
-~ ~ ~ ,--

' 

AND 

COMMON MARKET STUDIE·· 

~ DEVElO.PMENT.JUNIVERSAL CONSORTIA 



INTERNATIONAL JOURNAL OF BUSINESS 
AND COMMON MARKET STUDIES 

VOLUME 4 l'!VMtlLR 1 & 2 2006 

EDITORS 
EKERETE P. P., Ph.D 
Ri,·ers State UniYersit~ of 
Science and Technology 
Port Harcourt !\igeria. 

MUHAMl\1EDS. B/YAlJRI, Plt.U 

Usmanu Danfodiyo UniYersity 
Sokoto. Nigeria. 

EDITORIAL BOARD 

CONSULTING EDITORS 

UKO E. J., LL.D 
University of Uyo 
Gyo, Nigeria. 

A7..IKE K I., Ph.D 
Yaba College of Technology, 
Yaba, l\igeria. 

AJEWOLE G. A., MA 
Administrative Staff College of !:\igeria 
Topo-Badagry, Nigeria. 

AIMS AND SCOP £ 

~1!\~...\GING _FDlTOR 
JOSIIllA I. E., LSQ. 
Deq~) , )plllet~ I Un h·ersn 1 Consort iJ 
Ikot Ekpene, !\igeria. 

PRODUCfiON EDITOR 
u H TT ~N' 1\ ESSIEN 
DeYelopmeut UuiYersal Consortia 

lkot Ekpcne. Nigeria. 

KEHI:\DE J. 0., Ph.D 
Ahmadu Bello Cni\ersit) 
Zaria Nigcri~ 

OY0:\1ETTE, S. E., l\lB.\.. 
Dc,·coPsort Sen, es 
lkot El·,. ene, !:\igeria. 

1\'\•;0GWUG\'\"U C. C. , Ph.D 
AlYan Ikoku College o• Educ. 
Owerri, !:\igeria. 

International Journal of Busine~s and Common ~Iarke! Studies is published Bi-Jnnuall,· 
by De"elopment UniYersal C nsortiJ. Tl:c Journal deals with contemporary ~nd (';1;, rging 
issues cf business, economtcs, finance, marketing , management. strategiC's UIVi p• •• cttCC' 
as they relate to the third wnrld countries. It is a multi-discip!i:lar~ ia~Ir:tal , blcbc! in 
nature, integratiYe in approach and policy oriented . 

The journal ;s a referred publication ""hich fosters the exchange of informati on and ne,,· 
i0~as among professionals and academics, economists, managen'cnl scientists, financiers 
dc\'elopment experts, students, policy makers, staff members of research institution~ and 
international agencies. 

The opinions and interpretation expressed in this Journal are entirely those of the authors. 
The publishers, editors and agents of DeYelopment UniYersal Consortia accer,t no 
responsibility for any error or misstatement contained in this publication. Contribution
to this journal are welcome. They may be dra"n from theor~ and practice, but rna~ be 
edited for reasons of space and clarity, and manuscripts submission guidelines are stricti) 
respected. See inside back co,·er for more information. 

@ 2006 by The Del'elopment Unirersal Consortia 
# 3, Sanni Ogun Road, Suite 750, P. 0. Box 372 
lkot EApene, Nigeria. E-mail: tlel•consort @ yahoo.com 
Tel: +234 - 803-7103742, fl8 4554735, 08038833359 
All rig/us resen-ed. Printed and bound in the Federal Republic of Nigeria. 
ISSN: 1596- 5716. 

Information appeared in thb Journal is copyrighted. No portion of this Journ:tl rna,· h· 
reproduced by any process or technique, without the express written consent uf the 
publishers. An) Yiolation of the copyright may result in both a ci\'ic litigation for dJm~~t:~ 
and eventuol <.rirninal prosecution. 

vo 
NU 
::.o( 
IS~ 

'~ 
O.I 
~ Z£!2! 
•••••• -



INTERNATIONAL JOURNAL 

OP 

BUSINESS 
AND 

COMMON MAR KET STUDIES® 

VOLUME 4 

NUMBER 1 & 2 

::.oo6 
/SSN: 1596- 57!6 

I'- • 

-----....... ..: 
~ 

' ... 

~ 
............. 

..r-~ . . 'ff,-:.·k.~~ 

~}.~ ' DEVELOPMENT UNIVERSAL CONSORTIA 
' -:..--~~0 

···························· -············· ···································· v 51trtort e 



DEVELOPMENT UNIVERSAL CONSORTIA 
C• 

I I I I I 0 0 I I I o 1 1 o 0 0 o 0 0 0 I I I., . I I I I I I I I I I I I I 0 I 0 I I I 0 0 I I I I I I I I I I I I 0 I I I I 1 0 1 0 1. 0 0 1 0 I I I I 0 

#3 SANNI OGUN ROAD, P. 0. BOX 372, IKOT EKPENE, NIGERIA. 
TEL: +234-0803-71 03742,084554 735, E-mail devconsort <ii yahoo. com. 

We also invite contributions that offer constructive ideas and analysis that highlights the lessons 
to l:..e learned from the experiences of different economic nations and societies, development, 
education, science and technology, child abuse, gender and health, environmental, social and 
policy issues from the interested scholars and researchers in academic, international community 
and other establishments for publications in any of the following journals. 

"' International Joumal of Applied Mathematics 
* Intemational Joumal of Environmental Issues 
"" .. . ., ... ., ,.r.. . ' ' r .• - - •• 

Jllt.t::.l UUj..jUIJU• CIVUI UU& VJ .£&.G.;,C.ul '--'" J U .a...uu'""u"'&VU 

* International Joumal of Social and Policy Issues 
"' International Joumal of Gender and Health Studies 
* International Joumal of Research In Medical Sciences 
"' International Journal of Food and Agricultural Research 
* International Journal of Law and Contemporary Studies 
* International Journal of Science and Technology Research 
* International Journal of Economics and D evdopment Issues 
* International Journal of Language and CommunicationStudies 
* International Journal of Business and Common Market Studies 
* International Joumal of L.1bour and Organizational Psychology 

The Journals are Bi-anr.uat pub ;cation of Development Universal Consortia, fashioned to 
disseminate relevant, theoretical and ana!ytical research findings and informat;on. For more 
information, contact The Director. Research and Publicatior.. Development Universal Consortia. 
#3 Sanni Ogun Road. P 0. Box 372, Ikot Ekpene, Nigeria. Tel: +234-0803-7103742. 
084554 735. See inside back cover page for submission guidelines. In addition, book chapters/ 
tnonographs are welcome from the interested politicians. scholars and researchers in the 
academic, governm(~nt, international community and the genera! public for publication in any 
cf ~~e below listed Text Books: 

* Business and Development In sub-Sharon Africa. 
* Gender and Culture impediment in Nige rian Society. 
* Local Government Administration and Funds Appropriation 
* Politic, Governance and Democracy In Nigeria: The Way Forwards 
" Public Health and Reproductive Education: Problems and Prospects 

The publications seek to further rhe understanding of the nature of national and transnational 
corporations, politics, governance, economics, and their contribution to development and to 
create the enabling environment, migration, foreign investment. demogrcphic and gender related 
issues including poverty, human rights, African's debt management. people attitude towards 
crime. democratization, women in development, industrial relations:laws, educauon. 
environmental issues, peace and security. The books would be of immense value to 
administrators, politicians, scholars, students, policy makers in tertiary institutions, government. 
staff members of development research institutions as well as international agencies. The 
paper(s) submission guideline is the same above, except that the length of the manuscript is 35 
pages including references and 60 words brief biographical sketch of the author(s). All Editorial 
correspondence and inquiries should be forwarded to the same address above. 

-
H 
R· 

Q, 

fo 

M . 
U! 

M . 
Di 

lm 
CL 
PE 
Te 

Cc 
m ' 

lm 
Ba 
Ba 

Mi 
Pr• 
Sl< 

Co 
Sh 



INTERNATIONAL JOURNAL OF BUSINESS 
AND COMMON MARKET STUDIES 

VOJ.UM£4 NUMBER f/7~ 

How Nigeria can correct its Negative Image: 
Rebranding Nigeria Revisited 

Ayo:::ie. D. 0 
Laniyan L. 

Quality and Price Evaluation: Implications 
for Marketing Decision Making 

AKI11Jeie, .5. JUiiiU 

Managing Cost Variability in Glass Industry 
using Weeks Based Model 

Victor D. Koreyo 

Marketing Performance of irvingia Wombulu in 
Different Market Locations in lbadan, Nigeria 

A.debayo, 0. 
Koyejo, 0. A. 
[../s man. J. Af. 
Alabi, 0. 0. 

Impact of Key Dimension of Customer Value on 
Customer Relations.'Jip Management (CRM) 
Performance: Evidence from Nigeria's 
Telecommunication Industry 

Adegbuyi 0. Adeniyi 

Cooperative Societies Marketing and Owner
members in Lagos State, Nigeria 

Omotayo Oyeniyi 
Joachim A. Abiodun 

Impact of Information Technology in Nigeria 
Banking Industry: A Survey of some Mega 
Banks in Port Harcourt Metropolis 

Anamakiri, 0. Dio 
Adesola, W Adebisi 

Microbial Contamination of Fresh Meat 
Processed in Public Abattoir and Slaughter 
Slab System of Operations 

Kperegbeyi, J. I. 
Onwumere, 0. S. 

Consumer Behaviour Towards Locally made 
Shoes in Benin City Cosmopolitan, Nigeria 

lkpefan, 0. A. 
Kehinde, 0. J. 
Adegbuyi, 0. A. 

~006 

1 

1J 

23 

33 

41 

51 

58 

65 

70 



Location Factors of Non-indigenous Industries 
in Oke-Ogun Region, Nigeria 

Akindele, K. I. 

Imperatives of Profes~ional Services in Building 
Construction 

Ademola 0/uwadiya 

Marketing of Insurance Products: Competitive 
Marketing Strategies for Survival in the Emerging 
Nigerian Market 

Kehinde 0. Joseph 

Oil Production and the need for increased 
Production Capacity in Nigeria 

A dedapo, 0. J. 
Ayode/c , C. 0. 

- ·- ; - - ... . .. - . ~ ... -
IHf'fi'I'-G LIUII Ul .... \..o '-'ULIII&III!I n d llU )' Ul r1 Upt!,. 

In· ·estment Decisions in Corporate O r ganisations 
Oke=ie, B. N. 

Consolidation in the Cellular Market: 
Merging o f Two GSM Networks (II) 

Dafe G Bature 
Sani Usman 

Impact of Product Publicity on Produc t Sal es 

85 

91 

9 6 

107 

119 

13 4 

in a Non-Competitive Environment : : 140 
Akinyele, S. Tai1ro 

Monetary Policy a nd Nigerian Stock Market Returns :: 148 
Bamidtde, Ilo 

Economics of Evaluation Techniques in Mineral 
Industry :: 159 

Udoh, D. Francis 

Challenges of Corpor .. te G overnance in Nigeria: 
The Acc ountants P erspective 

Taoflk Ajadi 

/ Non-p rofit Marketing: Synthesis of Application 
V Omotayo, Oyeniyi 

Rowland, E. K. W 

Banking Sector Refor ms in Nigeria: Management 
and Efficacy 

Yemi Babalola 

Mergers and Acquisitions of Bank: A Veritable 
Tool for Nigeria's Economic Development 

Rakiya M. Dan-Ali 

O rganoleptic and Microbiological aspects of 
Roasted Suya sold in selected Stand-Locations 
i n Ozoro in Delta State, Nigeria 

Kperegbeyi , J. I 
Onwumere, 0. S. 

i i 

169 

175 

183 

195 

202 

t 
/. 

' 
I 
( 



Dynamics of Nigerian Business Environment: 

A "Grass-Root" Analysis 
\'/1,/CSSiL'I. I~ 0 
f,JY lntd I E 
l \')/(), .'If 

Facilities Management in Higeric. 
Omvtoso, (1/u• C'il!_l; 

Reforms in the NiEerian B.:nking Sector: A 
Comparative Study of ~!lc Past and the Presen t 

James 0 'll<lr ,k 

Impact cf Materials Management on Business 

Success 
- • • <1 

(JKUil, L.. \...lf\tt••'-" 

Okorie, Clny.:n. 

Promoting Small-Scale Business Enterprise 
amongst Nigerian Adolescents: Challenges 

and Prospects 
.{~.'L ·.ull. P l '. C. 

Credit Card System and Marketing Challenges 
in Nigeria's Emerging Economy 

--{L , .. (};z;, il 

Syl\'(< E. Kalu 
Ahiyc L Hr•nt~;!! 

Impediments on the Development of Local 

Industries in Nigeria 
.-J.ldina. 1 u 0. 
O!ayh1 ola, S r' 
-:-; ... ·',-Al,an}; .\. ! 

Labour Market ExpectaHons of Nigerian Private 
University Students: A Case Study of Covenant 

University, Ota, Nigeria 
Osaf>w,hren. E. S L' 

Tu,·/Qi; A 0. 0 
Ug?.nle .: 0 .J 
.~gt >,,f., F A. 0 
uk dl .. Hc•I,IT 

A Role of Internet in tlu~ Marketing of Industrial 

Products in Nigeria 
.-!l:.i:rli:,l/'1'11 0 0\0::Iu 

Weekend Banking Windo\'I.'S in Nigeria: Lessons 
from the Pre-consolidation Dispensation 

i ·.;r111d11 I' ' l 

Jnh: . ..:i.1 
... ' F [' 

iii 

207 

219 

225 

233 

240 

246 

254 

261 

276 

282 



I. 
I NON-PROFIT MARKETI NG: SYNTHESIS 

OF APPLICATION 

OMOTAYO, OYE NIYI 
ROWLAND, E. K. W . 

ABSTRACT: Contemporar y developments indicate that the more 
globalized the world becomes; the more marketing thoughts pervade all 
spheres o f human endeavours. The customary frontiers of marketing 
(the profit based organizations) have now been extended to include 
nonprofit organizations since the application of marketing techniques in 
their quest for survival is undeniable. This study is therefore an attempt 
at establishing the indispensability of marketing in the activities of 
nonprofit organizations (there after NPOs), and to show how lapses can 

be made up where they so exis t. 

INTRODUCTION 

Many organisations today suffer from what Marketing scholars (like Theodore 
Levitt and Jerome .\-1cCarthy J have referred to as "marketing myopia··. TI-Js is because 
they LJU.nk of marketing in relation to organizations that are involved in commercial acti\ ities. 
This is reminiscent of old (narrow) view of marketing, which circumscn bes 
marketing activities to more exchanges of economic goods and services. But the broad 
contemporary view of marketing goes beyond this level to indicate that marketing 
encompasses the dissemination of ideas, values, and programmes of religious, educational, 
military. political, social services and other types of institutions for the mutual benefit of 
all concerned (Achumba, 2000). 

From the foregoing, marketing has become a vital component in strategic survival 
of many non-profit organizations such as School, Churches, Hospitals, Museums. 
Performing Arts groups, and even Police departments. While corroborating this viev.:, 
Kotler eta! ( 1999) observed that churches have developed effective marketing strategies 
to stem the falling number of church goers. Increasing in Nigeria, preachers are 
using the press, television. and video to advertise crusades. conferences. special 
.. _ .... _ __ ... _ .. 1. - 1. 1·- n- 1 ~ - = -- - - -· - · ··-- •- - __ ... _ _ .,..... _ ..J __ .__ Lt : .... t-;. __ .t __ : .. _ __ _____ .J: ___ ..J 

UJ.\....\,..o! .. l l .lb l V U.llv 1-'l.L•.h .h .... .1 '-.\....U.SlVI,..i.j OJ VY,P..) 1tU _...., .)-.c.J. """\.A ""'"'l"VJ.lJ.a.Uh,t; l &L"-' .d . \J "'1.11 .. t.t.u t V \.LJ.1U 

television stations. 
Wroe ( 1993) revealed that·· the Vatican appcinted the advertising agency. Saatchi 

to nm a $1.5 million television campaign tin Kotler, 1999). Long standing non-profit 

Omotayo, Oyeniyi and Rowland, E. K. W. is a Lecturer in the Department of Business 
Studies, Covenant University, Ota, Nigeria. 

lnternation t! Jrwrnal of Business t111d Common Market Studies Vol. 4, No. 1 & :! 
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organizations like the Red Cross. the Salvation A.n11y, the Boys· Scouts are all modemizing 
their missions and sen ices to attract more donors and members. Govemment agencies 
h&ve also been known to embrace marketing programmes to enlighter~ the public. 
T11e mJjor theme of this study is the evaluation of the application of marketing strategies 
in nun-pro~it orpnizations The idea is to shO\\ how ~PO appreciate marketing as .. 
Slm ival too! in their ever-QrO\\ir~l! activities. ... ~ 

The future trend in the activities of I\'onprofit Organisations v, ill possibl) 
reqUire IJIU! C: U::>\.. vf' (,;._.:!,~:::-.; !:'~!: A nn•hpr tht;n1C Of thiS \\Tit::·-Up. therefore. iS U 

e\ oive guidelines that will sharpen the future application of marketing teclm.iques m the 
rwming of 1\onprofit Organisations. In pursr=· oflhe above themes, we shall explore 
the concept of Nonprofit Organisations as well as the marketing process of the 
~onprofit Organisations. Also. the taxonomy of.!\onprofit Organisations as service 
orga'lizations v,i!l be exam..ined against ce1tain parameters. Finally. we shall discuss the 
possibility of an integrated approach ir. the execution ofmarket:ng programme for 
;\onprot1t Organisations. 

MARKETING PROCESS /It! NON4'R0F/T ORGANISATION 

Marketing process in non-profit organization begins \\ith the identification a.11d 
analysis of constituents. Constituent refers to the component targets of the 1\'onprofit 
Organisations. These are beneficiaries. donors. divisions oft~e ~onprofit Organisations. 
Bendiciaries are those who conswne th~.. sen·ices ofth~;.- Nonprofit Organisations. Donors 
are those who sponsor or pro· ·ide financia: suppo"t tc the Nonprofit OrgaP.isations. 
Divisions refer to the various subsidiaries of the Npos created to meet the requirement 
of the sponsoring agencies. For example. a donor\. ho wants to support a foundation 
may just require that his money be channeled to orphanage upkeep. The foundation will 
ha\ e no choice but to create an orphanage subdivision that will see to that. After the 
identification and analysis of the constituent market to be sure that there is a need to fill 
The next important step is to set some marketing goals wh..ich the NPOs will \vant to 
accomplish. Goals help the organization to be focused and determine success. 

There are two sets of goals (action goals and image goals). Action goals are 
those related to measurable marketing eftorts that are meant to produce specific results. 
lmage goal. in the other hand, involve establishing or changing the ways the organization 
is perceives. ntis the organization ca11 do by building an enviable image, adding a new 
programme to enha..1ce irnage. attempting tore-engineer an outdated image or evolving 
as em organization. Acceptable image helps the organization to win goodwill and attract 
svmpathetic donors. In all cases. the goals should strike a baiance between what IS 

poss1bi~ and what tne organization really v·•ants to accomplish Certain limitation<;. 
L . _. ~ •. shou~d b;. c0~s:dered J:'Nexa.-;,r'e, limitation oftm1e. :Jeyond the control of 
t4:~ e.-g~:u..at1on . 

1 ~". 1( 



Omotayo and Ro'>!Lmd 

Figure 1: Marketing Process in Non-Profit Organisation 
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All ~"POs haw constiruents that must be satistled. A thorough analysts of the constituents 
market \vi:l enhance the setting of appropriate goals. A market. in our context. is the set 
of all potential recipients ofwLat the organization has to ofter. The process of marke~ 
analysis involves the use of segmentatio~ market targeting. and market positioning. These 
three variables arc discussed below: 

Segmentation: The market must be segmented for NPOs to choose appropriate 
strategies for sel\ ing lhe cho~en segments (Etzel. 1997). There is no way to reach all 
conswners in a given market at the same time and in the sa·ne way. I Ience, segmentation 
which is the subdivision of a market int0 distinct and meaningful subsets of customers 
who might merit separate marketing and efforts. All markets consist of many~ -pes of 
customers. products, services and needs. The organization should detennine the best 
segments which offer the best opportunity for achieving the organizatiom•J goals. Certain 
parameters can be used to segment a market to identifiable groups. These include 
geographic. demographic. psychological and behavioural factors. A market segment 
consists of consumers who respond in a similar way to a given set of marketing efforts. 
It will be difficult to develop one marketing message. To satisfy different segments of t~e 
market. consumers buy the product or service for different reasons. Such reasons 
should be identified to aid in packaging the product towards the satisfaction of wants. 

Targeting: Targeting is the evaluation, selection and concentration on those markets 
'>l..'gments that the company can ser\'e more effectively. Each segment should be evaluated 
and appraised to shO\\ its attractiveness with a view to selecting one or more segments 

177 

II 
I 

I 



t 

~ 

l 71lernational Journal of Business and Common Market Studies Vol . 4. No. 1 & 2 

to enter. According to Kotler ( 1982) NPOs particularly should enter or serve a segment 
in which it can generate its greatest customer value and sustain it overtime. 

Similarly, Morden (1991) suggests that an organization might choose to serve 
several related segments, perhaps those with different kinds of customers but v.rith the 
same basic want. Most organizations enter a new market by serving a single segment. 
If successful attempts are made to add other segments. Once a segment is targeted, a 
complete profile of customers; the people that segment should be developed. This 
nrofile will aid decision making in the areas of products/service positioning and marketing 
promotions. 

Positioning: Positioning refers to establishing a segment and communicating a product 
key of distinctive benefit to the segments. It is widely argued in the marketing literature 
that Nonprofit Organisations generally compete against one another whether or not they 
are ofthe same type. Each NPO attempts to get to the constituents' contrihution list. 
From the onset, therefore, a decision needs to be made on \\-hat position an organi?..ation 
is placed or occupied relative to the competitors in the consumers mind. ·where Nonprofit 
Organisations offer services or attractions exactly like another in the market, consumer 
will have no reason to support it. It can use market positioning which consists essentially 
in arranging for an organization or its services to occupy a clear distinctive and desirable 
place in the minds oftarget customers relative to competing organizations. This is the 
strategy of fitting market needs. In an attempt at positioning itself, the onprofit Organisations 
must identifY possible competitive advantages upon which to build its offer. To do this 
effectively, the organization must offer greater value to chosen segments. This approach 
is the strategy if fitting product features. 

CHARATERIST/CS OF NONPROFIT ORGANISATIONS 

The Process of marketing of goals and services including those ofN on profit 
Organisations are essentially similar and in some cases the same. These processes include 
analysis of the target market and designing of a coordinated marketing mix strategies 
to ensure competitive advantage. According to Stanton (1981) there are four sen·ices 
characteristics, these are: intangibility, inseparability, heterogeneity and perishability. 
However, Etzel ( 1997) adds the service consumer to make the characteristic five. 

Intagibility: All services possess the attribute of intangibility. that is, impossible to 
taste. feel. see. hear or smell a service before purchase (Kotler. 2000). The promotional 
efforts of the organization should be clear about the benefits of the senrice. To enhance 
\,arlt satisfying attribute. the org.::nization should involve: visualization: this relates the 
be!1efit of the service that shows peopie enjoying the service example, depicting people 
rraising God in joyous mood in the church or happy iooking graduates of a upjversity. 
Assocration: service can be connectcci \\ith tangible people. goods, object or place 
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example, Red Cross service can be associated to helping people solving problems or 
challenges related to crises area example, wounded solider being evacuated from a 
war zone. Physical Representation; the use of symbols, colors or signs to depict stability. 
confidence, quality and dependability, and Documentation involves the showing or 
citing offacts or figures and pictures to show performance, care and safety. 

Simultaneous Production and Consumption: It is difficult to separate the service 
provided from the provider or creator, this is so because of the nature of creation, 
dispensing and consumption of service, which are done simultaneously 
(Lanchester, 1995). For Example, the pastor of a local church requires the members to 
..I" Jl thP c;:pruif'P ->t tJ.-p <'"',.....o t;_, ;_ --~= ; - ~ ·· ·~ --1• ·- • - • u - ' li1C:!1f'n<::p ::1 ... . .... ----- ·····- ... , .t' ............ 6 , uv<..><u_pJ:-'•ue,, iJ1a)'l11e>, a.uu 

performance of miracles. This service is provided at the "factory floor., of the provider 
(the providers premises) where he is involved in production and marketing efforts. 
This attribute limits the process of distribution that is most times limited to direct sale 
(service) as the same service cannot be sold in many markets at the same time. 

Less Standardization and Uniformity: Standardization of service may be difficult: 
each 'unit' of service ofNPOs is different in some ways from eve!)· other unit. This is 
because of the human factor involved. The quality of service cannot also be judged in 
advance before the enjoyment of service. It is difficult to think oflevel of enjoyment or 
satisfaction derived from a university lecture or sermon. One remedy of this problem is 
specification of standard of qual1ty of the sen ice-planning and implementation stage. 

Perishability: It is impossible to store services. Service must be used or consumed 
immediately they are produced otherwise it \\rill perish. For example, empty seat in the 
church auditorium during service is benefit lost forever. Patronage of Nonprofit 
Organisations service and the marketing efforts Va!)' considering from time to time. 
Combine effects of perish- ability ofNonprofit Organisations service and fluctuation in 
demand creates serious marketing strategies challenge. 

INTERGRATED MARKETING PROGRAMMES FOR NPOs 

Marketing Mix elements make up the marketing programmes of the NPOs; 
and marketing mix is a set of controllable elements that help to produce a desired response 
within a target. Morden ( 1991) defined marketing mix as combination of detailed 
strategies, tactics, operational policies, programs, techniques anq activities to which 
resources may be allocated such that the company's marketing objectives are achevied. 
Nonprofit Organisations have six elements to consider when developing marketing 
programme. These are product, public, price, place, promotion and production. 

Product: NPOs product refers to programmes and services that are offered. Nonprofit 
Organisations are mission driven as opposed to product driven. The product offered to 
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the client typically is a service (education, health care, religion. cultures etc), a person 
(in polillcsj, a cause (stop smoking or don't be involved in drugs) and a cash grant 
(research foundation). Service is a deed. a performance. and effmt. When services are 
purchased, there is generally nothing tangible to show for it. Service is consumed not 
possessed. Performance of service according to the New World Dictionary of 
America Language ( 197 4) is supported tangibles. Intangibility indicates t\vo things: th3.t 
are service cannot be touched impalpable, and that the service caru1ot be easily touched. 
fornmlated or grasped mentally. 

Quality· guarantee for NPOs services take the fom1 of offerin!! unique 
:::.~:1 v t~o:t::, LJJaL meet me speclllc needs ot the constituent and ensuring that a greater 
percentage of the monies raised go directly to their cause. The key to determine \:vhat 
service to offer will be based on two things: what business (needs) the organization have 
in mind to, a:.'1d what client markets the organization want to :-each. Tius definition help 
in marketing segmentation, positioning and target. According to Etzel (1997), several. 
produc! mix strategies car1 be developed. wruch can include expanding the Product lint. 
(for e"-ample a l.D.iver:>ity may add adult night cotLrse like the Dista.'1ce Learning Ir..stitutior 
(DLI) of university ofLagos: Off-Campus Extension Programmes concentrated between 
semester course) and strategy for product differentiation. 1\TPOs can make use of difficult 
marketing features such as 'branding' and quality management The objective is to develop 
a total theme, which includes more than just a good 'brand· name. 

Public: The element of the public deals with the proposed clie~t the NPOs want to 
serve. The public rnay include the board membe.~s, constituent; prospects, individuals. 
corporations and foundations of Lhe Nonprofit Organisations plan to exchange its service 
'" ith. The intending public must understand or be made to understand the programmes 
and their benefits to them. This v.ill elinllnate possible understanding of intention and 
programmes. 

Price: The pricing strategy ofNPOs requires a great deal of managerial skill. This is 
because the service offers are perishable, they cannot be stored, and the demand for 
them often fluctuate greatly. Pricing is an important element in the marketing mix because 
iL establishes a perceived value for a programme service. Amore expensive product is 
purchased at times 1fthe perception offered by the service is of greater value. The 
peculiar nature ofNonprofit Organisations pricing is that profit making is not a goal. 
Nonprofit Organisations is faced with the special nature of pricing in the donor market 
and in the client market. 

In some Nonprofit Organisations, the contribution set prices when they decide 
how much they are willing to pay (donate) for the benefit they expected to receive. 
However, in client market, some Nonprofit Organisations face the same pricing situation 
as profit -making firms. For example, the cost of providing a given service may not be 
fully covered entirely by anticipated revenue and contributors always make difference. 
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business and nonbusiness organizations. It is important for all organization 
(business and particularly Nonprofit Organisations) to appreciate the in1pact of marketing 
efforts on their organizations. The difference in the level of success attruned by most 
Nonprofit Organisations can be attributed to the impact of the application of marketing 
strategies. Reduction in the level of financial assistance and donations received by 
Nonprofit Organisations, the increasing leYel of competition in the Nonprofit Organisations 
environment. 
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