activitiesare numeousand varied because tley basically include everything

needed toget a product off thedrawing bard and into the handsof the custaner (the market).

Criteria for Successful Segmentationof a Market

Segmentation is dorfer three importanteasons. First, segmentation enables marketédgndify
groups of customers with similar needs andnalyse the characteristics and buying behaviour of
thesegroups. Second, segmentation provides marketers infithmation to helpthem design
marketing mixes specificallpnatched with the characteristics and desiresnefor more segments
Lamb et al (2018) Third, segmentation is consistenith the marketing concept of satisfying
customer wantand needs while meeting the orgatizaon 6s obj ecti ves.
According to the work of Lamb et al (2018),le useful, a segmentation scheme must produce
segments that meet four basic criteria:

1. Substantiality: A segment must be large enoughatwant developing and maintaining a special
marketingmix.

2. ldentifiability and measurability: Segments mibstidentifiable and their size measurable. Data
about the population within geographic boundaries, tmember of people in various age
categories, and otheocial and demographic charattécs are often easy tget, and they provide
fairly concrete measures of segmsize(Lamb et al, 2018)

3. Accessibility: The firm must be able to reach memioérmrgeted segments with customized
marketingmixes.

4. Responsiveness: Markets carsbgmented usingny criteria that seem logicdlarkets can be
segmented based on how parts of it responds to different marketing activities. The concept of

segmentation will be further discussed in the subsequent chapters.

STUDENT ASSESSMENT EXERCISE
1. Compare and contrast the concept of market and marketing.
2. According to NETMBA, list the 6 parts of a market.

40 CONCLUSION
In the marketing context, a market refers to the group of consumers or organizations that are

willing and able to purchase the product/services of the brand. While marketing as a broader
13



concept includes all activities related to identifying and satigfyive identified market with a
product.

5.0 SUMMARY

This unit though a short one gives insight into the concept of marketing as used in the context of
marketing. You learn in this chapter the various parts of markets available which can aid targeting
ard positioning greatly if used practically. Marketing is a broader concept than a market. However,
it is important to know that all marketing decisions are made and centered around the market. In
the next chapter, we will be looking into the core markefinggtions i.e. what marketing really
does.

6.0 TUTOR MARKED ASSIGNMENT (TMA)

x Design a product of your choice. Do a breakdown of the entire population available for your
product into the 6 parts of a market as identified by NETMBA. State the group thiat beou

your target market.

7.0REFERENCES AND FURTHER READING

Armstrong, G., Kotler, P, Trifts, V., Bachwitz, L.A. and Gaudet, D. (200B&rketing: an
introduction(6™" Edition) Pearson Education Inc., Canada.
Center, N. K. (2020Market Retrieved fromnternet Centre for Managgement and Business

Administration, Inc: http://www.netmba.com/marketing/market/definition/

ANSWERS TO STUDENT ASSESSMENT EXERCISE

1. Student answer should be in line with Market vs. Marketing (3.2)
2. The 6 parts of a market:

x Total population

x Potential market

x Available market

x Qualified available market

x Target market

x Penetrated market
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UNIT 3: CORE FUNCTIONSOF MARKETING
CONTENT

1.0 Introduction

2.0 Obgdives

3.0 Main Cotent

31 5pbébs of marketing

3.2  Basic marketing process

3.3  New Product Development

3.4  Stages of new product development

3.5 Dedsionarea inlaunching anew product / sevice
3.5.1 Ciriteriafor enhancing new product deveéopment
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3.5.3 Financial evauation of newproduct potential
4.0 Conlusion

5.0 Summary

6.0 Tutor Mrked Assgnment

7.0 References andFurtherReading

1.0 INTRODUCTION
The objective of this unit is to introduce the marketing landscape, the basic marketing functions

and new product development.

2.0 @BJIECTIVES

It is therefore expected that at the end of this unit, you should be able to:
(1 Understand the basic marketing functions

0 Learn the 5pbs of marketing

[0 Analyze and understand the new product development process.
[

Ascertain the reason for product failure

3.0 MAIN CONTENT
The main objective of market segmengtion whichwill be discussed later in this bodk,to enable
a financial marketer develops appragoriate maketing mix that will be able to satisfy the need of

target market more than compettors. The sucess or falure of products depends on the way a
15



number of marketing elements or variablescalled the marketing mx are blended to serve different
market targets. The elements of the narketing mix are the 5Ps(product, price, place, promaion
and person). Appliation of marketing strategy involves manipulating the marketing mix namey
the product (or service) the price the promation and the place (or digribution). If the mix is right,
peoplewill deade to huy and thereis no reed for further persuasion.

+

3.1 TheTraditional 5psof Marketing Mix

3.1.1 PRODUCT: In the modern world, the consumeroriented mandadurer stats by
ascertaining whet consuners want (as oppo®d to what he choosesto produce) and what they are
prepared to pay for. He would thenarrange to prodiuce a range of products to meet those
spedfi cations. This reansit is the consumer who nowadays decides what the marufacturer has to
produce and (decides)whether the organization will flourish or collapse thraigh non-patronage of
its products/service Products must be consently modified in the light of changing consuner
needs and environmental development. These features and benefits determine price, promotionand
distribution grategies.

3.1.2 PRICE: The amountof morey acustaner pays in exchangefor a product is known as the
price. It is a key element of the marketing mix as it produces revenue to the firm. Pricing will
aways remain the art of marketing. The pricing of a service shouldberealistic - not too high and
not too low below the mean othewise the produce will respectively either price overboardor
bankruptcy occasionedby low profit. The determinants of price are many but two are of the
utmostimporiant, nangly (a) products ae determinedwith thefollowingin mind.

1. Survival of thefirm

2. Return on ingstment (ROI)

3. Market shae

4. Product quality

PRICING POLICIES

Pricing policies are the philosophes on which sellers or providers of financial services basetheir

prices. In thegoodsmarket, there appear to be thefollowing main pricing policies.

1. Skimming Pricing Policy: This type of policy is usedwhen a new product is -introduced
into a market in which there are no compettors. Skimming policy meansthatthe price is set
high relative to the cost of the product, this result in a high gross profit. As compettors
enter the maket, thefirm is forced to reduce its price.

2. Penetration Pricing Policy: A firm that uses penetration policy sets a price only slightly
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higher than the cost of the product. It is a price below prices of other competing brands
in the maket. It is usualy usedif the market is regarded as a price sensitive market. It is
usedto gain a large shae of themarket.

3. Stable Pricing Policy: This exists where prices, once establishedentto remain consant for
long periods of time, irrespective of the fluctuaions in the cost of makng and
procuring the goods. This pricing policy is followed in many services institutions where
prices are mogly regulated.

4. Going Rate of Market Price: Thisinvolves fixing prices which match otheas in the market
place It is adefensivemeasureto praed existing business.

5. Competitive Pricing Policy: An arbitrary price is set to maich compettive pressue, but

this price should beat alevel which will cover cost andallow amargin of profit.

3.1.3 PROMOTION:

Promotion encompases al communication efforts aimed at generating sales or buiding a

favorable attitudeto a compay's product. This would include adverting, sales pomation, public

relations, puhilcity, persordl selling, directmarketing, packaging and labelling amongst others

1. Advertising: It is a nonpersordal presentation of goods,services or ideas thatis paid for by
an identified sponsor.It is any paid form of non-persoral communication of ideas in the
prime mediai.e. television, the pess, postes radio, cinema.

2. Personal Selling: Ora communication with prospedive puchasers with the intention of
makinga sale.

3. Sales Promotion: Incentives or fit schemesto consuners that are designed to stimulate
purchases.

4. Publicity and public relations It is a free space in the press which is achieved by
packaging the messgein a way that is rewsworthy so that the radiawill pick it up.

Advertising is the most wiely usedform of promotionin the marketing of services. Onereason

for this is that when a new service is being introduced, there is the neal for advancement to

introduce it to the genera public. Secondy, advertising helps to acquaint the consuner with the

value or benefits of a srvice and this can help widen the market for that particular service.

Service firms like the banks aso try to participate adively in community affairs as a means of

getting theirnamesacross to the public. United Bank for Africds involvementin Womeris Forum

and the provision of easy credit facilities for peasant fanners under its Joint Liability Credit

Scheme are good examples of community participation.

Finally, advertising helps to emphasize the courteous, friendy and efficient service rendered by a

firm. Other forms of promational strategy includepersord selling, publicity, and sales promation.
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Persordl selling becomesvery important when trying to develop a closerelationshipbetween the
buyer and the seller. Free publicity of television pogranlffiesby somebanks also telpsin service
promation.

The following are classified as promotional tools:

Selling and Sales nmanagement.

Advertising

Sales pomation

Publicity andPublic relations

Exhibitionsand otherevent management

Padaging and lranding

Sponsorships

Word of mouh

O o 0o o o o O O

3.1.4 PLACE (DISTRIBUTION):

Production is not said to be compete until goods get to the final consumers. Products/services
nedl to be available in adequate quantities, in convenient lo@tionsand at times wien custaners
want to buy them.Place as a marketing mix tool refers to the activities an organization undertakes

to ensuwe that s prodwts/services ae easily acessble to ts taget custaners.

3.1.5 PEOPLE
This element of the marketing mix refers to #teff, salespersons and those who work for and
with the business and /or brand. Decisions made under this element usually revolve around

customer service and customer relationship management.

3.2 BASIC MARKETING PROCESS
Under the marketing concept, the firm mustfind away to discower unfulfilled custaner needs and
bring to market products that satisfy thoseneeds. The process of doing so can be modeled in a
sequence of stepsthe situation is analyzed to identify opportunities, the strategy is formulated for
a \vaue propositon, tacticd dedsions are made, the planis implemented and the results are
monitored.

The Marketing Process

!

Situation Aralysis Maketing

!

Strategy Marketing Mix

18



!

Dedsion Implemertation and

!

Control

There are several frameworks that can beused toadd strictureto the situation analysis:

X

5C Amdysis i Comparny, custanes, compettors, collaborations, climae. The
(organization) companyepresentstheinternal situation; the otherfour cover aspects of
theeterna situation.

PEST Analysis 1 Macro-environmental, politicd, emnomic, socil, and technologica
factorsand SWOT analysis strengthenwedknesses, opporturties,and threats.

The maketing strategy involves, segmenttion, target market selection, product posiing
within the @rget market and \alue proposition to the target market. Also, Maketing Mix
Dedasions informs detailed tactical deasions that are made for the controllable
parameters ofthe marketing mix.

Theadion itemsinclude:

X
X
X
X

X

3.3

Product development i spedfying designing, and producing thefirst units of the poduct.
Pricing decisions

Distribution contrads

Promotiorel campagn development

Person decisions

NEW PRODUCT DEVELOPMENT AS A CORE MARKETING FUNCTION

New products are launched with the aims of attracting custaners in a market and moreover to

increase the lewd of salesin a market. A new product strategy is developed when launching a new
product. It linksthe newproduct developmenprocess with the objectives of the marketing
department, the business unit, and the corporation. According to (Lamb, et al., 2018), a new
product streegy must be compatible with these objectives, and in turn, all three of the objectives
must be consistent with one anothekmewpr oduct strategy i sovemhr t

marketing strategy. It sharpens the focus praides general guideles for generating, screening,

and evaluating neyproduct ideas (Lamb, et al. 2018).

3.4

STAGES OF NEW PRODUCTS DEVELOPMENT

Thestages of new product development ae:

1.

Idea Gene ation: New product development processstarts with the seach for ideas. New
19
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product development ideas can come from interacting with various groups and from using
creativity generating techniques.The souices of new product ideas can beinternal to the company
e.g. scientists, engineer, marketers, slespeople and designers or externa e.g. compettors,
distributorsor custamers. It is goodto keep in constanttouchwith custaners who are innovatos

and maket leaders.

2. Idea Screening: Ideas have to be screened to evaluate their commercial worth.
Ideas shouldbe written down and reviewed each week by an ideacommittee. Seledion shouldbe
made of the most attractive ones. Selection criteria see that the generated ideas are consistent
and are within the philosoghy and image of the organization/fit i.e. between the product and

company objectives andthe capability of the company.

3. Concept Testing: If accepted as worthy for further investigtion, it can be formedinto a
speific concept for testing with potential custaners. Group discussiorcan also be used to
develop and testproduct concepts. Group discussiorncan lead to product refinement. The concept
may be described verbally or pictorially so that the major features are understood. Potential
custaners can then statewhether they perceive any benefits accruing from the feaures. Concept
testingallows a relatively inexpensive judgmentto be made by custaners before embarking on a
cosly product development progam.

4. Business Analysis. An evaluation is madeof the product idea at this stage. Management
reviews the future sales costs and profit estimatesto determinewhether they satisfy the
company's objectives. If they do, the product concept can be movedto the products development
stage.

5. Product Development: Product ideas that survivethe screening and ideaevaluating steps
mustnow be analyzed further. Usuwally, this involves somereseach and development (R&D) and

engineaing to desgn and develop the physical part of the product.

6. Test Marketing: The product is introduced in selected bank branches by distributing the
brochures to potential users of the firancial product so as to evaluate customer compaints and
readions. In other words, the new product is introduced into an authentic setting to learn how
large the market is and how consuners and dealers react to handling, using and repurchasing he
product (Kotler 2004).
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THE MERITS OF TEST MARKETING
Themerits ofmarket testinginclude

a To assess therpduct performarce under practical market condiions

b Toassess theompatiblity of theproduct with theotherelements of themarketing mix
C. Toreduce therisk of product failure in naiona or international market

d To povide themaketer with additonal market information.

ALTERNATIVES TO TEST MARKETING

According to Lamb et al (2018), many firms are looking for cheaper, faster, safer alternatives to
traditional test marketing. Another alternative to traditional test marketsigidated(laboratory)

market testingIn the conduct of thitest, advertising and othpromotional materials for several
products, including he t est product, ar e s taget marketoThesee mb e |
people are then taken shop at a mock or real store, where their purchase®eveded. Shoppe
behaviour, including repeat purchasilgs moni t ored to assess the g
under true market conditions. The Internet also offers a fasteffestive way to conduct test
marketing.

Despite these alternatives, most firms stillsider test marketing essential for most new products.

The high price of failure simply prohibits the widespread introduction of most new products
without testinglLamb, Hair Jr, & McDaniel, 2018)

7. THE CONCEPT OF COMMERCIALI ZATI ON

A product Idea that survives this far can finally be placed on the market. If the test-
marketing results show posifive sings, then the product will finally be introduced to the maket
with a view to commercializing it. Appropriate strategy that provides a differential advantage is
put in. Thenew product now stats its life cycle at the irtroduction stege. It is only when all
signals showreasondly good potentialsdoes it normally makes sense to launch theproduct fully.
The potentialsmustbe clearly indicated sincemistakes madeduring this stage are frequently fatal
and costy to rectify. Problems of poor timing, insufficient marketing efforts and initial product
fallings were major contributas to most of product failures and withdrawal after laurch. The
fallure rate of new product, even thosefor whom a rigorous development process has been
conducted is sufficiently high to demonstete the fallacy of this point of view. The introduction
stateof anew product is critical to theroute ofsuccess orfailure. It provides real indication d:

a) Thedevelopment of the brand inthe market;

b) Theeffea of marketing mix dedsion maek;

¢) A scope for using market information to forecast the sales performance of the product and
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whetherit will beasuccess.

3.5

DECISION AREA IN LAUNCHING A NEW PRODUCT / SERVICE

According to Kotler,m launching a new product, the companty musttake four decisions:

T

3.5.1

Timing: The first dedsion is the right time to launch the new product, e.g. if the demand
of the product is highly seasonal,the new product should not be introduced until the right
sessonarrives.

Geographica strategy: The Companymust dedde whether to launch the new product in
a sirgle locdity, region, svera regions, national market or international market.

Target Market Prospeds: The Company must target its distribution and promaion to
the pime prospects who are more often than not, the Early Adopters, heavy uses,
opinion leaders, etc

Introductory Market Strategy: The Companymust develop an adion plan for introducing
the rew product into the market and deade on the marketing budget and its allocaion among

the maketing mix elements.

CRITERIA FOR ENHANCING NEW PRODUCT DEVELOPMENT

However, there are some criteria which carefully obseved, increase chances of suaessful new

product development andlaurnching. They includethefollowing:

a)
b)

c)

d)

e)

f)
g9)

Other research studies have asserted that new product development should be done with expertise

There mustbe an adequate demand.

The product must becompatibbe with the company's marketing experience and resources.
The product should fit &irly, if not compledly, into the company's present prodiction
pattern.

The financial implicaions of launching the new product mustbe carefully thought through
and apprapriate arrangementsmack.

Adequate management tme must belevoted to mw products.

There mustbe coherent pdicy for new product development and nanagement; and

Suitable aganization for developing and handling new products.

as this is important to the success of a new produgs. therefore evident that maregement

atitudes, amongst otheas, prevailing within the aganization are of grea importance to new

product development.

3.5.2

FAILURE OF NEW PRODUCTS

Having gone through some of the major requirementsa new product must meet before sucess
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can be assued, onewill be puzzled todiscower that in all works of life, high falure ratesare stll
recorded for various ranges of rew products. A huge number of product ideas must be screened to
find one good idea.

This high incidence of product failure had plagued many firms. While many have dared
prescribing techniquesaimedat remedying the problems,only very few have delved into the rea
analysis of the reasons br product failure. Several reasons have been highlighted for product
failures, this includes: unrealistic target setting, lacklgectivity, poor planning, wrong timing,
amongst others.

Other studies have also indicatesbdequate market size, didribution problems, imerna conflicts,

impatience and resistance, and bad marketing research as reasons for product failure.

3.5.3 FINANCIAL EVALUATION OF NEW PRODUCT POTENTIAL

The measure of any businessventureis its contribution financially to entire profitability of the
firm. This setion waks at the prdfit yield of the proposed new product in advance The general
approah to financial analysisis to compae aternative rew product projects either with each other
or with somecompay oriented $andards. Asa resultof the dynamicnatureof the assumption
madein forecastingplderresearch sugeststhatthere is areal neel to employ techniques which
are quick to use, easy to understand and apply. Information requiredfor capital investment
appraisalinclude volume saleswith respect to time, investnent required; cost of mandacturing
and maketing and selling price However, the reliability of thesedata is always a big problem
since maragement mustrely on forecastsresultfrom Poduct Testingor Market Testing.

The under-listed methodsof cepital investrrent appaisal can suitably be applied to new product
development.

a) Pay-bad period - timerequired repaying the initial investment costs.

b) Return oncapital - Percentageannual net prdfit to the net assts empbyed in the poduct.

c) Disoountedcashflow - This techniquetakes into accounttime value of morey and weighsdie
value of cash flows by an amount which depends upon when they occur in relation to the

initial investment.

STUDENT ASSESSVIENT EXERCISE
x List the 5pds of marketing

x List out the new product development stages.

4.0 CONCLUSION
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In this unt, you have gone through thegeneralover view of the core functions ofnarketing in
the light of the trditional 5Ps maketing mix strategies and the stages of new product
developmentYou have also studed the basic processf marketing.

5.0 SUMMARY

The 5pbs are the pillars of mar keti ng. They
market is served in a profitable way and business objectives are achieved. The world records a
huge number of business and product failures yeartst startup businesses. Understanding the
new product development process will help you reduce / avoid business losses and give you a

better standing towards success.

6.0 TUTOR MARKED ASSIGNMENT (TMA)

x  Critically examinethe kasic marketing process.

x  Using the product, you designed in the previous unit, create applicable marketing strategies
which you think can make the brand more successful at serving its target market, using the
5pds as a guide.

x  Discussthe stags in produt development pracess.

x  Differentiate between skmming pricing policy and penetration picing policy

ANSWERS TO STUDENT ASSESSMENT EXERCISE
1. Answer should tally with 3.1
2. Answers should tally with 3.4
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1.0 INTRODUCTION

In this unit, we shal define the terms déentrepreneurship, development and entrepreneurship
development, discussentrepreneurship asabusinessactivity, describean entrepreneuas
an investor, and explain certain key concepts as they relate to entrepreneurship

developmentandhow erntrepreneurship contributesto GDP and GNP.

20 OBJECTIVES

At the end of this unit, you should be able to:

X Define the terms: entepreneur, entrepreneurship, development and
entrepreneurshipgevebpment;

X Describe entreprereurship asa business activity;
X Discuss entrepreneur as an investor;
X Discuss cetain key conceptsas they relateto entrepreneurshiplevelopmentand

how entrepreneurship developmentcontributes to the national economy.

3.0 MAIN CONTENT

You would have learned in principles of economics, that there are four factors of producion,
namdy: land, labor, capita and entrepreneaur. For easeof reference, we would define land as
the surface of earth that is not sea and al natural resaurces or endowmentslabor as the
humanbeings(skilled and unskilled workforce that would help work on the machines,
equipment etc. to transform the raw materias into finished products for corsumption by the
consumer. The entrepreneur is fourth and the most important of all the fadors. This is
because the entrepreneur harnessesall the human and materia resources, provides the finance

required, takesrisk, initiate the ideasto transform into consumable produd.

31 Definition of Terms
We shall define the tems Gentrepreneurshipd ¢ rdrepreneur§ deviel opmentd and dentrepreneurship
developmentd under separate sub-heads bdow.

3.1.1 Definition of Entrepreneur

The word entrepreneur originated from the French word, fientreprended which means fito
undertaked (Akanni, 2010). In business context, it means to start a business, identify a business
opportunity, organize resources, manage and assume the risk of a business or an enterprise. It
is also usedto describethosewho (took chargg lead a project which would deliver

valuable bendits and bring it to completion. In other words, those who can manage
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uncetainty and bring success in the face of daunting challenges that would destroya less well-
managed venture.

Hornby (2006) defined an entrepreneur as a person who makes money by starting or running
businesss, egecially when this involves taking financia risks. An entrepreneur i s someone who
shifts economic resouces ait of anarea of lower and into an area of higher productivity and
greater yield. This definition has two agects that deserve to be underlined. First, there ae
resources that undeigo manipulation; second, the activity sesks to atain fhigher productivityo
and fgreater yieldo. In the science of economics, we learn how to optimize the factors of
production and at the same time seek to attan equilibrium in the distribution of weakh. In
other words, we strive to get the most out of the existng resources and to establish
equilibrium. The entrepreneur is someone who sees changeas norma and hedlthy. Usually, the
entrepreneur does not bring about change. Raher, he fisearches for change, respondsto it, and
exploits it asan opportunity. Entrepreneurs ae charaderized by the need to be independent, to
creae value, to contribute to family and society, to become rich or, quite often, not to be
unanployed. Potential entrepreneurs display initiative and ambition, have businesssense and
foresight, and are decisve. They are agents of changewho acceleratethe generation

applicationandspreadof innovativeid e as(UNDP, 2010).

UNIDO (1999) defined ertrepreneurship asthe process of using initiative to transform business
conept to new \enture, diversify existing venture or enterprise to high growing venure
potentials. The entrepreneur acts in a different way. The etrepreneur lrings to light a
differertiator, something unique, which represents vaue in the eyes of the buyer or consumer.
The idea is that the person at the helm shauld consider the organizationas operating under a
process designed to provide fivalue o the consumer. When all aspects of the business are
geared towards achieving this goal i that is, value to the customer or a perception of it i then,

such an organizationis entrepreneurial or represents entrepreneurship.

The American human psychologist, Abraham Maslow, seesthe entrepreneuas someone
who canidiscern change, enjoy it and improvise without being forewarnedd. Accading to him,
the entrepreneuris afhere-nowo creata, an improviser,whois notafraid of beingviewed
as opaating in dissonance with general practiceand belief. To say it in another way, the
entrepreneuissomeone who perceives or snsesopportunity whereothersfear rejection;
he will nottalk of obstaclesbut challengesHis mindsetis tuned to succes, andfailure though

heis aware of the possbility, doesnot preoccupy him.
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3.1.2 Definition of Entrepreneurship

Entrepreneurship is the dynamic process of creating incremental wealth and stimulating the
surrounding environment.

UNDP (2010) defined entrepreneurships the process of using private initiative to transform a
business conceptinto a new venture or to grow and diversify an existng venture or
enterprise with high growth potential. Entrepreneurs identify aninnovation to
seize an opportunity, mobilize money and managementskills, and take
calculatedrisks to openmarketsfor new products,processesand services You will
observe that entrepreneurship is a derivatve word from entrepreneur. To Shane (2010),
entrepreneurship is the act of being an entrepreneur, which can be defined as "one who
undatakes innovaions, finanes and displays business acumen in an effort to transform
innovations into economic goods'. This may realt in new organizations or may be part of
revitalizing mature organizaions in response to a perceived opportunity.

The most obvious form of entrepreneurships that of startingnew businessesgreferredto as
StartupCompany; however in recent yearsthe term has been extended to include social and
padlitical forms of entreprereurial activity. When entrepreneurship is describing activities
within a firm or large organization it is referredto asintra-preneurship and may include
corporateventuring, when large entities spin-off organizations. Garba (2010) as®rted that the
term entrepreneurshp  means  different  things to different people and with varying
conceptual perspectives. He stated that in spite of thesedifferences, here are some common

aspects such asrisk taking, creatvity, independence and rewards.

The concept of entrepreneurship has a wide range of mearings. It was first used in the early
18th century by an Irish man by name Richard Cantillon who was then living in France. On
the extreme, it is a term used broadly in connection within the innovation of modern
industrial businessleader, which describean originatorof a profitablebusiness
idea (Akanni, 2010). According to Joseph Schumpeter, an Australian economist, the single
function which constitute entrepreneurship  concept is innovation, such as:new products new
productionmethod new market and new forms of organization Weslth is createdwhen
such innovaton results in new demand. Entrepreneurship is therefore a processwhich involves
the creation of an innovative economic organizationfor the purpose of gain or growth under

condition of risk and uncertainty (Akanni, 2010).
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Akanni, (2010), after reviewing twenty-five definitions, conduded that entrepreneurships a
business;activity consistingof someintersectionof thefollowing behaviours creatvity,
innovation generalmanagementrisk bearing and intention to realizehigh levels of growth.
Entrepreneurship is a cortinuous process of creating something different that hasvalue to the

usgas.

3.1.3 Déefinition of Development
Abianga (2010) defined development as the act or process of growth, progress and
improvement within a physical setting. Hornby (2006) similarly defined development as the

gradual growth of something sothat it becomes more advanced and stronger.

3.1.4 Definition of Entrepreneurship Development (ED)

A worldwide  consnsus  on the citical role of competitive makets and
entrepreneurs in ewmnomic development hasemergedin the last decade In
developing countries, te primary barrier to economic growth is often not so much with a
scarcity of capitd, labor or land, but it is the scacity of both the dynamic entreprereurs that
can bring thesetogether and the markets andmechanisms that can fadlitate themin this task.
Relatng all the earlier three definitions of an entrepreneur, entrepreneurship and developmert,
UNDP (2010) then defined entrepreneurship development as referring  to the process  of
enhancing entrepreneurial skills and knowledge through structured training an d institution-
building programs. According to UNDP, ED aimsto enlarge the baseof entrepreneursin order
to hastenthe paceat which new venturesare created This accelgatesemployment
generation and economic development. Entrepreneurship development focuses on the
individual who wishes to start or expand a business. Furthermore, entrepreneurship
development conentrates more on growth potential and innovation.

The Federal Government of Nigeria recognized the role entrepreneurship could play
in jumpstarting the growth and development of the economy decidedon two things in 2009,
one, that entrepreneurship education should be made a general studies course for all
undergraduatesof the tertiary institutions The scond wasthat a center for entrepreneuria
development be established in each of the tertiary institutions where different skills would be
taught. At the end of their program of study, graduaesof the tertiary institutions would be

able to setup their own businesseswith aview to contributing to the economy.
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3.15 CHARACTERISTICS OF AN ENTREPRENEUR

An entrepreneur as a person who reaognizes a business opportunity and who organizes,

manages, and assumes the risk of abusiness enterprise focusing on that business opportunity.
According to the authors, an entrepreneur has the following characteristics:

1 Destre for indeperderce;

2 Sdf-confidence;

3. Willingness to take risk;

4 Ability to recognize opportunity.

A Desire for Independence i One of the consistent characteristics of an entrepreneur is
his desire for indegoendence. What it meansis that an entrepreneur would want to work for
himself/ herself rather than work for others. They want to take dedsions on their own. There
is that believe thatwhen you arefired from your former organization, you are likey to
become abetter entrepreneur. Because of this, you are in a better position to take decison. A
lot of people haveredgned their position in organizations, to set up their own business. What
they mostly tell you is that d can wake at any time to go to workd It means that it is

independence they require.

A Sdf Confidence i There are two charactristic of an entrepreneur that leads him into
having self-confidence:

a. Self-Motivation T Entrepreneurs settheir own goals rather than having them set by
their bosses. Since these goals are setby entrepreneurs, it means that they will be motivated to
acheve those goals.

b. Sdf-Discipline T Every entrepreneur has sef- discipline, if not, the business will fail.
AThey correct errors and improve on their own performance without any prompting from
someae dse. Theseare confident people who believe in what they are doing and beieve that
the job is worth doing.

A Willingness to Take Risk i Any entrepreneur is a risk take; they take calculated risks
whether formally or informally. Mosty they take risk informally because they make
calculation within their brain on what to buy, keep and sell latter. They equally try to figure
out the probability of success of their business once they are convinced that it is high, they
will go into such business, which means they take risk. Marketing reseach is undertaken by
entrepreneur consciously and unconsciously. If this reseach is carried out, they venture into

such businesses. Entreprenaurs are not tired of trying. If they invest in a businessand they
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fail, they still try another business so that they can succeed.Brown 1997 say: an entrepreneur
haswhat he calls calculating risks.

Is the goal worth the risk?

How canl maximize the risk?

What information do | need before | take the risk?

1

1

1

il Why is this risk important?
1 Am | willing to try my best to achieve the goal?

1 Wha preparation do | need to make before | take the risk?
1

Wha are the biggest obstaclesto achieving my goal ?

Ability to Recognize Opportunity T Brown (1997) says entrepreneuts/ their hand
o n opportunities that are by-pass by others; these oppartunities may include:

a. Mesdting the demand thatis not currently met.

b. Pushing up a product that is much better than what is currently in the market. Sdving a
problem or annoyance that consumers have.

Entrepreneurs recognize opportunities where they are and they utilize them by producing
product or savicesthat will fill the vacuum identified.

3.2 Key Concepts in Entrepreneurship

We shall briefly discussthe following key conaepts asthey relate to entrepreneurship.

A Goods and Savices

A Money Income and Real Income Gross Domestic Product (GDP) Gross National
Product (GNP)

A How Entrepreneurship Contributesto GDP and GNP

3.21 Goods and Services

We had earlier referred to goods and services as consumableitems by the
prospectiveor potentiad buyers or consumers. Examples of goods are: handset, cloth,
computer, radio, house etc. The examples of services include education offering
consultancyin a clinic or hospita, saving as travel agency or providing accommodation
and a hotel or guest house and by so doing, creaing wealth, generating employment
opportunity, etc.
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3.2.2 Money Income and Real Income

Money income is the sum total of income eaned from the banking system e.g. the Central
Bank of Nigeria, Commercial Banks, Merchant Banks, Development Banks, Microfinance
Banks, etc. However, real income is income earnedfrom the agriculturd sector mortgage
banks marufaduring, technical and techndogy, entrepreneurship within a given period ustely

year.

3.2.3 GrossDomestic Product (GDP)
This is defined as the market value of all goods and services produced in an economy within

agiven period usualy one yearplus income eaned localy.

3.24 GrossNational Product (GNP)
This is defined as the value of all finad goods and sevices produced in specific period within

ayear, including incomes earned from abroad.

3.25 How Entrepreneurship Contributes to GDP and GNP

The entrepreneurshipcontributes to the economythrough the goods or services
produced for which they are paid for by consumers, through generaton of economic
activities such as buying, sdling, marketing payment of taxes to the government
undertakingcorporatesocial respnsbility tothe variousstakeholders within

thecommunityin whichtheenterprise s operated.

3.3 Psychological prerequisites of an Entrepreneur

Jim gang (2004) describeghe entrepreneuas onewho canmoveanideainto a viable and
profitable commearcia deal T new product, new maiket, or new industry. In order to achieve
this, he needs the right frame of mind and the ensuing success starts building up from this
mindset. He staes further that, for an entrepreneur, getting to the state of mental preparedness

requiresthefollowing psychological traits:

3.3.1 Think Podtively

There is uncertainty at the core of all human adivities; nevertheless, we should not be
discourageal. To be succesful as an entrepreneur, we need to think success. Success starts
forming long bdore it is adieved. As humans, we need to wear the conviction that we are

cgoable of getting to haghts and places. The first step to successlies in conceving it deep
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within self by inwardly envisioningself, dreaming it. We should not be afraid or negatively
affected when our close friends and relatives call us dreamers because we have an
funattainabled plan It should be noted that great spirits have alwaysencounteredsiolent
oppositionfrom mediocreminds, hence the needto have belief and while in
action; the mind, the brain, andthe surrounding circumstances interact in waysand
meansthat usuallyand surprisinglyconvertdreams to realities. We should therefore think
positively, have self-confidence and be ready not to relent any effort requred before attaining

our goal.

3.3.2 Be Ambitious

By ambition, we referto a long-term plan. It is stratified, thusstretching through midway
between ambitions or objectives. These midway objectives are like a starway up to the top
floor of a tall building ever stated To that extent, for a deed or achievement to be
worthwhile or significant, it must not necesarily be grand in volume or coloss in amount. It
may even beintangible, but still very valuable. Below is a hierarchy of ambitions as postulated
by Jim gang (2004) from which you discover that ambitionscould obey the following
classification survival, security, bourgeoisiearistocracy, and charity.

Figure: Jim gang Hierarchy of Ambition

Charity

Aristocracy

Bourgeoisie
Security

Survivd

Source: Jim gang, G.Y. (2004). The Culture of Entrepreneurship. Douala: Treasure Books
Company Limited, Cameroon, pg. 38.

X ASurvivalo Ambition 7 This level of ambition is basic. The things, acts and income
that result can barely afford the basics to spare ones life and the lives of those under oned s
care and charge. Ambition is, here, limited to a battle to exist as a creaure or an animal.
Food, water, shelter, clothing, and a few other things necessay for living constitute the
ultimate acquisitions of this level of ambition. This level comrespnds to the

Aigathererhunter/fighterd age in history. Another example of this ambition was that of a
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woman who ran a home-basedrestaurantselling a local, but coveted meal i fikamdad . She
prepared it so well that there were jams at her home during lunchtime. Regularly customers
would stand and wait outside her home for seats to be liberatedin her sitting room that had
a very small capacity. When customers counseledher to expand the businessshe retorted
that she would abandon the trade the moment she got a husband. She was clearly unenthusiastic
anddid the selling just to have enough to make ends m#ele.truth wasthat it was
not a trade for her but a pastime and not even a favoiite one.

Around the same period, she trained anotherlady, who later set up shop in another area of
the town. This second lady modernized the whole cooking and seling process i she
represented entrepreneurship. It did not take long for her to be a household namein town.
Even though the second bBdy was more expersive than the first, the secon d | dusigess s
witnessedgrowth in gtaff, logistics, income and profits. In short, she converted a local staple
meal into a sought-after delicacy. Within a short period, her restairant becamean outing and a
tourist attraction.

From the story of the two women just narrated, there are many remarks that can be drawn.
These remaks relate to the credentials of the entrepreneur and the situation where there is

competition.

X ASecurityd Ambition

This level of ambition is, of course, higher than survival in that the elements are more, in
guality and quantity. Life seems brighter and more hopeful. The great majority of workers
in both the public and private sectorsfall within this caegory. The items menioned above at
the level of fisurvivalo ambition are affordable, and even in decent qualty. However, the
income eaned at this level leaves the earner with nothing or very little as savings; such
savings ought to serve to upset the heavy bills of old age. Upon retirement the income at the
disposal of the then worker, even if insurance and mutual fund benefits were to be added,
does not permit the worker to sette, conveniently, the increasing flow of bills. Inflation alone
that hasbuilt up within the yeas eats up a good portion of the book value of any benefits or
sasings  Worse off, institutionssuch as banks and insurancefirms, where the hard-earned
depositsand premiums were kept, could have the awkward predicamentof going into
liquidation beforethe bendiciariesmatureto claim or receivethe sweat of their |abor.

The recommendation here, is to strive to attain an even higher level of ambition.

X A Buwgeoisied Ambition
This level of ambition consdidates the elements of the level of fisecurityd a mbi t i on,
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already incorporaes those of the fisurvivaldo ambition. Furthermore, there are extra aspectsand
aquuisitions thatpermit theindividual toleadanenjoyable lifestyle. These
aspectsand aquisitions include the ownership of a good home a car, and other
amenities Some other pleasrres that could be afforded are holiday abroad
weekendpicnics, cell phonesparties outdoor dining, and others. Actualy, thereis
comfort, both psychological and mateial, in and around suchindividuals. Some of the items
a this level, however, may be acquired througha mortgage or higher purchase or same other
form of credit fadlity. In some case, there could be some savings and insurance policies to
caer for some contingencies. Nonetheless, thereis a big limitation with regard to ownership
and pleasures.  The fine valuables of life are not affordable. Many things can exemplify this
limitation: a good houselocatedoutsidethe prime residentialhaven of town; a car with just
the regular fedures; flying economy class; acts of generosity and charity are in bits and

pieces.

X A A stdcracyo Ambition

It is a level with weath in abundance. Acquisitions pile up, immensely.  The money that
was initially soughtafter hasgrown andis now working for the master Real estates
securities(shares,stocksandbondg andotheracquisitions suchasbanksand
insurancecompanie scorsgtitute some of the items aboard the bandwagon of portfolios.
Spending, do not be shodked, often posesa problem. Acquisition of items of lifestyle tends
towards products of the high top- end of the maket, which symbolizes farrivald and
distinction.  The car is not anything with a motor, but a mark with a prestigious name the
home is not just a house, but a caste singularly perched; the clothes are unique, hand-made
or custom-made by famous dedgners. Theseitems are generaly intendedto convey a myth
in the eyes of the public or on-lookers.  Just add that parties, travels, concerts, positions
during social gathers and titles are part of the paraphernalia for the spicing of the intended

image.

X A Garityo Ambition

This is the peak of the hierarchy. At this level, thereis no doubt that the wealthis vast, with
the addtion or dternative of being fulfilling. This awareness urges the owner to take pity on
the lesserdowed in the society. In the process, he wants to leave a mark as a real generous
person. Manymotiveslie behindsuchactsof generosity Nonetheless,th e undertakings f
generosity evoked here are not intended to yield any monetay or material rewards to the

donor. Rather the donor wants, primarily, to be recognized, even stand out, and to be remenbered
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asa charitable or philanthropic personality Such acts of donation may fall in one or more
of thefollowing areas educaion, health famine, poverty alleviation, peacebrokerage,or other
acts in line with the promotion of human dignity. Leading figures in this example are,
George Soros (a Hungaian-born Ameiican), Henry Ford, John Rockefeller, computer whiz,
Bill Gatesetc. Back home in Nigeria, we can mention the likes of Aliko Dangote, Mike
Adenuga,Mobolgi Bank- Anthony (of blessed memory), etc.

In conclusion, to get to the top of the ambition so designed we need unshakable

attaciment to our ambition as well asboldnessto master fear.

3.3.3 Beof Strong Consistency

In every agect of life, be it sports, pdlitics, or resarch asin business, we need to show full
detemination.  There is need to resolve not to relent until the point of victory, this being
the ultimateobjective This desireto forge aheadmust be strong recurrentresolute
ardentandunbending. It must aso be long lasting, thatis staying power, because the road is
generally long, narrow and dreay; yet at the end of it all lie happiness, joy, fame, self

satisfaction, glory andhonor, and even the possbility to be charitable to society.

It is noteworthy that there are trials and temptations aong the way. Some situations are
difficult and complex that we are or may be tenpted to give up. Oftentimes,there will be
a way out provided we arepatientandperseverant We needeffort to progressandusually
the effort required is highly demanding and strenuous. We need to think, to work hard, to
go out, and to meet people, to be ready to face humiliation, and somehow, like a miracle, find
a solution. Time canitself be the solution, so waiting should be considered. One could learn
from the popular Chinesesayingthat fiLack of patience can disrupt eventhebestplan 6 The
highly admired wartime British Prime Minister, Winston Churchill, had this to say about
successiiSuccess is the ability to go from onefailure to anotherwith no lossof enthusasmo .
It will interestyou to note thatlife is like a wave momentof ups anddowns Sometines, itis
very jerky, sometimes it is very calm. Therefore, keepon fighting and struggling. Expectin
all circumstances to have troubles and disturbances of all sorts resulting from emotional

feelings and physical pans incurred through the various efforts to break through.

3.34 Fear
Courage is not about doing something without fear, but about taking any strength you have i
even if it is just a grain of couragei and channeling to strike out € when you know what

you@re doing is morally and ethically righto .
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Fear is horrific and, if allowed, can act like a cankerworm that gnaws at the fruits of human
plan and endeavor. It is that anxious feeling that manfests in us because of our awareness of
the risk of failure of an operatian. This sign is normal andan indication that our mental faculty
is functionally normally. As a human being, it is natural to have the sense of fear. This sense
has to be understood, domesticate, controlled, and well channded. Fear should not be so
strong asto overcome our other senses. It should not be exaggerated to the point of making
us cancel awell-planned project or cherished ambition.

Such a reaction to fear would be unfortunate weskness. Learn to dominate fear. Everybody
feas. Jmngang, 2004 says: fiThe bravest, strongestare also the greatestcowards  The
winnertakescourageto dominatefear andgetsvictory over the opponent psychologicaly
first, and then physicaly o .

Fear is notintended to bebador destructive It arouses the emotions that help guidethe
ambitious. In this way, it helps guide the ambitious in shaping and reshaping, molding and
re- molding the ways and means of getting through to succes. In redlity, one cannot be
afrad nor have fear until one knows thedanger ortheimminence of
danger Even though the consequences of failure could be catastrophic or disastrous,
one should still show courage and be spurred more by the potential gans and benefits of
success.

The recommendation is that one should practice to balance, one the one hand, the wisdom of
Chu Chin-Ning that fian ignored guestoften departsunannounced , amttie
otherhand the realismby Mark Twain that courage is fresistance to fear, magery of fear i

not absence of fear 0 .

STUDENT ASSESSMENT EXERCISE:
1. Define entrepreneurship

2. What are theharactestics of an entrepreneur?

4.0 CONCLUSION

In this unt, you have gone through the owerview of entrepreneurship, entrepreneurial
development, characteristics of an entrepreneur andpgiiehologica prerequisites of an
entrepreneur. The nextunit will give a good overview of the history of entrepreneurship and its

development in Nigeria.
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5.0 SUMMARY

The concept of entrepreneurship hasa wide range of meanngs. As earlier stated in this uniyas

first used in the early 18th century by an Irish man by name Richard Cantillon who was then

living in France. On the extreme, it is a term used broadly in connection within the
innovationof modernindustrial businessleader, which describean originatorof a
profitablebusinessidea (Akanni, 2010). Entrepreneurship has helped to reduce the rate

of unemployment across the globe. Daily countless business continues to spring up, should you

want to start your own business in the nearest future, this chapter and the next two are for you.

6.0 TUTOR MARKED ASSIGNMENT (TMA)

1. Briefly define the terms O mrepreneurg Gentrepreneurshipband 6 drepreneurship
devebpmentd

2. If you are to be an entrepreneu, stae about five reasons that will engineer you into it.

3. Enumerate the psychologigakrequisites of an entrepreneur.
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1.0 INTRODU CTION

The objective of this unit is to introduce you to the historgmtfepreneurship in Nigeria. In the

last unit we discussed entrepreneurship as a concept and the characteristics of entrepreneurs.
Entrepreneurship has become a desirable route to many in our country. This is partly owing to the

rate of unemploymentinthreat i on. Let 6s | earn how it alll be

2.0 @BJIECTIVES
It is therefore expected that at the end of this unit, you should have:
1 Understood the history of entrepreneurship in Nigeria.

(1 learnt about the authors and practitionersritrepreneurship.

3.0 MAIN CONTENT

Entrepreneurial activities are substantially different depending on the type of organization and

creatiity involved. Entrepreneurship ranges in scale from solo projects (even involving the

entrepreneur only part-time) to major undertakings creating many job opportunities. Many "high

value" entrepreneurial ventures seek venture capital or angel funding (seedmoney) in order to

raise cgpital to build the business. Many kinds of organizations now exist to syoport would-be

entrepreneurs including specialized government agencies, business incubators, science parks,

andsome NGOs. Inmorerecenttimes, thetermentrepreneurshiphasbeenextendedo

include elemats not related necessaily to buwsiness formation activity such as
conaptualizations of entrepreneurship as a specific mindset (see also entrepreneurial

mindsef resulting in entrepreneurial initiatives e.g. in the form of social
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ertrepreneurship, political entrepreneurshjmr knowledge ertrepreneurship have emerged.
The entrepreneur is a factor in microecnomics, and the study of entrepreneurship datesback
to the work of Richard Canutillo and Adam Smith in the late 17th and early 18th centuries,
but was largely ignored theoretically until the late 19th and ealy 20th centuries and empiricdly
until a profound resurg@ce in businessand economics in the last 40 years.

In the 20th century, the understanding of entrepreneurship owes much to the work of
ecaomist Joseph Schumpeterin the 1930s and other Austrian economistssuch as Carl
Mange, Ludwig von Mises and Friedrich von Hayek. In Schumpeter, an entrepreneur is a
person who is willing and able to convert a new idea or invention into a successful
innovation Entrepreneurship employs what Schumpeter called "the gale of creative
destuction” to replace in whole or in part inferior innovaions across markets and
industries, smultanecusly creaing new products including new businessmodels. In this way,
creative destuction is largely resporsible for the dynamism of industries andlong-run economic
growth. The supposition that entrepreneurship leads to economic growth is an interpretaton of
the reddual in endogenous growth theory and assuch is hotly debated in acalemic economics.
An dternae description posited by Israel Kirzner suggests that the maority of innovations
may be much more incremental improvements sich asthe replacement of paper with plasic in

the construction of adrinking straw.

For Schumpeter, despi&humpeter's early 20ttentury contributions, traditional microeconomic
theory did not formally consider the entrepreneur in its theoretical frameworks (instead assuming
that resources would find each other through a price system). In this treatmentrépeeneur

was an implied but unspecified actor, but it is consistent with the concept of the entrepreneur

being the agent of x-€fficiency.

Different scholars have described entreprenaurs as, among other things, beaing risk. For

Schumpeter, the entrepreneur did not bearrisk: the capitalist did.

3.1 AUTHORS AND PRACTITIONERS IN ENTREPRENEURSHIP

Listed bdow are some notable persans and their works in entrepreneurship history:

For Frank H. Knight (1921) and Peter Drucker (1970) entrepreneurship is about taking risk.

Thebehavior of theentrepreneureflectsakind of personwilling to puthisor hercareer
andfinancia security on the line and take risks in the name of anidea, spending much time as

wedl ascgpital on an uncertain venture. Knight classfied threetypes of uncertainty.
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1. Risk, whichis meaarable statistically (such as the probability of drawing ared color ball
from ajar containing 5 red balls and5 white balls).

2. Ambiguity, which is hard to measue statistically (such as the probability of drawing a
red ball from ajar containing 5 red balls but with an unknown number of white balls).

3. True Uncertainty or Knightian Uncertainty, which is impossble to estimae or predict
statistically (such as the probability of drawing a red bdl from a jar whose number of
red balls is unknown aswell asthe number of other colored bals).

The acts of entrepreneurshipare oftenassociatedvith trueuncertaintyparticularly

when it involvesbringing somethingreally novel to the world, whosemarketnever

exists However, even if a market already exists, there is no guarantee thata market exists
for a particular new player in the cola catgory.

The place of the dishamony-creating and idiosyncratic entrepreneur in tradtional economic

theory (which describes many efficiency-based ratios assuming wiform outputs) presents

theoretic quandaies. William Baumol has added greetly to this area of economic theory and
was recently honored for it at the 2006 annual meeting of the American Economic Association.

The entrepreneur is widdly regarded as an integral player in the business alture of American

life, and particularly as an engine for job creation and economic growth. Robert Sobel

published The Entrepreneurs. Explorations Within the American Business Tradition in 1974.

Zoltan Acs amd David Audretsch have produced anedited volume surveying

Entrepreneurship asan acalemic fieldof researchandmorethanahundred scholas

aroundthe world track entrepreneurial  adivity, policy and socialinfluencesas

partof theGlobalEntrepreneurshiponitor (GEM) and s associated reports.

Concept

It hasassumedsuperimportancefor acceleratingeconomicgrowth bothin
developedand developing countries.Ilt promotes capital formation and creaes wedth in
county. It is hope and dreans of millions of individuds around the world. It reduces
unemployment and poverty and it is a pathway to prosper. Entrepreneurship is the processof
exploring the opportunities in the market place and arranging resources required to exploit
these opportunities for long term gain. It is the process of planning, organizing, opportunities
and assiming. Thus it is a risk of business enterprise. It may be distinguished as an ability
to take risk independentlyto make utmost eanings in the market. It is a creatve and

innovative skill and adapting response to environment.
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3.2 HOW ENTREPRENEURSHIP STARTED IN NIGERIA.

The history of entrepreneurship in Nigeria can be classfied under the following stages:
Q Ealy stage; and

2 Modern stage.

The Early Stage

Entrepreneurship startedwhen people producedmore products than they nealed, as such,
they had to exchangahesesurpluses For instance if a blacksmith producedmore hoes
than he needed, he exchangesthe surplus he had with what he had not but needal; maybehe
neaded some yams or goat etc, he would look for someone who needed his products to
exchange with. By this way, producers cameto redize that they can concentrate in their areas
of production to produce more and then exchange with what they needed.

So through this exchange of producs, entrepreneurship stated. A typical Nigerian entrepreneur
is a self made manwho might be saidto havestrongwill to succeedhe might engagethe
savices of others like; friends, mates, in-laws etc. to hdp him in his work or producton.
Through this way, Nigerians in the olden days were engaged in entrepreneurship. Early
entrepreneurship is characerized with production or manufacturing in which case the producer
most often started with a small cgpital, most of it from his own savings. Early entrepreneurship

startedwith trade by barter even before the advent of any form of money.

The Modern Stage

Modern entrepreneurship in Nigeria started with the coming of the colonid masters, who
brought in their wears and made Nigerians their middle men. In this way, modern
entrepreneurship was coneived. Most of the modern entrepreneurs were engaged in retail trade
or sole proprietorship. One of the mgor factorsthat have in many ways discouraged this flow of
enrepreneuship development in Nigeria is the value systembrought about by
formal education For many decades, forma education has been the presrve of the
privilege. With forma educaion peoplehad the opportunity of being employed in the civil
service, becausdn those days the economy was large enough to absab into the presigious
occupationall Nigerians their goods. As sud, the system made Nigerians to be dependent
on the colonial magers.

Again the contrast between Nigerian and foreign entrepreneurs during the colonia era wasvery
detrimental and the competitive businessstrategyof the foreign entrepreneursvas ruinous

andagainst moral standardestablishedy society. They did not adhere to the theory of Aive
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andletés live 0 For instance, the United African Company (UAC)thatwasresponsiblefor
a substantiad percertage of the import and exporttrade of Nigeria hadthe policy of

dealing direcly with producers and refused to make use of the services of Nigerian
entrepreneurs The refusal of the expdriates to utilize the services of local businessmen
inhibitedtheir expanson andacquisitionof necessargkills andattitude Becuseof this,
many eventudly folded up. Those that folded up built up resentment against business which
became very demoraizing to other prospective entrepreneurs. As a result, the flow of
entrepreneurshipn the countrywas slowed down. But, with more peoplebeingeducated
and the fact that governmentcould no longer employ most schoolleavers economic
programs to encouragandividuals to go into private business and be sdf-reliant were
initiated. Such economic policy programs that are geared towards sdf -reliance for

individuals ae programs a Open Apprenticeship Scheme, Graduate
Employment Programs etc. and other policies that encourage or makeit easyfor

entrepreneurs to acquirethe needed funds e.g.; Peoples Bank of Nigeria, Fundsfor

SmallScale Industries (FUSSI), cooperdive societiesetc. were established to assist

entreprereurs in Nigeria.

STUDENT ASSESSMENT EXERCISE:
1. List the authors and practitionersantrepreneurship.

2. List and explain briefly the stags of entrepreneurship

4.0 CONCLUSION
In this uni, you have gone through the general overview of entrepreneurship, entrepreneurial
development and history in Nigeria. The next unit will give a gogetview of its development in

Nigeria.

5.0 SUMM ARY

Entrepreneurship hasled to the creation of not onlyew industries hut also in new methods and
effectively making usef existing resources.lt has evolved over the years and today solves the
unemployment issues in our country. The next unit gives an overview of the development of

entrepreneurship in Nigeria.

6.0 TUTOR MARKED ASSIGNMENT (TMA)
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1. Briefly explain the history of entrepreneurship.

7.0 REFERENCES AND FURTHER READINGS

Knight, F.H. (1942) Profit and entrepreneurial functions. The tasks of common history:
supplement to Journal of Economic History, 2, pp.-326

Drucker, P.F. (1985). Innovation and entrepreneurship. Oxford: Butterworth Heinemann

ANSWERS TO STUDENT ASSESSMENT EXERCISE
1. Answers should be in line with 3.1

2. Answers should be in line with 3.2
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1.0 INTRODUCTION

In the last urij we went through the general overview of entrepreneurship, entrepreneurial
development and history in Nigeria. In this unit, we delve into the development of
entrepreneurship in Nigeria, the obstacles to entrepreneurship, its relationship with leadership and
the future of entrepreneurshipntreprenairship as a bushness activity, resourcesused by the
business entrepreneur as an investor, owned capital and ®©nceps of innovation and

entrepreneurship process.

2.0 QBJIECTIVES

It is therefore expected that at the end of this unit,sjmuld have / be able to:
[1 Understood the how entrepreneurship developed in the past.

Discuss the future of entrepreneurship.

Identify and understand the obstacles to entrepreneurship in Nigeria.
The roles of entrepreneurship and leadership.

The roles of amntrepreneur as an investor.

O O 0o o o

The concepts of innovation and the entrepreneurship process.

3.0 MAIN CONTENT
Entrepreneurial activities are substantially different depending on the type of organization and
While these datistics bide well for the country's economic prospeds, they also save to

reaffirm the vital importance of erntrepreneurial development in achieving that potertial.

3.1 Rt Entrepreneurship Developments

People of the Ibo community in Nigeria are considered one of the oldest ertrepreneus in
history, their expertise stretching badk to times before modern currencyandtrademodelshad
developedelsewhereon the planet In the more recent past, Nigerians adapted their natural
talents to evolve traditional businessesand crafts that have sustaned most of the countryd s
rural and urban poor for the better pat of the last half century. While the oil boom of the
"70s brought in billio ns of petrodollars, most of the country's population remained untouched by
the new-found prosperity, thanks to widespread politicad corruption and catastrophic
emnomic mismanagement. Because of these and otherfactors the World Bank estimates

that 80% of oil revenues bendfited just 1% of the population.

Most of Nigerias current woes trace back to a historic overdependence on oil to the
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negligence of all othersectorsincluding customary tradesand agriculture
Decdes of non-inclusive pdlicies dienated the vast majority of Nigerians, plunging the
country into a miasma of extreme poverty and ravaging civil and political strife. The climate of
economic stagnation spawned a mammoth informal ecanomy that continuesto sustain the bulk
of Nigeria's 148 million people. It is a measure of Nigerias inherent entrepreneurial cgpacity
thatthis informal, unorganized sedor presently accounts for 65% of Gross National Product and
accounts for 90% of all new job. All thesefactorshavetremendous relevance for
Ni ger i fatdresprospects evenmore so corsideling the extent of official
neglectand lack of assistanceand infrastructure tha the country's indigenous
entrepreneurs have had to overcome. Harnessing the informal ecanomy and leveraging its full

potential is a prerequisite for Nigeria to emerge from the shackles of its Third World legacy.

3.2 The Future of Entrepreneurial Development in Nigeria

It is not as if Nigerias hopes of economic suyperiority rest on individual optimism and
enterprise alone. Right after the reinstatement of democracy in 1999, the government of former
president OlusegunObasanjo unveiled ambitious plans to take the sub-Saharan nation to the
top 20 world economies by 2020. Abuja is also a signatory to the UN Mil lennial Declaration
of 2000 for the achievement of universal basic human rights - relating to health, education
shelterand searity - in a time bound mannerby 2015. Both dbjectives pressnt mammoth
challenges for Nigeria in terms of reversing past trends and evolving innovative strategy for
sustainable and inclusive growth. The primary focus of Obasanjob s p odenteced @s
acceleateddevelopmentthrough entrepreneurial education(which he made mandatory for
college students of all discplines) andthecreation of conditions favoreble toanew
business regime built oninnovation and adaptability. Thefederal government
hassinceinitiated succesive programnmes aimed at promotingenterprises
throughwidespread useof technologyandsociallyrelevantbusinessmodek.
The extent of successof these andother measires, however, is still a matter of debate.

According tothe 2007 Galluppoll,69%of respondents planningnew businesses
had no intention of registering their operationsindicating they would still preferto bepart

of theinformal economy. In light of Nigeria's long-term goals, this is certainly bad news.

3.3 BSTACLES TO ENTERPRISE DEVEL OPMENT
Disinterest in the formal economy reflects the status of Nigenas padlicies and tax regime,
which have long been deemed detrimental to the growth of viable enterprises. Even more

disturbing is the fact that this continuesto be the case despite the energetic reforms process
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initiated after the return of democracy. It is more than evident that piecemeal measures are

unequd to meetng the chalenges that Nigeria has set itself up to.

The following are the most important obstades facing rapid entrepreneurial development

1. Absence of a pro-active regulatory environment that encourages innovative
enterprisedevelopment at the grassroots level.

2. Significant infrastructural deficits (especidly with regardsto roadsand
electricity) and systemic irregularities inimical to smdl businesse.

3. The presence of administrative and trade barriers that curtail capacity building and
inhibit access to tedhnical support.

4.  Absenceof regulatory mechanisms foreffective oversight ofenterprise
development initiatives, especidly those in the MSME space.

5. Poor accessto vocaional and skills-development training for rural and urban youths
involved in the informal economy.

6. Rampant political and bureaucratic corruption, together with the absence of socid

consensus on important macro-economic paolicy issues.

More than 73% of Nigerians feauring in the Galup survey conceded accessto finance was
the single-most important hurdle in the way to setting up successful enterprises. More telling
is the fact that about 60% of respondents clamed that current pdicies, degite the
governmentd s f am enteprise development, do not make it easy to start a business in
Nigeria

3.4 SOME ADDITIONAL FACTORS TO CONSIDER

Forbes Magazine recently sat down with Lagos BusinessS ¢ h o BeteBarkole to discuss the

curent obstaclesfacing aspiring Nigerian entrepreneurs The interview

outlinesthreemajor problems:

1. Congrained accessto locd and international markets that stunt entrepreneurial
expansionand proliferation.

2. Severe infrastructure deficits (mainly of power and eectricity) that hamstring both new
andexisting businesses.

3. Inadequate accessto finance and the absence of a credit policy that addresses the

spedfic needs of enterprises.

The road to Nigerias amergence as an economic superpoweris muddy and treacherous.

More than just optimism, it calls for clever economicmaneuveringthat will help turn the
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country's fortunes around for good.

3.5 ENTREPRENEURSHIP AND LEADERSHIP

Onwubiko (2011) statesthat Nigeriais acountrywith numerousbusinessand
investmentpotentias due to the abundant, vibrant and dynamic human and naural resources
it possesses. According to her, tapgping theseabundant and valuable resources require the abili ty
to identify patentially usefulandeconomicallyviable fields of endeavors Nigeriansare
an enterprisingpeople and citizens have madetheir mark in diverse fidds

suchassciencetechnology, acalemics, business and entertainment.

Following a series of policy initiatives in the financial sectors of the economy Nigerians
believe that the future indeed looks bright. As good as the foregoing sounds
Nigeria continuesto experence its shareof social,economicand political upheavals
which haveoften stuntedits growth and development into the regional economic power that
it strives to attain. Nigeria has a relaive high rate of violent crimes. The Niger Delta which
produces over ninety per cent of the natons oil hasbecomea nightmarein the lastone
yeardueto incessantkkidnappingsby militants demandingfor a fairer shareof the
resourcesderived from oil exploitation Armed robbery is on the increasedue to
unavailability of jobs. Power supplyis almost non-existent thereby putting a sizeable number
of enterprises out of business. The political landscapes often volatile. A general electon held
in the month of April, 2011 is ill causing apprehension due to the massve irregularities
attested to by both local and foreign observers. Above dl, there is a high incident of corruption
in govemment which has affected the level of development of the county. But the story is nat
all bad as the country enjoys a level of regect for human rights and a virile judiciary which
has always stood up in upholding the rule of law and defendingdemocracywhich
waswon afteralong periodof military dictatorship spanning over three decades.
Although Nigeria is endowed with human and natural resourcesit is still one of the
poorest countries in the world primarily due to corruption in government. Today, the
educaton sector is in shambleswith the governmentdoing little to addresghe problems
of decayingfacilities, student cultism and teatersd strikes. The health sector has faced its
greatest challenge in the lag few yearswith uncheckedflight of personneldue to
inadequateworking environment and incentives as well as deteriorating
infrastructures. In spte of this sadand deplorable situatin, the government has done little to
reduce the misery and frustrations of the citizenry as shown in the just concludedelections

where the resultsdid not portray the desres of the people. This has foisted a state of
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hopelessnesson majority of young peoplewho haveresortedio any meansncludingvice to
succeedin life. For instance youth in the Niger Delta have resortedto
kidnappingo f foreignerswho haveto payheavyransomto affecttheirrelease
This has worsened the security situationin the very volatile Niger Delta as illegal ams are
amassedby thesemilitantsin theirfight for justice  The downsideof their activitiesis thatthe
Nigerian economy sufers the more as oil output is disrupted by blown installaons while

scace resourcesis deployed for security operations in the area.

3.6 ENTREPRENEURSHIP ASA BUSINESSACTIVITY

We had earlier on desribed entrepreneurshp as the activities of the entrepreneur geared
towards identifying an innovative idea to seize an opportunity, mobilize money and
maregement skills, and take calculated risks to open markets for new products, processes and
savices. Brown et al (1997, quotedin Koce, 2009) statethat businessis all of the
activities of an individual or group of individuals in producng and distributing goods and
services to customers. According to them an entrepreneuor a businessvantsto identify
the needswants goals vauesetc. of the potentialand prospectivebuyer or consumer
with aview to developinga productor service that would be talored to satisfying these needs,
wants, goals, values etc. The business of an entrepreneur thereore involves the following

activities.

3.6.1 Producing Goods and Services

Businessprovides goods and services to you. In today& business goods and savices are many.
Examplesof goods are handset, cloth, computerradio, houseetc. The examplesof sevices
includeeducationoffering consultancyin aclinic or hospital servingastravel

agencyor providing accommodation and a hotel or guest house.

3.6.2 Activities that Add Value to the Goods and Services

A lot of activities happen before goods and services get to your door step. A product is not

jugt made in a day and finds its way to the store. These are some of the activities that are

performed by business. They include organizing, managing, producing and marketing.

A Organizing: Within a company, someone should be in chargeof organizing human and
material resources to provide produds.

A Manage i If there is no one to manage finance, human resources and production, the
company cand@ go on smoathly.

A Production i It is the respnsibility of a business to produce those physical item you are

using i.e. radio; wrist watdhes etc. in order to achieve the business goals.
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A Marketing i Business isinvolved in alvertising, distributing and selling those products
produced.

3.6.3 RESOURCESUSED BY THE BUSINESS

Companies use resouces to be able to perform those functions listed above. These resources

that businesswill use indude:

1. Human Resources T includes all persons working with the business eajesmen,
accountants, manager.

2. Materialsi building offices, stares, raw maerials for production. Business decides on
choices of how to combine their resources and many more every day at what cost to

adhievetheir aim.

3.7 ENTREPRENEUR AS AN INVESTOR

Hornby (2006) defines an invesbr as someane who spends his energy, time, efforts, financial
resaurces, etc.on something he considers to be good or usdul in anticipationthat it will yield
bendits.

Finance is a fundamental issue in the development of an entrepreneurship. An entrepreneur
reliesheavily personalsavings contributionsfrom friends, relationsand business partnersas
well asloan from the banks. Businesses derive ther finances from two sourceswhich include

owned capital andloan capital.

3.7.1 Owned Capital

The owned capital available to an entrepreneur is made up of the personal savings,

contributions from family, friends and relations. It also includes support from business partners.

(i) Personal Savingsi Many individuals during their working life he decided to save and
that is the money he used in setting up his business. We have a lot of sde traders who
got money from this method to setup their business.

(i) Borrowing particularly from Friends and Relativesi It is common, amongthe Igbo
business traders that oncetheir brothers are willing to do businesstheygive him a
helping hand by borrowing him some amount of money to start his business, when he
and relatives equally help outin this situation for people to stat up a one-man business.

(iii) CreditPurchase fromManufactures or Wholesalers i Soletradersget
financed through credit buying from the manufacturesor a wholesaler by selling
goodsto soletraders at credit the wholesalers are financing a sole trader.

(iv) Donations from Friends and Relativesi Friends and relaives can give you money
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purposely to help you continue with your business.

3.8 Concepts of Innovation and Entrepreneurship Process
Fundamentallyinnovation hasto do with changes leading toimprovementin
the quality and quantity of productsas well astechniquesof doingthings. Innovaton is
dynamic and createsnew things out of existing ones. Through innovation, the entrepreneur
introducesnew producion tedniques, new commodities, improve on existing ones, open up
newmarketsexplorenewsourceof raw materialsanddesignnewtechniquesf
management. Reseach and Development Programs areforma avenues of introdwcing or
inculcating innovative skills in the entrepreneur. These skills are what the entrepreneur
translates into business egablishment anddevelopment.

The processof entrepreneurshistarts from the generationof businessidea through
implemertation to the realization of output and profit.

(a) Businessideas

Businessideas and opportunities come from a variety of ways accordingto Hirsch and
Peterq1992. Theseinclude:

i. Consumers. Opinions,information and complaintsof consumers can be

usefulsourceof information as to what the consumer wants The entrepreneur can obtain

this from market survey of preferencesdiscussionage, socio-culturalbackground

biological andwealthstatusof the corsumers etc. The entrepreneur canmap out critical

areas of consumerés need, deficiercy andinefficiency and exploit it.

ii. Existing business: Entrepreneurs andintrapreneurs cangetbusinessluesby

constantly monitoring and evaluating market performance of products and sewices of

existing businesses.

iii. Rezwarch and development Theentrepreneuasanagentof changeshould
constantlyexploresand getsinvolvedin reseachto develop new productsimproving on
existing onesor establish new ways of production.

iv. Distributive channels: Distributive tradeboth at local andinternational
levelsprovid e opportunities for ancillary industries to spring up.

v. Governmental activities: Governmental activitiessuch asregistration of business, patent
right and government agencies provide opportunity for business Also
government programmes of emnomic, social and community development provides

opportunities for business/entrepreneur.
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vi. Adverts: Advertisement in news print and radios/TV, bill boards are a souce of new line
of businessto the entrepreneur.

vii. Sundry adivities: The entrepreneur can leam about things needed by the consumers but
which are not supplied from activities such as marketing, seminarsymposa, marriages,

burial ceremonies, picnic centers, traveling, sporting acivities, catlogues etc
Figure 1: Flow of business Process

Think Businessl deas
Record Businessidea
Assess Feasibility
Study Business Plan
I mplement Ideas{)y starting the venture
Output of goods/services
Sales and revenue maximization

Planning and expansion

Source: Eshiobo S.S. (2010). Entrepreneurship in Innovation, Phenomena Growth of
Enterprises and Industrial Organizationsin Nigera.

(b) Developing a Business ldea

The translationof businessideainto a businessventuretakesthe following process When
a businessidea struck an ertrepreneur, the first thing is to write it down to avoid forgetting.
The various ideasthat have been so recorded are then saeened and the feasble or plausible
and more profit-oriented onesselected for implementation. A good feasbility or businessplan
must be systematic and integratesmarket, finance production and human
resources

It shouldhave (Eshiobo, 2010):

1. A clear mission statement of the business line to beinvolved.

2. A despgn of production, process detail logistic and operational activity plan of a

completebusinesscircle.

55



3. A detail marketing and sales plan Forecasting saes and identifying Consumers
problems with existing products.

4. An organizationa plan of administrative relations legad relations, duty schedule,
cudome sewvice etc.

5. A detail financial record plan projected for a 3-year period, explaining income
expensesard profit.

6. Evauation of business operations and objectives

7. Provision for minimizing risk and uncertainty e.g. stating a business that the entrepreneur

is familiar with or that has beenteded in that environment of operation.

(c) Converting BusinessDream to Reality

Just asit could be difficult choosing the bestbusinessto pursue, so alsois the difficulty to get
it started! It may take many years to get off the ground a business plan. The entrepreneur
needsto struggle to obtain the basic and neessary facilities to get the new business off the
ground. He should not spend the whole time planning but review his initial plan, jump in and
get stated. He should stop talking about the businessinstead of starting it up becaise acion

speaks louder than voice.

Execute your businesswith excellence focusing on customersd needs/satisfacion. Try to awoid
mistakes and when you make one quickly correct it. Do not jump into cutthroat
competition egpecialy with older successful entrepreneursor businesspersondut instead
involvein a life time friendship and a possible franchise.

Explore and accessgovernment&s policies and infrastuctural supports that will help you
translate your innovative dreams into reality so as not to remain a mere dreamer. Constantly
serch for new, competitive, and innovative ideas to reman relevant in your business and do

not go into huge debt to stat a business.

STUDENT ASSESSMENT EXERCISE

1. Inyour words, explain the flow of business process.

40 CONCLUSION

This chapter has shed light into the development of entrepreneurship in Nigeria, the obstacles to
entrepreneurship, its relationship with leadership and the future of entrepreneurship,
entreprenaurship as a bushess activity, resourcesused by the business entrepreneur as an

investor, owned capital and oncepts of innovation and entrepreneurship process.
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50 SUMMARY

We have discussed the development of entrepreneurship in Nigeria, the obstacles to
entrepreneurship, and itslationship with leadership and the future of entrepreneur3iig next

unit introduces us to the world of entrepreneurial marketing which has seen many dynamic

Companies to success.

6.0 TUTOR MARKED ASSIGNMENT

1. Briefly explain thedevelopment of entrepreneurship in Nigeria.

2. Discuss briefly the concept of innovaton and entrepreneurial process. What are the flows of
businessprocess? With the aid of adiagram, list and explain them.
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Flow of business process:

Think Businessldeas

Record Businessidea

Assess Feasibility

Study Business Plan

Implement Ideas by starting the venture

Output of goods/services

Sales and revenue naximization
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Planning and epansion
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1.0 INTRODUCTION

In this unit, we shall define the terms d@ntrepreneurial marketing discuss the development of
entrepreneurial marketing as a theoryliscuss the characteristics/dimensions as well as the
component of entrepreneurial marketinghis unit also discusses the difference between

traditional and entrepreneurial marketing as well as digital and relationship marketing.

20 OBJECTIVES

At the end of this unit, you should be able to:

X Define the terms: entrepreneurial marketing relationshipmarketing, viral marketing,
guerilla marketing and digital marketing

X Describe entreprereurship asa modern business strategy

3.0 MAIN CONTENT

The starup phase of a business is the first few years of operatMasketing has been
identified as a major element is very crucial and research has shown that many businesses shut
down during which could determine the success or failure such busiregegsentrepreneur is

faced with the challenge of surviving the imée business world. The last decades have
witnessed the start and success of small companies that grew into the big present day companies.
This includes and is not limited to Microsoft Inc., Mail chimp, Shopify, Grammar, and
GoFundMe. Entrepreneurial matkey over the last few decades has gained the attention of both

entrepreneurs and academicians.

3.1 ENTREPRENEURIAL MARKETING DEFINED

AEntrepreneuri al mar keting entails the proact
for acquiring andretaining profitable customers through innovative approaches to risk
management , resource | everaging and value cr
referred to entrepreneurial marketing as an alternative marketing management approach which
enabls to improve the SMEs marketing activities.

(lonita, 2012) summarized EM as a set of processes of creating, communicating and delivering
value, guided by effectual logic and used in highly uncertain business environments. Further, EM
was remarked as an appch to overcome obstacles, and respond to challenges.

(Becherer, et al., 2012) emphasized entrepreneurial marketing as an adaptation theory to fulfil
the distinctive needs, and many issues of opportunity, innovation, risk and resource constraints in

SMEs. Marketing as a business strategy, poses as the only aspect of management that allows a

61



ENT 722 ENTREPRENEURIAL MARKHEING

business express and position itself the way it wants to be seen/perceived by consumers. It sits at
the crux of entrepreneurship.

A simple definition of EM given byKr aus et al . (2010) ; Entrepr
mar keting activities with the entrepreneuri al
New businesses work with different constraints and which is why entrepreneurial marketing
strategies are born out of necessity. This type of eteuds is characterized by innovation, risk

taking and proactivity, with its marketing campaigns emphasizing on the strengths and values of
the business. Most successful businesses which started small have succeeded by converting their
weaknesses into strgtins.

Entrepreneurial marketing entails the combination of different marketing strategies in the
attainment of organization goals and objectives. These strategies adopted and integrated, allows
the company render personalized services to their targetetnarkd to have a or@one
interaction with them and also sustain their competitive advantages.

Entrepreneurial Marketing is an innovative, opportunity seeking approach adopted by
entrepreneurs and small businesses in marketing their businesses. Hrastarized by
innovative value creation, and external focus and a willingness to take risks. Entrepreneurial

marketing (EM) relies strongly on network, hence the emphasis on personal interaction.

3.2 DEVELOPMENT OF THE ENTREPRENEURIAL MARKETING THEORY

Previous research studies posit that EM was developed as a most suitable marketing concept to
apply for SMEs and new ventures. In parity with this idea they suggest that the features of SME
marketing are entirely different from other scales of businessastirtg literature notes that
traditional marketing had always worked to satisfy customer needs by producing marketing
of fer s, and It does not seek owner manager
marketing in contrast, is defined as a particuigpe of marketing that is based on the
behavioural characteristics of innovativeness,-tédding, and proactiveness of entrepreneur as

well as organizational resources and market opportunifesjad et al, 2020). According to the

work of (lonita, 2012, the EM theory was developed as an interface between the two major
disciplines of marketing and entrepreneursfiipe theory of entrepreneurial marketing (EM)

was progressively developed by researchers and scholars between the two major disciplines of
marketing and entrepreneurship within the past three decades. Some researchers state that it was
at the largest conference held at university of Illinois, Chicago in 1982 that the concept of
entrepreneurial marketing was born, and the conference was smbhgoteo of the largest
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professional and academic bodies, International Council for Small Business and American
Marketing Association (lonita, 2012). Until 2010, marketing was being dominated by the
interface between marketing and entrepreneurship an@h@ at t he O6Charl est
second discipline of entrepreneurship was dominated by the interface and thereafter this new
paradigm has been evolved as entrepreneurial marketing or entrepreneurial marketing orientation
until today (lonita, 2012).

/ Corvertional Ertreprensurship Small \
marketing l business

Marketing- entrepreneurship
Irterface

Beal world Entrepren_eurship—marketirg
marketing inerface M/E Research
events =f=

Concept evolution

!

Entrepreneurial Marketing (EQ) Theory and Process

.

Development of the Construct of Entrepreneurial Marketing

/

(Source: Chaston, I: Entrepreneurial Marketsugtaining growth in all organizations, 2016)

EM is widely used in small and medium sized enterprises (SMEs), particularly during the start
up and edy growth phase. A growing number of studies suggest that more successful SMEs
over time are those that engage in higher levels of EM activities (Morris et al., 2002). Many
entrepreneurs and small business owners rely on word of mouth and networkiractjiree

marketing) to grow their businesses. This leads to higher levels of customer loyalty and

satisfaction.

3.3 CHARACTERISTICS / DIMENSIONS OF ENTREPRENEURIAL MARKETING
According to a research work conducted by Morris et al. in the year 20@&preneurial
marketing consists of seven (7) dimensions excluding willingness to change, which was

introduced in the research conducted by Chaston in 2016. These characteristics are:
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(2) The opportunity-driven dimension:

This refers to the recognition angursuit of opportunities. A company adopting the
entrepreneurial marketing strategy makes effort to establish new market positions rather than to
engage in direct competition with other firms.

(2) Pro-activeness:

Creation of new opportunities and markets is regarded as the basic characteristic that sets
entrepreneurial firms apart from other firms. EM firms are constantly in search of opportunities
to exploit. Predicting the future is difficult as consumer prefggsnand industry trends
constantly evolves over time. Entrepreneurial marketing firms therefore engage in creating the
future as well as opportunities for themselves. The entrepreneurial marketing strategy entails
addressing the future needs of customersiatroducing changes to influence the marketplace.
This sets the entrepreneur as a trailblazer in the market place/industry.

(3)  The customer intensity dimension:

The entrepreneurial marketing strategy relies profoundly on having one on one interactions wit

customers and clients. it involves focusing strongly on customers and interacting with individual

~

customers to establish profitable customer relationships.

-

Willingness to Resource
Change Leveraging
Innovation Risk
Focus Management
Opportunity Customer
Criven Intensity
Proactive Entrepren!.lerlal Value Driven
Innovation Markehng

= =,

(Source: Chaston, I: Entrepreneurial Marketsugtaining growth in all organizations, 2016)

(4) Innovativeness (opportunity creation):
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This entails seeking innovative approaches to marketing. The entrepreneurial marketing strategy
seeks new ways to doing things and does not conform to the conventional marketing principles.
Entrepreneurial marketingreates opportunities for both small businesses and other industry
players.

(5) Risk management:

Risk management represents an integral and very important part of the overall management of
the company. Risk management itself includes all activities that lateddo the treatment of

risks, such as planning, identification, analysis, compilation of proactive and reactive strategies,
monitoring and control of risk&ntrepreneurship involves taking and managing risks. The same
applies to entrepreneurial markggias it is a concept that cuts across two disciplines: marketing
and entrepreneurship. This concept ensures that marketing strategy are created and implemented
to reduce the vulnerability to, and dependence on, the external environment, and enhance the

firmés flexibility.

Types of Risks

An entrepreneur could be faced with different types of risks. They could be grouped as strategic
risks, financial risks, etc. Some authors (Byrd & Meggingii,3 Ramadani & Hisrich2015

divide risks in purespeculative and fundamental risks, which characteristics are elaborated as
follow:

A Pure risk. The risk is considered as pur e,
breakeven point and it is always unpredictable. Examples are fifé¢ taacident, etc.

A Speculative risk. When the risk is pure, t
can only lose, while in a speculative risk, he can lose or can win. An entrepreneur can buy a
parcel (land) hoping that its value will i@se in the future; another entrepreneur will sell his
current business to buy another one with hope that the second one will be more profitable than
the first; someone else can buy shares of a certain company and hope for their greater value in
the future As profits can be expected from these investments, there also can occur unpredictable
and plot situations, where the new purchased business, land or shares lose their previous value

and all this will end up with losses for the entrepreneur {Ramadanis&dH|2013.

A Fundament al (unavoidable) ri sk: This type
occurrence affects all companies which operate in a respective country or community. Possible
sources of this type of risk can be the nattwates, political factors, economic factors, social
factors, etc.
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A Financi al risk. Financi al ri sks include a
Financial can sometimes be unlimited requiring entrepreneurs to settle all liabilitiesheith t
personal funds and properties. Individuals who are risk averse are usually reluctant to risk

personal savings, houses, cars and/or salaries to start their own business.

A Career risk: Every entr epr tilng athis/hertbasingss.n g 0
For those with good compensation packages as employees, the decision to venture into

entrepreneurship should be carefully thought out.

A Family and soci al risk: The time and comm

entrepreneur at the risk of closing close and valuable relationships.

The value creation dimension:

Startups/ small businesses seek ways to stand out from the crowd and offer unique products that
create value for their customers/clients. In order to aehins, startups/ small or new
businesses adopting the entrepreneurial marketing strategy seek and exploring new methods and
searching for unique combinations of resources to create more value for customers.

(6) Resource leveraging and control

Small businesseseek to be more efficient. Hence, they aim towards achieving more with fewer
resources through the skillful deployment of marketing functions (Morris et al., 2002).
Entrepreneurial marketers leverage on and control the use of the resources avatabhebioth
effectively and efficiently.

(7)  Willingness to change.

This is the interest of management of small business to be able to adapt to changes that occurs in
the business environment. They are always willing to change position in order to achieve

organiational goals within best practices available.

3.4 COMPONENTS OF ENTREPRENEURIAL MARKETING

It is established that entrepreneurial marketing is focused on the creation and adoption of new,
unconventional practises by entrepreneurs and small businessedemtm survive the very
competitive and predatory business environment as well as succeed in the attainment of the

companyo6s goals and objectives.

66



ENT 722 ENTREPRENEURIAL MARKHEING

Entrepreneurial marketing is made up of several components which aid active and personal
interaction with astomers. These components are marketing strategies integrated in
entrepreneurial marketing. Some components of entrepreneurial marketing including guerilla
marketing, buzz marketing and viral marketing overlap because they are based on the concept of
word of mouth.

They include:

1. Relationship Marketing: this places emphasis on the need to build a bond between the
brand and the consumemelationship marketing is a processof creating, mantaining and
enhancing strong value added relationships with customers and other stockholders.

2. Direct Marketing: This is also known as one on one marketing. It involves
implementing personalized marketing strategies in relating with ever consumer. Each consumer
is treated as a distinct person.

3. Digital Marketing: For the past few decades, digital marketing has been a part of
marketing that has received unrivalled attention over the years. It involves leveraging the power
of the internet in the achievement of marketing objectives. Digital marketing has itselfthe t

birth of many firms who adopts this marketing strategy as their sole product offering.
Entrepreneurs need to acquire a variety of digital marketing skills to help their growing
companies succeed.

These skills include:

Social mediananagement (SMM)

Search Engine Optimization / SEM skills

Copywriting

Data Analytics

Story telling/ Content creation

= =2 =4 A4 A -2

Graphic designing, amongst others.

4. Viral Marketing:

The termviral marketing was used for the first time in 1997. It describes a forrmaiketing

that uses social networks (family, friends, neighbors, and colleagues) to draw attention towards
brands, products or campaigns by spreading messagemstly through woreébf-mouth
marketingi like a virus. Viral marketing is about spreading mgssaand rumors about the
product through voluntary and honest communication by the customer himself with the aim of

acquiring new customerf&amadani & Hisrich2015.
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5. Guerrilla Marketing:

The termguerrilla marketingwas coined by Jay Conrad LevinsorilBB4. It stands for a variety

of low-cost, highimpact marketing techniques that allow small companies and/or individuals to

act like big companies. Guerrilla marketing can be regarded as the ancestor of the other EM
concepts. It is about the attempt tohive wideranging results with an untypically low
utilization of resources by acting like a guerrilla (Kraus et al, 2010). Guerrilla marketing is meant

to be surprising, efficient, rebellious, infectious, and in the best case even spectacular, thereby
buu sting through conventional perceptions and

actions are often only orteme, limited in scope, and seldom repeatgKiaus et al, 2010).

6. Expeditionary Marketing: Just as entrepreneurial marketing divert®mnir the
traditional; marketing principles, expeditionary marketing offers a daring approach to marketing.
Companies adopting this strategy, act like leaders and not followers by creating new products as
ways to conduct marketing activities. Expeditionaryrketing involves creating a new market

for a product offering, developing innovative product, etc.

7. Buzz Marketing:

Buzz marketings a new form of worebf-mouth communication which targets opinion leaders

to disseminate information. It emerged as a reaction to the fact that more and more consumers
are critical towards classical advertising. It attempts to stimulate the recipienigtitthe use of
spectacular actions so much that the product becomes the subject of discussions or gossip
(Rosenbloom, 2000) . Buzz ma r-rkad oricefl ghone seawverkst h e r
to generate a buzz around a product or a brand, thégeliing the actual advertising to the
customers.

This form of marketing pulls its strength from its credibility, its weakness is that it can be
counterproductive when the product itself does not ultimately convince the cusRanesdani

& Hisrich, 2015.

3.5 DIFFERENCE BETWEEN ENTREPRENEURIAL AND TRADITIONAL
MARKETING

Entrepreneurial marketing is directed towards helping businesses especially small businesses and
startups survive and succeed in a hostile and ever dynamic environment. Note themattd,
businesses / startps, entrepreneurial marketing was birthednfrthe fact that the conventional
marketing principles are most suitable for big companies and by the nature of small companies,

startups/ small companies can afford to be flexible and divert from the orthodox principles than
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their larger counterparts. Eapreneurial marketing offers tools, principles and theories to help
growth-oriented businesses achieve their goals.

Table 1: Differences between Entrepreneurial Marketing and Traditional Marketing

Marketing Traditional Marketing Entrepreneurial Marketing
principles
Concept Custometoriented: Innovatiorroriented:
Marketdriven, product Ideadriven, intuitive assessment
development follows market needs.
Strategy Top-down segmentatior| Bottom-up targeting of customers alj
targeting and positioning. other influence groups.
Methods The marketing mix: four an( Interactive marketing methods:
seven Ps. word-of-mouth marketing (WOM), etc.
Market Fomalized research an Informal networking and informatio
intelligence intelligence systems gathering
SourceeAdapted from Stokes, D. (2000), APutting |

of Entr epr en e lournabof RedéarchkneMarketing & Enpeeneurship 2(1), p.
13.

1 Concept: Traditional marketing is customer oriented, market driven and guided by
information obtained from the market. Entrepreneurial marketing however is innevation
oriented, idea driven and largely depends on intuitive assessment. Traditional marketing seeks to
determine consumer needs firstly, and then develop a product to satisfy such need.
Entrepreneurial marketing goes the other way, starts with generating an idea and then finding a
market for it.

1 Strategy: While traditional marketing follows a tegown mehod of segmentation,
targeting and positioning, entrepreneurial marketing adopts a boftiapproach.

1 Methods: Unlike traditional marketing, entrepreneurial marketing is divergent from the
orthodox marketing concepts. Traditional marketing involves iagadnd implementing

mar keting strategy wusing the marketing 4 and
adopts a more interactive marketing approach. Individuals/ organizations adopting this strategy
use tools including personal selling, use dir@maudience engagement methods that allows for

real time physical interactions with consumers/ clients, unlike in traditional marketing.
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1 Market Intelligence: Traditional marketing adopts a formalized research and
intelligence system, while entrepreni@air marketing adopts informal networking and
information gathering methods.

STUDENT ASSESSMENT EXERCISE
1. Explain in details the concept of entrepreneurial marketing.

2. Enumerate the dimensions and components of entrepreneurial marketing.

40  CONCLUSION

Entrepreneurial marketings established as focused on the adoption of new, unconventional
practises by entrepreneurs and small businesses to survive the very competitive and predatory
business environmentThis diversion from the conventional practices anethmds has
interestingly been the boom of many reputable companies today. Most SMEs are turning the way

of entrepreneurial marketing to stay unique in the midst of competition.

5.0 SUMMARY

As stated at the beginning of this chapter, the-sfaphase o& business is the first few years of
operationsEvery entrepreneur is faced with the challenge of surviving these years and growing
the business amidst all challenges to becoming a market leader. The last decades have witnessed
the start and success ahall companies that grew into the big present day companies. This
includes and is not limited to Microsoft Inc., Mailchimp, Shopify, Grammarly, and GoFundMe.
This chapter has discussed entrepreneurial marketing, the next discusses an integral aspect of it

relationship marketing.

6.0 TUTOR MARKED ASSESSMENT
1. As an entrepreneur would you adopt entrepreneurial marketing, stick with the conventional

practises of marketing, or adopt a blend of both? Discuss.
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1.0 INTRODUCTION

In this unit, we shall define the terms Gentrepreneurial marketing discuss the development of
entrepreneurial marketing as a theoryliscuss the characteristics/dimensions as well as the
component of entrepreneurial marketinghis unit also discusses the difference between

traditional and entrepreneurial marketing as well as digital and relationship marketing.

20 OBJECTIVES

At the end of this unit, you should be able to:

X Define the terms: entrepreneurial marketing relationshipmarketing, viral marketing,
guerilla marketing and digital marketing

X Describe entreprereurship asa modern business strategy

3.0 MAIN CONTENT

3.1 DEINITION OF RELATIONSHIP MARKETING

The purpose of busiressis to create and ke custaners as well as ensurecost effediveness.
Companes often fall because their products fail, and products fail because custaners reject
them.

Relationshipmarketing concerns the shifting from adivities of attracting custamers to adivities
concerned with current custamers and how to retain them. At its core is the mainterance of
relationsbetween a company and as suppligs, channel distribution intermediaries, the public and
its custaners. The key idea is to create custaner loyalty sothata stabk, mutualy profitable and
long-term relationship is developed. The idea of relationship marketing implies at least two
essentialconditions. First, a relationshipis a mutuality rewarding conredion between the parties
sothatthey expeda to benefits fromit. Seand,the parties have a commitmentto the relationship
over time and are, therefore, willing to make adaptationsto their ownbehaviour to maintain ts
continuity. Relationship marketings a strategy that entails seeking astablishingongoing
partnerships with customerdamb et al, 2018) Relationshipmarketing has become an
important business marketingtrategy as customers have become more demanding and
competition has become more intense. Loyal customerslsyenore ofitable than thoseho
are price sensitive angerceive little or no difference among brands or supplieasnb et al,
2018).

The goal of an entrepreneur or businesgais repeat businesRelationship marketing is used
also in building sategicalliances. A strategic alliance, sometimes calkedtrategic partnership

is a cooperativagreement between business firthamb et al, 2018)Strategic alliances can
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take the form oficensing @ distribution agreementgint ventures, research and development
consortia, and partnerships. Theyy be between manufacturers, manufactuaatscustomers,
manufacturerand suppliers, and manufacturarsl channel intermediaries.

Kotler (1997) defines relationship marketing as the pradice of building lorg-term, satisfying
relationswith key parties' custamers, suppligs, and distributorsin order to retain their long-term
preference and busiress. Good maketers build up long-term win-win relationships by
delivering high quality goods, service and fair prices to other parties over time. More

companiestoday are shifingemphasis fom "transation maketing to relationshipmarketing'”.

3.2 SOMEKEY FACTORS FOR RELATI ONSHIP MARKETIN G.

1 Thecustamer is not acompetior

2 You edal thecustamer; thecustaner does not reed you

3. Thecustaner has feelings

4 Thecustaner can choose you orsomrebody else

5 You nedal to marege the relationshipwith an existing custaner becauseit is moredifficult
and costy to egablish anew relationshipthan to marege an existing one.

6. A strongrelationshiptranslaes into greater bushessvolume via reped purchases and new

introductions.

3.3 REASONSFOR RELATIONSHIP MARKETING
Themarket place has been transfamed in recent timesand you have to changewith time
and cet closeto your custaners.
Thecustaner has a basket of competig products to choosdrom. He has achoice.

3. Most busiress adivities are now maket driven and only good relationshp maketing can
grow volumeand enhance prafitability.

4. Relationshipmarketing will enable you hold on to your existing custane's, whist you try

to snath somecustamers avay from your compditors.

o

Itaids the attainment of organizational and marketing goals.

3.4 METHODSEMPLOYED IN BUILDING RELATI ONSHIPSMARKETING.
As a result of the existing fierce competition, it is important for compattdse custaner
focusedby providing superior service to custaners who are thenselves exposedto wide choices.
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A key method of building relationshipand goodwill is the provision of customer service. Ways

of building relationships &e:

1. Tednical Support: Research and development cooperation, before sles or after sales
service, and providing training to the custane's staff. The suppler is thus enhancing the
custamers know howand productivity.

2. Expertise: Suppliers can provide expertise totheir custamers e.g. the dfer of design and
engineaing consultamies and dual selling where the custamer's sales force is
compemerted by the suppkr.

3. Resaurce Support: Suppliers can support tile resouce base of custaners by
extendingcredit faciliti e givlng low interestloan, agredéng to cogerative promotion.

4.  Service Levels: Suppliers can improve their relationshipswith cusiomers by improving
the lewel of services offered to them.This involves providing mae reliable delivery, fastor
just-in- time dHivery.

5. Risk Reduction: It involves free demonstetive preventative maintenance contrads,

product and celivery guarantees etc

3.4 ATTRIBUTES OF RELATIONSHIP MARKETER

A Cheaful and should hee an inexhausible ®nseof humor

A Intelligent and knowledgeale. He must apart from knowing his products aso know the
custamer's busness.

A Willingness tofind and store information for future useto the benefits of the
organization.

A Focus on customer satisfaction and not profit making.

A Prioritizes building and maintaining beneficialationships.

STUDENT ASSESSMENT EXERCISE
1. Highlight thekey factorsfor relationship marketing.
2. State the reasorfier rdationship marketing

40 CONCLUSION
In this unit, you have been introduced to a core aspect of entrepreneurial marketatgpnship
marketing. Relationship marketing has proven beneficial too companies in building long lasting

relations with all stakehol derdovemhobjecives. t he att
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5.0 SUMMARY

Marketing refers to the socel maragement processesby which products, or gr o0 u pesdé
and waents. These processes include, but are not limited to advertising, (promotion,
distribution, and sles). Everyone markets something withougeven realizing it throughout his or
her life. Marketing is not mee sdlling, it the all activities involved in creating value for a
customer and generating a lasting and beneficial relationRbiationship marketing was first
defined as a firm of maketing deployed from dired response miketing campagns which
emphasiscustaner relation and satisfaction, rather thana domnant focus on sads transactions.
As a pradice relationshp marketing differs from other forms of maketing in that it
recognizes the longterm value of custamer relationshipsand extendscommunications beyond
intrusive advertising and sales promational mesages.

With the growth of the internet and mohle platforms, relationshipmarketing haes continued to
evolve and move forward as technology opens more collaborative and socel communication
channels. This includes tods for mareging relationshipswith custamers thatgo beyond simple
demographic and custamer service data. Relationship marketing extendsto include inbound
marketing efforts, (a combination of seach optimization and stetegic contenj, public relations,

mediaand applicaion development.

6.0 TUTOR MARKED ASSIGNMENT (TMA)

1. Using any of the modern day companies as a case study, analyssntiepreneurial
marketing is implemented as a marketing strategy? Indicate as pertaining to the company,
the advantages and disadvantages of adopting the strategy?

2. ARel ationship marketing is not crucial to
ANSWERS TO STUDENT ASSESSMENT EXERCISE

1. Answer must tally with 3.2

2. Answer must tally with 3.3
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1.0 INTRODU CTION

Market segmenttion is defined as the subdivison of a maket into homageneous subset
of custamer, where any subset may conceivably be selected as a market target to be reached

with a diginct marketing mix. Marketers have the task of mareging markets and demand. A

market in this sense willrefer to the populatiorof present and potentialbuyers of a product. This

taskis by no means easy. There are many marketing segmentsor concepts that marketers can

adopt. Tosatisfy somebdy, you need to know him (not just a nodding aaquaintance, markets
neals to know their custaners better), understand their needs/wants, reach them and interact

or reason withthem.

2.0 OBJECTIVES

At theend ofthis unit,you should beble to:

0 Explain grvice market segmentationand theirstrategies
0 Examine product market/product differentiation maketing

0 Discussthevarious characteristics of effective market segmentation

3.0 MAIN CONTENT

3.1 DEFINITION AND MEANING OF MARKET SEGMENTATION

Market segmentation is defined as the identification and aggregation of individual
consumers coming from a heterogeneous population into groupsor segments where
the members of the group or segmentare relatively alike, yet different from other
groups Market segmentation is also defined as the subdivisionof a marketinto
homogeneousubsets of customer, where any - subset may concevably be selected as a
market target to be reached with a distinct marketing mix. It aso depends on the
partitioning of potential customers into groups of differentiated sub- markets. Since no
company can operate in every marketand satisfy every need thereis need for market
segmentation, a very important marketing technique whereby an organization define
the bourdaries of its markets carefully before designing appropriate marketing programs for

each target market.

32 SERVICE MARKET SEGMENTATION STRATEGY
Three strategic options are open to marketers indeed organizations, in choosing makets
and poduwts to use in serving the markets. These are mass marketing/undfferentiated
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marketing, product variety/product differentiation marketing and target marketing.

3.2.1 Mass Maketing/ Undifferentiated Marketing

In this situation, the mizeter is either ignorant of differences amongthe populaton of buyers

or is aware of the differences but prefers to presume that the population of buyers can be
served with one poduct. In mass maketing, or what is alternativelycalled undifferentiated
marketing the marketer offers one product or usesone blend of marketing mix to serve the
whole market. This maketing operation is characterized by massproduction, massdistribution

and masspromaion of oneproduct, obvioudy at alow price on account of economies of ale.

Furthermore, m&eting stategy was attractive and perhapsstll is commendable in shorbege and

scarce emnomes where emphasis may rightly be on increasing poduction of products and

making themeffordable.

In competitive markets however, its ability to sugain profitable operationsfor organizationsis

to sy the least, doubtful. Over time buyers have developed sharply different tastes,are more

informed,critical and disaiminatay, and- will not settle for just any product simply because it

is chegp. Consuners now want their requirements and speifi cations roundy metin product

offerings before they buy. Undifferentiated marketing, it seemsto us, tas ceased to bea potent
strategy in modem maketing and makets are increasingly being flooded with dee

assortnent of product brands. Qganizationsare daily challenged thesedays to justify their
continued existence and their positons are equally threaened by innovative and aggressvely

combative competitors and even upséarts strivingto carve out nches forthemslves.

3.2.2 Product Variation / Product Differentiation Marketing

Perhaps in recognition of the inadequacy of undfferentiated marketing to serve organizations
in attracting and maintainng suficient custamer patronage in developed and developing
marketing systems,marketersin the recentpastare increasinglyturningto
productdifferentiation maketing. Simply put, this strategy suggeststhat differences in
the tasteand buying neals and behavior of consuners can be addressedif varieties ofa product
are pused into the maket. The assumption being that each brand will apped to a group of
buyers in the consuming populationgnd ukimately the diferent brands put tgether will meet
thedifferent wants of kuyers. In this strategy, eat company offers different product offerings or
maketing mixes to expededy serve various market segments.Product differentiation can be
achieved by

varying the feaures, gyles, qualities, padkage, sizes and colors of products. PAN (Pelgeot
Automobile of Nigeria) is agood example of a compary thatdifferentiates its products. Peugeot
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504 has many varieties or models GR,GL, L etc. The attempt at product differentiation is
usualy supporéd by advertising. Advertising will emphasze the fetures which differentiate or
distinguishone poduct from othe's in the sme caegory. This strategy is often adoptedwhen a
compawy is faced with compettion. So, product differentiation maketing is meedy a
compayy's answers tocompettion and not a deliberate effort by the compayy to identify
custane needsivants and satisfy them.However, this attempt to meet compettion by product
differentiation has contribuied grealy to progress in product development. It has ledo

adual product improvement.

323 Targd Marketing

In this strategy, marketers are aware that a given custaner population comprises
heterogeneous unis that en begrouped into sonewhat homogenous groupsor segments,eadh

segment expeded to respondin the same way to given maketing simuli (i.e. blend of

marketing mix). The acceptarce of the heterogeneity of the genera market or massmarket

supportsthe propositon that diferent bendsof marketing mixes bedeveloped for the diferent

segments of themaket. Target or differentiated maketing therefore aims at dividing alarge
heterogeneous market into homaenous groups or segments, and developing a maketing mix

thatwill apped directly and efficiently to buyers in each. Alternatively, a market can select two

or more market segmentsand develop distinct marketing mix for ead. other option will be to

develop as many maket mixes as thee are maket segmentsin ead market You will notice that
in target maketing, marketing planningstarts with the effort to know who the custaners are,

what ther needsivants are, and how festthey can be saisfied.

Target maketing requires four major steps - maket segmenttion, maket targeting, market

penetration and product posiioning.

3.3 CHARACTERISTICS OF EFFECTIVE MARKET SEGMENTATION

The conditions for effective market segmentationare:

1. Measurable: There must be some ways of measuring the size and purchasing
powe of the segnents.

2. Accessible: The firm (Bank) shoud be alde to reach the segments They should
beable to locatethe segnerts at designated placesor reach by certain meda.

3. Sustainability: The segmenisshouldbe of asufficient size and
vaue to beprofitable.

4. Differentiables The segments ae corncepualy distinguishable and
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respond differertly to different marketing - mix elements and program.

5. Predictable: The segmentcan only be of valueto the marketerif he can predictits
futurebehaviourwith someconfidence
Profitability: The market mustbe seviced ata profit, not ataloss.
Identifiable: This is the degeeto which a marketer is able to idertify the specific
requremerts of the market of interest.

STUDENT ASSESSMENT EXERCISE
1. Explain market segmentation.

2. List the characteristics of market segmentation.

4.0 CONCLUSION

In this unit,you have been introduced to the concept of marketing segmentation which retéses to
subdivisiono f a marketinto homogeneousubsets of customer, where any - subset may
concavably be selected as a market target to be reached with a disinat marketing mix.
Market segmentation exists because company can operate in every marketand satisfy
everyneed As stated earlier in this chapter, it is @ery important marketing technique
whereby  an organization define the bourdaries of its markets carefully before designing

appropriate marketing programs for each target market.

50 SUMMARY

In this unit we have explored the concept of market segmentation. The next chapter further
broadens our knowledge of the concept, explaining more beyond targeting and the characteristics
of the concept on to the bases of segmentationidemdifying the current and potential vants

that exist within a narket.

6.0 TUTOR MARKED ASSIGNMENT (TMA)

Using the brand, you created earlier, attempt to segment the market available to your brand and

determine the market you would be serving.
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1.0 INTRODU CTION

Market segmenttion as d@fined in the previous chapter is thesubdivison of a maket into
homageneous subsetof custaner, where any subset may conceivably be selected as a market
target to be readhed with a diginct marketing mix. This chapter shed more light on the concept

of market segmentation and how to achieve an effective marketing segmentation.

2.0 OBJECTIVES

At theend ofthis unit,you should beble to:

0 Compae and contrast the bases for market segmentation

0 Elucidate thebenefits of market segmenttion

0 Anayze the justification of market segmentationand the various stepsin
marketsegmertation

3.0 MAIN CONTENT

31 BASESOF MARKET SEGMENTATION

The bases for malket segmentation are

3.1.1 Demographic segmentation:

Here,consumers are groupedaccordingto variablessuch as age, sex, marital
status income educationoccupation race, religion. Thesevariables greatly

affect the purchase dedsionsof consuners, for example, young consuners. For example, young

consuners cherish drinks, stereo equipment and persorel compuers, while old consurmers

sometimes pay more attention to investments and retirement isues.

3.1.2 Geographic Segmentation:

This method is useful where thee is geographic locational difference in consumpiton
patterns and preferences based on regiongzones, stags, lo@ governmentaress, areas of atown

or city onclimaticfadors.

3.1.3 Psychographic Segmentation:

This was developed to overcome the inadequades of demographics in theidentification of
atitudes andlife styles' Variables under this heading are:

a Lifestyle: Lifestyle is a patern of livingadoptedby an individual. It hasproven
to be amore usful segnenation base than pesondity. If there is

evidencethat consumers buy a product to expressor carry out their lifestyle,
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the marketercanuselifestyle asa segmentatiorbase eg. Gulderforsuccessful

men, rock for laborers Ajegunle for lower class, Surulere for the midde class, Ikoyi for
the upper rich class.

b. Social class e.g. Okada for the lower income, Pewgeot for the middlemen, Lexus for the
higher income.

c. Personality: They assign persondity chaaderistics to productsjust like the
consumer personality characteristics eg. Exclusive restauants for the gregarious

consumers.

3.1.4 Behavioural segmentation: In this approach, consumers are grouped by their
purchase. For example, the detergent market might be segmented by those consumers
who buy detergent solutions, detergent powders, or detergert soaps. Thedemographic
and lifestyle characteristics of eadh segment would then be determined by marketers.
Appropriate marketing drategies will be employed to satisfy the needs of eadh
market- segment. Furthermore, in behavioural segmentation, markets can be
segmerted by idertifying users of a product usage and usage situations heavy users,
light usersand non-users Product chace is paty deperdent upon the occasion for

which the product will be used.

3.2 BENEFIT S OF SEGMENTATION
Both the marketing firm and its customers derive benefits from market segmentation
1. Effective segmentationshouldresult in improved dlocation of marketing

resources.
2. Sagmentationenables theproducertodesignproductsandmarketappeds
to satisfy tile needsof the target groups
3. Samentation alowsfor greaterconsumersaisfaction

Effectivesegmentatioresultsingesesal esvolume and pofitabil ity.
Segmentation makes for better competitive podtion for existing brands in the
marketplace

6. Sementation should result in better identificaion of- marketing
opportunity.

7. Promotional appeals andmedia campaignscanbe focusedonthe target
market

8. It assists smal banks with limited resourcesin streamliningtheir

opegational activities.
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3.3 STEPSIN MARKET SEGMENTATION

The steps involvedin segmenting a market into an organized fashion are:

3.3.1 Identify thecurrent and potential wants- that, exist within a market:
The marketa carefully examinesthe market to determine the specific
needs being satisfied by current offerings, the needs current offerings fal to
adequately satisfy, and the needs tha may not be yet recognized. It might invave
interviewing/observing consumers or firms to determine ther behaviour, levels of
satisfadion, and frustrations.

3.3.2 Identify characteristics that distinguish among the segments: In this step, the
focusis on what prospectswho sharea particular want havein common to distinguish
them from other segments in the market that have different wants Among business firms,
it could be size or location, for consumers it might be an attitude or a behaviour pattern
From the reaults of this step potential marketingmixes (including productideag for the

various segments can be desgned.

3.3.3Determine the size of the segments and how well they are being satisfied: The final
step isto estimate how much dmand (or potential sales) each segment represents and the

strength of thecompettion. Theseforecastswill determinewhich ssgments ae worth pursuirg.

3.4  JUSTIFICATION FOR MARKET SEGMENTATION

A Dbasic judtification for segmentng of makets is the fact that markets are often
heterogeneous and therefore the needswants of majorsegmerts of the narket cannotbe stisfied
with one maketing mx. Ensuing thatthe different needs/wants of the elements that makeup
the consumingpopulationfor any product are satisfied beamesthe laison do tfe of market
segmertation and by extension &rget marketing. Segmentng a market however is notan end in
itself. It is only ameansto an end. Having ascertained the meked off segmentsof a maket, the
marketer shouldgo aheal to select the gment or segmentsto serve, being consciousof the
neals/wents of the segmen(s), the pincipal resouices of his company and its special
competencievis-avis thoseof competitors The question reduces to whth of thesegments

can the marketer or hiscompany profitably serves?
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STUDENT ASSESSMENT EXERCISE
Distinguish between demographic segmengtion and geographic segmentation.

40 CONCLUSION

Inthisunit so far,you have leant what market segmentations, service
market segnentation strateges, massmarketing and differentiated marketing. You
have also leant the basesfor market segmentation, the benefits of market
segmenétion and the stepsinvolved in market seggmentation. The uwit also

discussesthejustification for market segmentation.

5.0 SUMMARY

Market segmentation is a market strategy that involves dividing a broadtargetmarket
into subsets of consumers, who have common needs, and then designing and
implementing strategies to target tharneeds anddesire using media channels
andother touchpointsthat best allow reachingthem.

Market segments allow companiesto createproduct differentiation strategiesto target
them. An idealmarket sggment meetsthe criteria of being possibleto measure, beng
large enough to earn profit, stable reah potential organizations, homogeneity,
regponding to market stimuus, aid marketing mix discussons. Consumer markets
are often sementedthroughgeographicsegmentbehavioralsegnent, and
segmentationby occasionsetc. Maket seggmentations are often used in cusbmer
retention Thebasic approach to retentionbased segmentation is that a

company tags each of its adive customerswith threevalues

6.0 TUTOR MARKED ASSGNMENT (TMA)

Discusghe basc characteristicof market segmenétion.

ANSWERS TO STUDENT ASSESSMENT EXERCISE

a. Geographic segmentation This method is useful where there is
geographiclocationa difference in consumpion patterns and preferences based
on regions'zones, staes, lo@ government areas, areas of a town or city on climatic

fadors.
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b. Psychographic sgmentation: This was developed to overcome te inadgquades of

demographics in theidentification of attitudes andlife styles' Variables undyr this heading
are:

a) Lifestyle: Lifedyle is a patern of living adopted by an individual. It has
proventobe amore usful segnerntationbase than pesondity. Ifthere
is evidence that consumers buy a product to express or cary out their
lifestyle, the marketercanuselifestyle asa segmentationbase eg. Guider
for successful men,rock for laborers Ajegunle for lower class, Surulere for the
midde class, Ikoyi for the upper rich.

b) Socia class e.g. Okada for the lower income, Pewgeot for the midde men and Lexus
for the higher income.

c) Personality: They assign persondity characteristicsgo produwctsjust
like the consumer personality characteristics eg. Exclusive restaurarts for the

gregarious @nsumers.
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1.0 INTRODUCTION

A maketing plan may be part of an overal businessplan. Solid marketing strategy is the
foundaion of a well written marketing plan. While marketing plan contains a list of adions,
a marketing plan withouta sound #rategic foundition is oflittle use.

A marketingplanis a comprehensivedlueprint which outlinesanor gani z
overal marketing efforts. A maketing process can be realized by the marketing mix, which is
outiinedin 4Ps. Thelast step inthe pocessis the maketing controlling. The marketing dan can
function from two points, Strategy, and tactics. In mostorganizations, fiStrategic Planning ds
an annual process,typically covering just the year ahead. Occasionaly, afew organizations nay

look at apracticd planwhich stietches three or moreyears aheal.

2.0 GBJECTIVES
At theend of thisunit, you should beble to:
1 Define and explain maketing planning

1 Explain the concepts of a marketing and business plan.

3.0 MAIN CONTENT
3.1 Marketing Planning

Marketing planningis definedasthe processby which marketingplansare developedfor
produwcts. A marketing firm neads a planfor each of its products, specifying stiategies that will
be useas well as resources required. The unplaned life is not wath living, sosays Aristdle. In
the same vein, the unplanred busiress or enterprise is not worth undertaking. In the past,
compettive environment was less vadatile and compex thanit is now when it is charaderized
by the information technology revolution and globalization of world econonies. Today,
planring standgto provide the compasghatdireds aganizational maregement along routes and
destinations that facilitate the' achievement of organizational goals. Maketing planning is
defined as the process by which bushess analyze the environment and their cgpabilities,
dedade upon courseof marketing, and implement thosedeasions. The outcomeof marketing
planningis often amarket plan.

The market plan is the written documentor blueprint governingall a f i r maksting
adivities,includingtheimplementationandcontrolof theseactivities.
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Formulation of a maketing plan is aways the responsbility of top maregement aided by

inputs from the aganizational departments including the merketing department.
Planningmustalways comefirst before other adivities. Every manager planseven if he decides
not to usea formal plan. Plan should becompete flexible. Every asped of the marketing
concepts compelscloseattention to ganning.

Through marketing plaming, banks can beasssted to:

1 Formulate their marketing objectives moreappropriately and morerealistcally.

1 Seect beststrategiesandformulateappropriateprogrammer actionplansfor its

objectives whilepromotingthe image and custamer satisfaction.

3.2 THENEED FOR MARKET ING PLANNING.
Thenedal for marketing planningis asfollows:

x  Permits a firm to balance its resources and efforts with the potentialsof the market. A
marketing plan must beaxadly ontargeting market or markets for it to siwcceal.

x  Enablesmarketing maregement to identify marketing oppatunities and limitationsbetter.
A maketing planbased on adequate information from the marketing environmentplaces a
marketing manager in abetter posiion to a&hievean organization's obgctives.

x  Spedfies howresources aeto beallocaed.

x  Assign responsbilities,tasks and ting.

x  Inform few participantsin the, pan of their role and function.

x It providesa yardstickagainstwhich progresscan be measuredwith provision
for appropriate adionif achievement is sgoudy above or below target.

x |t fadlitates inegration of efforts. It not only integrates and coordiretes the activities to
the 4Ps of marketing mix but aso of the other functional activities into the marketing
effort aimed at achieving custamer satisfaction. Marketing planis the proper place to
integrate merketing with dher functions likefinance, persomel, prodiction, etc

x It provides a clea staement of marketing objectives to which every department of the
organization thet hasendorsed or acepted the pan is commited.

CONSTRAINTS TO MARKETING PLANNING
Numerous factors consire to impede individual and corporate planning, especially strategic
or long-term planniry:
1. Action of government/regulatory authorities:
Actions of government destabilizes or distort corporate planse.g. the raising of paid-up
cepital base of bank and insurance compares, trander of accounts of parastaéls from

93



ENT 722 ENTREPRENEURIAL MARKETING
banks to CBN.

Economic Depression

3. Civil Strife/Social Upheaval: Areas prone to civil strife and socel upheavals delay
locaion of planred or potential ofices andeven limit expansion ofexisting branches.

4. Manpower Nedls: Shortage of manpaver, in termsof qualified and experienced personrel
can constain ¢ 0 mp a expars®r Companiesnormally look for compeent stef who
can deliver thegoods.

5. Political Upheavals: Politicd uphearals such as coups riotous elections (and
evenreligious digurbances) affect planning.

6. Inflation: Inflation distorts planred lending levels and deposit rates of banks. It leads to
upward adjugment oftheserates thereby affecting the volumes dbans.

7. Cost of operating facilities: Rising technological equipment, compuers, and

communication equipment afects the operation offirms.

Strategic planning is the managerial process of creating and maintainithgoetween the
organi zationds objectives anodportungiesoThe goalsof and
strategic planning is lorgun profitability and growthThus, strategic ecisions require lonrg

term commitments of resources

A strategic error camdtlar gatoen sarfategdos Pplawni
long term successielp protect andyr ow t he f i (Lamb,sHairJe & diDanele s

2018) Planning help an organization understand how it védch its goalsPlanning is the

process of anticipating future eveatrsd determining strategies to achieve organizational

objectives in the future.

Figure: Elements of aMarketing Plan

Setthemarketing goal$ Objectives
Conduct a marketing audit
Conduct market research
Analyse the research
Identify thetarget audience

Determine a budget

l
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Develop specific marketing strategies

Implementation

Evaluation

Set your marketing goals In writing a marketing plan, it is important that the goals and
objectives to be achieved are clearly stat€lear and realistic goals should bet over
different periods and length of time. This allows for proper planning around that period and
also the consideration the factors that could affect the outcome of the plan at a period in time.
Conduct a marketing audit A marketing audit is a reviewf all marketing activities that

have occurred in your practice over the ye&dsrketing audit should be done using a
thorough process.

Conduct market research Market research gives a clear insight into the industry, factors
existent in the industry wine you operate, your chances of success and failure and your
current position. It allows yomake fairly accurate projections about future growth in the
community, identify competitive factors and explore +#ti@ditional opportunitiegAnwar,
2020).Conduding market research is often tirmensumingit is however an important step.
Analyse the research After conducting market research, you need to analyse and interpret
the result of your findingsThis will help you make better decision and develop sound
strategies that address the issues identified during the research.

Identify a target audience With the help of your market research analysis, you should be
able to identify your pract i c eparsofthetoseraly et a L
marke availablewhich youwould like to direct your marketing effor{g\nwar, 2020) Your

target audience should be people whose needs can be met using your product or service. This
may or may not be limited to age, location, etc. Selecting a target madegteéadent on the
product design and the marketing objectives to be achieved.

Determine a budget The marketing strategies to be adopted largely depend on the finance
available for such marketing project. All strategies and activities should be tailosgddn

with the budget.

Develop marketing strategiesWith your budget in place, you can begin to define specific
marketing strategies that will address your goals, reach your target audience and build your
patient base. Remember to focus your strategigherlements of your practice that can be
used to create a special value in the mindsoasumers (Anwar, 2020tach strategy should

be related to a specific goal and should be made up of numerous.actions

Develop an implementation scheduteAn implemenation schedule is a timeline that shows

95



ENT 722 ENTREPRENEURIAL MARKETING
which marketing actions will be done when and by wh@nwar, 2020) The schedule

should also include the cost of each marketing action and how it fits into the budget estimates

for the period. The implementationhexlule give a basis on which to monitor the progress

of your marketing plan.

U Create an evaluation processThe value of a marketing plan is its effectiveness, which

requires deliberate and timely implementaio monitoring and evaluation ofesults

(Anwar,2020) 1t s i mportant to measure results

goals.

CONTENTS OF A BUSINESS PLAN

A business plan describes how a business is going to achieve its objectives. The aspects of a

business plamclude the following:

1.
2.
3.

Title page

Table of contents

Executive Summary: the executive summary is the most important document in the
business plan. It is an importanpage documents that contains all information a potential
investor needs to know. $houll have the name of the company and address on the title
page and should give a detailed explanation of the problem existing and the proposed
solution.It should also give information of each key members of the managing team.
Description of business: Thaspect of a business plan describes the nature of the venture,
its mode of operation and its strategy for solving the identified proliéim.section gives

a detailed description of the business structure, its legal structure, and strategies.
Descriptionof Industry: The description and analysis of the industry is given herein with
future industry trends. This sectignovides information on all the various markets within
the industry.

Technology plan: This section gives ardi@pth explanation of theethods adopted by the
business in the attainment of its goals. This includes all types of machines to be used, the
mode of operations, the internet and how it will be leveraged in achieving the marketing
and overall organizational objectives.

Marketing plan: This section gives a detailed explanation of the marketing strategies to be
adopted. The strategies wusually revolve
pricing, people, and promotion. A good marketing plan will help the organization achieve
its goals.

Financial plan:Financial data is an important aspect of the business plan, most investors

look carefully at the charts, tables, formulas and spreadsheets in the financial section,
96
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because it tells how well the business is doing and predictute performance.

9. Production (outsourcing plan): This aspect spells out the production processes from the
sources of raw materials, the materials which will be outsourced to the production process
itself.

10. Organizational plan: This aspect provides an wtdading of how the marketing,
financial, production and technology plan will contribute tot the attainment of
organizational goals.

11. Operational plan: It is a highly detailed plan that provides a clear picture of how each team,
person, departments, andto@rships contribute to the overall attainment of organizational
goals. This section states the day to day activities of the business.

12. Summary

13. Appendix

STUDENT ASSESSMENT EXERCISE
Using the brand, you designed, explain how some constraimgutiketing planning can affect

your brand.

4.0/5.0 CONLUSION AND SUMMARY

In this unit, you have been introduced to the concept of marketing planiimg have also learnt

that a marketing plan is part of the overall business plan. You have learnt that it is through
marketing planning that all marketing objectives are achieved. The next unit sheds more light

into the topic.

6.0 TUTOR MARKED ASSIGNMENT (TMA)

1. Examineany five constrairis tomarketing planyou know.

7.0 REFERENCES AND FURTHER STUDIES

Anwar, D. (2020)Nine Steps to a Strategic Marketing Pl&®trieved from American Academy
of Family Physicians:
https://www.aafp.org/fpm/2001/1100/p39.html#:~:text=There%20are%20nine%20major%
20steps,develop%20an%20implementation%20schedule%20for

Kotler, P. (2003)fiPrinciples narketingo 4'[h edition. Prentice-Hall New Y ork
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ANSWERS TO STUDENT ASSESSMENT EXERCISE

Answers are based on the studentsod brand tyr

constraints of marketing earlier listed in this unit.
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1.0 INTRODUCTION

As introduced in the previous unit,naarketing plan may be part of an overal businessplan.

Solid marketing strategy is the fourdaion of a well written marketing plan. This unit shed into

the qualities of a marketing plan, the contents of a marketing plan, the implementation,
evaluation and control of a marketing plan.

2.0 OBJECTIVES
At theend of this uit, you should bebleto:

1 Explainthe qulities of agood marketing plan
1 Explain when amarketing plan is said to beomprehensive
1 Itemize the ngjor contents in amarketing plan

3.0 MAIN CONTENT

3.1 QUALITIES OF A GOOD MARKETING PLAN

A good narketing planshould havehefollowing qualities:

1. Flexibility: It should be able to acoommodate changes or modficaions occasioned by
unanticipated eventsin themacro-econamy e.g. the useor application oftechnology.

2. Brevity: It shouldalow for ease of comprehension by managers most of whom are too
busy to read lengthy and wordy treatises.

3. Comprehensiveress: The planshouldcover al departments and activities of the busiress
organization. Marketing plansshouldbe brief enough to be interesting but still cover the
subpd adequately.

4. Clarity: The plan should be unambiguous and easy to understand. Actions and objectives

should be stated precisely and clearly.

3.5 QNTENTS OF AMARKETING PLAN

Marketing planning involvesdesigning activities relating to marketing objectivasd the
changingmarketing environmentt is the basis for all marketing strategies dedisions. Issues
such as product lines, distributiarthannels, marketingommunications, and pricing assl
delineated in the marketing plan. The marketpign is a writtendocument that acts as a
guidebook of marketing activities for the marketing managand provides clearly stated
activities that help employees anthnagers understand and work toward common d¢bafab,
Hair Jr, & McDaniel, 2018)
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Pl anning is essential for the attainment of g

objectives requires good strategic planning, hence the reason for this sub theme marketing

planning. Marketing plans form the basis for all marketingtsgies, guides all actions and

decisions to be taken by the organization in the attainment of the overall objectives. Creating a

marketing plan hinges on so many factor, howbeit a marketing plan should be created

considering the ever changing naturéng business environmert.marketing plan integrates all

the 5ps of marketing.

A good marketing plan may have more than these stated elements; however, it must contain the

following:

1. The Business Mission Statement
The mission statement of a business is a clear written expression of what the company does.
According to(Lamb, Hair Jr, & McDaniel,2018) it answer s the questic
we i n?0 The missi on isscteadd dasednon a cafeful analgsis wfp a n y
benefits sought by present and potential customers and an analysis of existing and anticipated
environmental conditions. The mission statement serves as a guide by which all future
actions and decisions are maddyjeatives and strategies are created. It establishes a
boundary as to what can and cannot be done by the business. Lamb, Hair Jr, & McDaniel,
(2018) stated that a mission statement should focus on the market or markets the organization
is attempting to see rather than on the good or service offered. Otherwise, a new
technology may quickly make the good or service obsolete and the mission statement

irrelevant to company functions.

2. Situation Analysis / Environmental Scanning
It is imperative that marketeend managers understand the current and potential situation of
the market in which they are to operate and in which the product / service is to be marketed.
A situation analysis is therefore important to gain a good understanding of the market. It can
be carried out using one of the recognized models, one of which is the SWOT Analysis.
SWOT is an acronym for: Strengths (S), Weaknesses (W), Opportunities (O) and Threats (T).
The SWOT analysis identifies the internal strengths and weaknesses of a firnh as thel
external threats and opportunities.
When examining internal strengths and weaknesses, the marketing manager should focus on
organizational resources such as production costs, marketing skills, financial resources,
company or brand image, employespabilities, and available technology. When examining
external opportunities and threats, marketing managers must analyze aspects of the marketing
environment. This process is callednvironmental scanning the collection and
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interpretation of informationabout forces, events, and relationships in the external
environment that may affect the future of the organization or the implementation of the
marketing plan. Environmental scanning helps identify market opportunities and threats and
provides guidelinesor the design of marketing strate@amb, Hair Jr, & McDaniel, 2018)

. Objectives

It is important that the objectives of a marketing plan are stated. A marketing objective is a
statement of what is to be accomplished throonginketing activities. This serves as a basis

for measuring the actual results obtained after the implementation of the plan. It also serves
as a guide for planning, choice, and implementation of strategies. Stated objectives allow the
marketing manager mgare how successful the implementation of strategies has been.
Objectives must be consistent with the general objectives of the company, it must be being
sync with the business mission statement, provide direction for managers and those who
would be exeding the plan

Objectives also serve as motivators by creating something for employees to strive for.
Objectives are which are attainable and challenging, motivate those charged with achieving
the objectives. Marketing must have the following charactesisti

Realistic and Attainable: Managers should develop objectives that are both challenging
and attainable. This will serve as motivation for employees and also prevent loss of interest
or/ and underutilization of available human resources.

Specific and Measurable:Objectives must be specifically stated in a way that they are
measurable. It is important that objectives are quantitatively measurable. Objectives should
be stated as; iTo increase sal es2%qoartaroie f r o
the year 20200 and not as Ato increase sal e:
Time specific: All stated objectives must be tirmund. By what time must these objectives

be achieved? A time frame should be set within whithaetivities would be channeled
towards the achievement of the stated objectives. This allows managers review and decide on
how well the company is performing over a period of time.

. Marketing Strategy

The marketing strategy covers the activities of sglgcand describing one or more target
markets and developing and maintaining a marketing mix that will produce mutually
satisfying exchanges with target markets. In creating a marketing strategy, the manager need
to first identify the market to which therquuct will be sold. This market consists of all

individuals, organizations and institutions having the capacity to carry out mutually
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satisfying exchanges and to whom the product / service will be beneficial. This market is
called the target market. Seleg a target market can be done through the process of
segmentation, earlier explained in this book and adoptingatiget market strategy. The

target market strategy identifies the market segment or segments on which to focus beginning
with a Market Opportunity Analysis (MOA). The Market Opportunity Analysis is the
description and estimation of the size aales potential of market segments that are of
interestto the firm and the assessment of key competitoteéae market segments (Lamb,

Hair Jr, &McDaniel, 2018).

Upon the identification of the multiple market segments available to a company, it then
decides to target one or more of them.

5. Components of the marketing mix
The marketing mix refers to a unique blend of prodptace (distribution), promotion,
people,and pricing strategies, designed to produce mutually satisgmebanges with a
target market(Lamb, Hair Jr, & McDaniel, 2018). All the five components must be
strategically and well blended to achieve optimedults. According to (Lamb, Hair Jr, &
McDaniel, 2018), the best promotion and the lowest price cannot save a poor product.
Similarly, excellent products with poor placing, pricing, or promotion will likely fail.
Successful marketing mixes have been célyefiesigned to satisfy target markets.

3.6 IMPLEMENTATION, EVALUATION AND CONTROL OF THE MARKETING

PLAN
Following the creation of the marketing plan is its implementation. Implementatiba process
that turns a marketing plan into action assignmeand ensures that these assignments are
executed in a way that accomplishes the pl ant
activity descriptions, time lines, budgets, and lots of communication. It requires managers to
delegated authority a@nresponsibilities, set deadlines for the completion of tasks and allocate
resources effectively (Lamb, Hair Jr, & McDaniel, 2018).
After the implementation of the marketing plan, evaluation is necessary. Evaluation entails
reviewing the activities thatave been carried out and the results obtained from them. It also
allows managers compare actual results against expected results as stated in the objectives over a
period of time. The evaluation of marketing plans also allows managers to review and imipleme
changes where and when necessd@ihe control of marketing plans involvéise provision of
mechani sms for evalwuating marketing results i
actions that do not help the organization reach those objeclivissessential that companies
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establish formal and informal control programs to make the entire operation more efficient. One
of these control programs is tinearketing audit. Marketing audit is &horough, systematic,
periodic evaluation of the objecés, strategies, structure, and performance of the marketing
organization. A marketing audit helps management allocate marketing resources efficiently
(Lamb, Hair Jr, & McDaniel, 2018). The marketing audit develops a full profile of the
or gani z a ttingoeffodt and ta @rovide a basis for developing and revising the marketing
plan, it is also an excellent way to improve communication and raise the level of marketing
consciousness within the organization. It is a useful vehicle for selling the phyosopgh
techniques of strategic marketing to other members of the organization (Lamb, Hair Jr, &
McDaniel, 2018).

STUDENT ASSESSIENT EXERCISE

1. Itemize the contents of a marketing plan.

4.0 CONCLUSION

In this unit, you can somewhat see that marketing planning is a game plan by which
maketing objectives will be achieved. This unit has taught the essentials of marketing planning,
marketing plans; its implementation and control, all integrated towards the attainment of the

marketing objectives of a company.

50 SUMMARY
Behind the corporate objectives, which in themsehes offer the main content for the
marketing plan, will lay thefi Crporate missiono which in turn providesthe context for these
corporate objectives. In a sales-oriented organization, the maketing plannng fundion
designs incentive ply plansto not only motivate and reward frontline stef fairly butalso to a
to align marketing adivities with corporate misson. The marketing plan basically aims to make
thebusiressprovide the solution wih theawareness wih theexpeded custaners. Thiscorporate
misgon can be thought of as a definition of what the organization is, or what it does: fi ar
businessiso This definition shodd not be toonarrow, or itwill constrct the development of the
organization; a too rigorous concentration on the view that fiwe are in the business of
marketing meat-sca | e a thebank services were during the early years 2007 after the kank
consolidation,might have limited its subse&uent development into other areas. On the other
hand, it shouldnot betoo wide or it will become meaningless;fiwe want to make a profi tis
nottoo helgul in developingspeific plan.
6.0 TUTOR MARKED ASSIGNMENT (TMA)
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1. Examineany five constrairts tomarketing planyou know.

2. Using any brand or company of your chomite a simple marketing plan
ANSWERS TO STUDENT ASSESSMENT EXERCISE

Content of a good marketing plan:

1. The Business Mission Statement.

Situation Analysis / Environmental Scanning.

Objectives.

Marketing Strategy.

a r 0N

Components of the marketing mix.
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1.0 INTRODUCTION

In the last unit, we describedthe role of an entrepreneur asa risk bearetg
discussedthe management decision making function of an entrepreneur; explained
production function of an entrepreneur; discussed the strategic planning function of an
entrepreneur; explained marketing management function of the entreprenaur.

Inthis unit, we shallexaminevariousforms businessownership andtheir

distinguishingcharacteristics.

2.0 OBJECTIVES

At the end of this unit, you should be able to disass the various forms of business
ownershipthat entrepreneurs could embark on. You should also be able to discuss the
feaures, objectives, cgpital available, advantages and disadvantages of each form of business

ownership.

3.0 MAIN CONTENT

31 Forms of Business Ownership

Brown and Dow (1997) say define businessasall of the activities of an individual or group of
individualsin producing and distributing goodsand services to customers.  Business wants
to know the needs, wants, goals, vadues etc. of prospective and potentia consumer before
they cansell their goods to them. Businesstherefore isinvolved in the production of goods and
services, undertake organizing managing and marketing. The resources used by the
businesses include human, material and financial resouces. Business,no matter the type or
form, has certain characteristics such as involvement in the exchange / sale or transfer of
goods and sevices, profit motive, production of goods and services and bearing risks and

uncertainties.

As mentioned ealier in the unit, we mentioned objectives of abusiness to include:

(1 profit maximization;

(i) survival and continuity;

(iii) growth

(iv)  control of afair share of the market;

(V) improvement in productivity;

(vi) initiating innovative ideasfor qualty product;
(vii) employee welfare;

(viii)  seavice to consumers; and
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