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MARKETING STRATEGIES AND THE GROWTH OF
ENTREPRENEURIAL DEVELOPMENT IN ILORIN WEST
LOCAL GOVERNMENT AREA OF KWARA STATE

Dr. A. Salman', Dr. Y.A. Olawale’ and Dr. I.-Yus.uf' _ Sp
14Department of Business Administration, Faculty of Management Sciences, Umvcr'sny cff Ilorin, Ilorin, Nigeria.
’Department of Business and Entrepreneurship, Kwara §tate_ University.

E-mail: Salman.az@unilorin.edu.ng olayinus4sure@yahoo.com & ismaila.yusuf@kwasu.edu.ng

Abstract - .
marketing strategy is the result of decisions being made about how a

A particular product or service will be packaged to its target customers.
Nowadays, market is becoming more and more competitive and dynamic and
they are using different strategies in order to still remain relevant in the market. This
study therefore examines the effect of marketing strategy on the growth of
entrepreneurial development in Ilorin West Local Government Area of Kwara State.
Survey research design was used in the study. The population of the study comprise of
the registered business entrepreneurs in the study area which are 103. Census sample
was used for the study but 92 questionnaires were returned and properly filled.
Finding of the study revealed that marketing promotional strategies have significant
effect on the growth of entrepreneurial development (B=0.376, p-value= 0.000 <
0.05). The result implies that there was a statistically significant effect of marketing
strategies on the growth of entrepreneurial development in the selected area of the
study. It was concluded that advertising, public relations etc. had significant
influence on the growth of entrepreneurial development. This study therefore
recommended that certain aspects of marketing strategies are important in an effort
to achieve the growth of entrepreneurial development.

Keywords: Development, Entrepreneurial, Marketing, Strategies, Growth
INTRODUCTION

Marketing operations have become extremely competitive in today's global business
world, and businesses are making efforts to stay relevant and suit their customers'
eVer-cha‘ngmg peeds. According to studies, these businesses must take marketing
very seriously in order to thrive. People are better informed now. and the global
business environment is more dynamic than ever. To meet the ch;mging needs of
customers, you must first understand their needs, which is where marketing strategy
begins. In order to thrive in today's competitive market, a company's marketing
department must be given top importance. The primary éoal of any business is t0
meet the needs of its chosen target customers while making a proﬁty and expanding
the.con.lpany. For th?t to happen, an efficient marketing strategy must be in place,
which is why practically every corporation has set up a Sepifate department to
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CamScanner


https://v3.camscanner.com/user/download

Marketing Strategies and the Growth of Entrepreneurial Development in Ilorin West

manage the marketing portion of the business. A marketing strategy is the
consequence of decisions regarding how a product or service will be packaged for its
intended audience. The term "packaged" refers to how a product is developed

priced, advertised, and distributed to target customers while making a profit for thé
company. Marketing methods are employed to boost sales, introduce new items, and
generate profit for a business (Barney, Jay, Edward and Zajay, 1994).

Surprisingly, the organization's goal is to integrate its marketing promotional
activities into a comprehensive marketing strategy that is meticulously planned to
attract the necessary attention in the marketplace. Many marketing strategies are
established with the goal of targeting a specific market sector, while the majority of
small business marketing strategies are more generic. Product creation, promotion,
distribution, pricing, relationship management, and other factors are all part of a
marketing strategy. It specifies the firm's marketing goals and describes how they
will be met, ideally within a set timeline (Ibidunni 2010). The choice of target market
segments, positioning, marketing mix, and resource allocation are all determined by
marketing strategy. It works best when it's part of a larger company strategy that
outlines how the company will successfully interact consumers, prospects, and
competitors in the marketplace. Entrepreneurship is widely regarded as the
foundation of any economy. Entrepreneurship must develop or improve in tandem
with an economy's development or improvement. The entrepreneur is now largely
acknowledged as the primary driver of economic advancement. They are involved in
the production of all goods and services, as well as assisting in the increase of
revenue, the reduction of unemployment, and the tratning and development of
economy workforce in order to boost productivity. Achumba (2000) submitted that
these businesses participate in several sectors of the economy.

An entrepreneur, according to Bhattachary (1999), is a person who has ideas,
innovation, cleverness, vision, and foresight about what to make or how to do it best.
Any economy's economic growth is heavily reliant on the continued expansion and
development of small and medium-sized businesses, which have been dubbed the
"engine of development" in any economy. Entrepreneurial companies are defined as
small, medium, or international businesses that are engaged in one or more types of
business. This summarizes the reality that a country's economic progress 18 mostly

based on the creation and development of its entrepreneurial enterprises.

More businesses are forming every day, and the market is gettipg increasingly
competitive and dynamic. Businesses are becoming more dyx}amm, and thiy are
employing a variety of methods in order to remain competitive. Any }r:lar etu}llg
strategy cannot be adopted by any busme_ss; each business rpust cI ootsei1 t 'e
marketing strategy that is best suited to 1S particular operations. 1n a8
competitive climate, a business cannot thrive without the right marketing plan.
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CamScanner


https://v3.camscanner.com/user/download

rketing 8(1) 2022

ause without consistgnt, appropriate
appens, the business would pe

lorin Journal of Ma

owth bec

I i es gr
Today's businesses strive for sales g

if this h
: will stagnate, and if ey Kot
saleglgrowth, e bthl:fefsef:ti\;gl}sr al%l today's competitive market (Kotler, 2006).
unable to compe

G t the expectations of cqstomers n thijg
Everyone is striving to I:H:Er :::Siasrt‘:ng‘;fe s growth, 2 co;npar;y \;Vlll not lzﬁ able to
COIupetidVe arket. Wit adays fail due to a lack of consisten sa_fl:s grok\?/ » Which
thve. vt b'u'smessestggvtrandled more seriously. Prorpotlon ental sb making PGOp}e
fwvfr? ?)gﬁzlsr%%ﬁtl'ss existence as well as encouraging them to buy more of jt,

resulting in increased sales growth (Porter, 1998).

ive i : . titive market, a lot of businesses are
In order to survive in today's ever-compe

f them feel that proper market
aliempting o gat & LalEs gt sharﬁ: Izdzglzu?nba 2000). Today's problem for
segmentation may help ther dgitlove i o ket successfully in ordert
many businesses is determining how to segment their market su y1norderto
obtain the desired results. Enterprises also employ the lengthy form. of distribution
channel, according to (Bharadwaj, Varadarajam, and Fahy, 1993). This has become a
significant barrier for producers, since items pass from manufacturers through
wholesalers and then to retailers before reaching end customers, or even longer in
certain circumstances. Profit is the primary motivation for every company's
existence. However, with such a lengthy channel, a significant expense is incurred,
and the product may be spoiled or damaged throughout the handling procedure.
Firms therefore face the challenge of knowing the appropriate type of channels,
which they could use for their product (Malhotra, Naresh, and Dande, 2006). Hence,
this research also looks at the challenge involved in the use of distribution strategy.

Objectives of the Study: The general objective of this research work is to critically
examine the effects of Marketing Strategies on the growth of entrepreneurial
development. However, the specific objective of the study is to determine the extent
to which promotional strategies increase the growth of entrepreneurial development.

Research Hypothesis
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hieving a marketing goal. Strategic
he process of developing, executing,
P a company accomplish its goals. It

efforts that give consumers with
ers must first detect and understand

marketing management may also be defined as t
.and evaluating cross-functional choices that he]
s important to note that marketing entails
satisfaction. It's pro(tl:ess of matching. Market
the requirements an desires of their ¢
effectively meet those needs and desires. S:tsitsc;‘:::(:irgh iasnrcrllatcilerl ﬁgure_ e hOW i
. the trade of goods and services. Marketing, with its focus 4 s Iipginais,
exists because soqiet){ has needs and wants that must be ::r\fgj to/;ner happlme;s,
urpose of .marketmg Is to encourage transaction in order to maxir.nizs;: ; 1;?;;;& tfoe;
all parties 11}volved (Ibidunni 2004). Two or more persons or organizztions must
exchange things that meet a certain need. In order for exchange to occur, each pa
must desire what will be received more than what will be given up; that is p'oc:g
parties must believe that the trade will improve their overall pleasure. A detailed and
impartial assessment of the existing situation is the foundation of a marketing plan.
They generally contain the following: I The business's scope: (ii) Marketing targets:
(iif) Segmentation and positioning of the target market: (iv) Amarketing mix strategy
isaplan that isused to promote a product or service.

In today's highly competitive market, marketing strategy must assure a consistent
approach to selling one's product or service in a way that outsells rivals. However, in
order to develop marketing strategy, we must also have a well-defined technique for
implementing it on a day-to-day basis. It's pointless to have a strategy if we don't
have the resources or competence to put it into action. When developing a marketing
plan, a variety of elements must be considered, some of which are more significant
than others. It is not feasible to define "every" relevant element at a general level
because each plan must meet certain specific concerns. Many, though, are universal

across all marketing techniques.
e focused on how a company may grow revenue py
s. Experts discuss how a company may package 1ts

products and services, how much to charge for them, anfi how to get them to market
to explain how to achieve this. A marketing stratcgy.wﬂl ass1’st .the f)rgamza.no? in
tailoring its messaging and implementing the appropriate Fnar.lxetlnltg com;n:g;lc{:t}gn
mix of marketing tactics SO that it may successfully integrate its sales and 1 g

operations (Pride and Ferrell, 2002).

The marketing goals will b
attracting and retaining consumer

termining what your company's

: lan by de
marketing plan by of four types in general (Porter,

You begin developing your
g pmgy This comes into one

overarching goal should be.
1998):
any is one of the finest in the

If the market is highly appealing and your comp
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ing your product.
field, you will want to devote all of your efforts to prcigl:rtlenff};he \ar/)eaker E
If the market is highly appealing, but your cormp ar;y company, utilizing your
in the business, you should focus on lmpr(l)Vmg the compatiy,
duct tepping stone toward that goal. _ _

?fr (t)heu ;::kae: iS}I)lI')t vgry appealing, but your company 1§ one ‘;gﬁ&i?:j;ﬁr;lﬂ’lle
field, a successful marketing and sales campaign for your p elp

you make money in the short run.
If the market isn't very appealing an

florin Journ

d your company is one of the weaker

players in the sector, you should only push this offering if it complements or
absorbs some of the overhead expenses of a more profitable segment (for
example, if this segment completes a product line range). Otherwise, you
should figure out the most cost-effective strategy to get rid of this item from

your company.
Types of Marketing Strategies

Developing a cohesive marketing strategy that drives tactical programs for
marketing decision areas is one of the most significant ideas in the marketing
planning process. General marketing strategies, decision area strategies, market
dominance strategies, Porter generic strategies, and innovation strategies are the two
tiers of strategy formulation in marketing (Porter, 1998).

Marketing strategy in general

This approach aims to keep the marketer in the same position as before, such as
keeping the same market share. The goal of this approach is to eliminate the product

from the company's product mix. This can be done by selling the product to another
firm and removing it from the company's product offerings.

Decisiop area strategy: These are used to guide decisions inside crucial marketing
sectors in order to accomplish the General Marketing Strategies (product pricing,
d1stnbut!on, promotion, target marketing). A General Marketing Strategy’centered
on entering 2 new market with new products, for example, may be supported by
Decision Area Strategies such as target market strategy — use segmentation

techniques, product strategy — develop new product line, pricing strategy — create

price programs that offer lower pricing than competitors, distribution strategy —use

methods to gain access to important distribution partners that service the target

market, and promotion strategy — use meth :
S 2 OdS to almn ac . t
distribution partners that service the target market. The c%e Somen e elus

Programs for each decision area is required to achieve the degi;

satisfy the Pricing Strategy, for example, the marketer may use methods like quantity
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est

e

discounts, trade-in qllowances, or sales volume incenti istri ‘
compared to rivals' 1tems. ves to distributors to cut costs

Market-dominance strategies include: Firms are ¢ ized in thi

: ; - ategorized in

depeqdlng on t.hc.alr rparket share or industry dominange. Market t}(lilcfrnsii}:tzim -
techniques are divided into four categories: leader, challenger, follower, and niche >

Porter's general strategies include: Porter's generic strategy is based on th
concepts of strategic breadth and strategic strength. The term "strategic sco efz
relates to the ﬁrm_'s_ market penetration, whereas "strategic strength” all%xdes topits
long-term competltlve advantage. Porter's generic strategy framework (porter 1984)
has two options, each with two different scopes. Differentiation and low-cost
leadership are two of them, each with a Focus-broad or limited dimension.

Integratgd Marketing Strategy: When a firm pursues an integrated marketing
strategy, it must encompass the majority of the marketing strategy's aspects. Not just
the product, but also the communications strategy, price, and distribution, as well as
strategic components like segmentation and positioning, are all included in
integration. Companiesthat deal with truly worldwide consumers may benefit from
such an approach. It also implies that the way a specific industry operates follows a
paththatis relatively similar from nation to country.

Product Category Strategy: The product category strategy is maybe the least
integrated sort of marketing strategy. Leverage may be achieved by competing in the
same category in many countries, and it might take the shape of product technology
or development exXpenses. When a corporatiqn chooses a prodpct_ category, it means
that the company will explore targeting various segments within that category or
changing the product, advertising, and branding to meet local market demands.
ing in the multi-domestic mode usually employ a category

Companies operat ; )y @
5 i ertise without seeking standardization. When

approach and leverage market €xp ! -
etween markets and just a few segments are present in

there are major dis arities b . nent
each area thJis techflique works well. Several conventional multinationals that have
’ rketing strategy for decades, customizing marketing

pursued 2 multi—domestic ma .
ket conditions and delegating management to local management

tactics to local market =

teams, have begull toshifttoa product category strategy.

Marketing Mix Element Strategy: Individual marketing mix factors such as price,
- ation, promotion, communication, and product are all targeted in

s tion loC ; . | ( :
(titllsmbsl::;tcgies. They are partially globallzed marketing tactics that allow a business
toets:ilor other components of its marketing strategy. Although there are numerous

sorts of strategies, such as advertising and branding strategies. Those marketing mix
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aspects that are susceptible to exceptionally strong logic influences e often
globalized by firms. When faced with strong buying logic, ahcompanys ZCCOIW“
management methods or price strategy may be globalized. Another company dealing
with strong information logic will find it necessary to expand its communications

strategy globally (Porter, 1998).

Product Strategy: Pursuing a product strategy means that a company's product
offering has been largely globalized. Although the product may not need to be totally
standardized, it is possible to globalize critical components or modulc?s._Product
strategies need that product usage conditions, expfecte:d .charactepstlcg, and
necessary product functions be nearly comparable, resulting in little modifications or
adjustments. Companies interested in pursuing a produ_ct strategy want .to take
advantage of the fact that all of the necessary expenditures for producing and
developing a product have already been made. More volume will b‘f’ generated as a
result of the strategies, making the initial expenditure simpler to justify (Barney,
1998).

Promotional strategy: The employment of marketing communication mix elements
-such as advertising, sales promotion, public relations, personal selling, and direct
marketing by a corporation to obtain better results is referred to as promotional
strategy. The adoption of the same brand name all around the world is commonly
related with advertising. However, a business can desire to employ several brand
names for historical reasons. Many companies have acquired businesses in other
countries, resulting in a slew of new local brands. These regional brands have their
own specific market, and changing their names might be harmful. Instead, the
corporation may choose to capitalize on a particular topic or advertising strategy that
has emerged as a consequence of customer research. When a company wants to
advertise to clients who are looking for comparable advantages all over the world, it's
best to use advertising themes.

Composite Marketing Strategy: The following overview of numerous marketing
models provides the idea that businesses are only employing one of the general
strategies. However, the reality is that few businesses stick to a single strategy over
time. More often than not, businesses will implement many generic strategies 1n
concurrently. A corporation may have a brand strategy for one aspect of its business

while operating local brands in other areas. Many businesses are a mash-up of many
methodologies, thus the name composite.

Competitive Marketing Strategies: The war for market supremacy between Coca-
Cola and Peps.i, the world's two major soft drink corporations, is one of the most
long-running rivalry conflicts. Firms can use their knowledge and market position in
one market to help them succeed in another. Despite having greater resources,

112

CamScanner


https://v3.camscanner.com/user/download

Marketing Strategies and the Growsh, ,

E .
/ f ntrepreneurig) Developmeny in Ilorin W,
. . . ln
orations frequently become rigid after .

Successful market entrants

ility is requ;
i3 : hose required. In gene
from their international movements, [ who kee;p a close eye on thgem ;zl(i

ocal )

: Competitors in Some areas can take
. S .

jttack on the same segment, since some corporations O launching a pre-emptive

. when .
he businesses' best local competitors are t flexib

granding Strategy: Tht:1 use of the same brand name._ |
(hese 0N 3 pI:Oduct around the globe 1s known as branding. If the t i i

expOSed to items from other countries, branding tacticsg are u:u:{lg;;g(l:frr:;mg b(f
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marketing CONSUmMers who read international trade and industry periodicals. Global

pranding has grown more significant for consumer items, as cross-border advertising
via foreign TV networks is prevalent (Achumba, 2000).

bel, design, logo, or a mix of

Segment Strategy: A company that decides to target the same segment in many
countries is following a segment strategy, (Pride and Ferrell, 2002)

The corporation may have a better grasp of its consumer base and use that knowledge
all around the world. When a corporation acquires an in-depth understanding of a
niche or segment in both the consumer and industrial industries, important
information is gained. Although some consistency is needed, a pure segment
approach will allow for distinct goods, brands, or advertising. Corppeting in the top
or medium segment of a certain client market or for a specific tech.nologlc_:al
application in an industrial segment are two options. Market}ng segmenta}tlon tactics
are a relatively recent concept. A number of researchers, including Miles (2004),

Achumba (2000), and Ibidunni (2004), endorse the aforesaid viewpoint.

Entrepreneurial Development: Entrepreneurship research dates back 1o Richard
' i : d early 18th centuries, although
Cantillon and Adam Smith's work in the late 17th an y >oth centuries (Aaker
it was mostly neglected in theory until the late 19th and early o CCS o othe;
1989). The work of economist Joseph Schumpeter 1 the 1930, E:lFriedrich 6
Austrian economists such as Carl Mengen, Ludwig Vot 1\;Illsssv,;:tlieth century. An
Hayek, shaped our understanding of entrepreneurship In { ewilling and capable of
entrepreneur, according to Schumpeter, is someone Who 1Se Entrepreneurship uses
fuming a novel concept or invention into a successf‘%1 Vgn;u 4 échumpeter, to replace
'the whirlwind of creative destruction,” eseribe l}éets and sectors, while
Inferior ideas in whole or in part throughout mirdels Ao 2 result, creative
Simultaneously producing new goods and busmeSS;n riI;m an;i long-term economic
estruction is mainly responsible for industy dyna
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A - ' 's 1 tation of the residual endogenous growth
progress (Kotler, 2006). Kirzner's interpretatio o, B o ol

: ' ship leads to econom o
theory, that entrepreneurship le aunmol (1090), an alternative view

b . . B
disagreement among economists. According toB _
implies that the bulk of innovations are more like incremental improvements.

The notion of entrepreneurship, like every otherh concept, lacks a clqar deﬁmtlor}.
Many authors have characterized it in various Wways, depending on their
interpretation of the point of view or the subject matter. For exaglple, Baumo (1990)
describes entrepreneurship as "practical creativity that brings resources ax-)d
opportunity together in novel ways." It entails the use of personal traits, ﬂnancxa}
resources, and other resources within the environment to create corporate success.

According to Barro (1997), entrepreneurship is defined as the act of employing
available money in whatever form for commercial ventures in an open and free
market economy with the only objective of profit, and it encompasses all new

ventures.

Being an entrepreneur is defined as "one who pursues inventions, financing, and
business skills in an effort to translate innovations into economic commodities." This
could result in the formation of new organizations or the revitalization of existing
ones in response to a perceived opportunity. The most obvious form of
entrepreneurship is the creation of new businesses (also known as a Startup
Company); however, in recent years, the term has been expanded to include social
and political forms of entrepreneurship. Intra-preneurship refers to entrepreneurship
activities that take place within a company or large organization, and can include
corporate venturing, which occurs when large companies spin off new businesses.

Any person who coordinates other factors of production and accepts the risk of
uncertainty by investing his limited resources in a business venture is known as an
entrepreneur. He also makes management decisions on the company organization's
planning, staffing, organizing, developing, and managing. A person who is prepared
to put his money and other resources into a new business initiative with the hopes of
reaping big returns, if notimmediately, then at least in the near future.

"Wfa have lived through the age ofbig industry and the age of giant corporations, but I
believe that this is the age of the entrepreneur, the age of the individual; that is where
the nation's prosperity is coming from and that is where it will come from in the
futu;e," Porter (1998) said, quoting Ronald Reagan, the formal American president

in his speech titled "the greatest game in town is business." In a variety of wa}’s’
entrepreneurship contributes greatly to a country's economic success. Among therr;
are | tl_le creation pf jobs; (ii) the exchange of foreign currency; (iii) the promotion of
effective domestic resource use; (iv) the channel for maxim’izing the potential of
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meneBe s (iv) political inst infrastructure Timits; (i) o hurdles, including
competiio” . : abtlity; (V) poor workforce tra; ternational business
and (V1) financial concerns, among others. ¢ training and development:

A great deal gf empirical study has been done on the eff
like promotion and market segmentation on the ee
entreprencurs. The majority of studies do not focus on th

which is @ problem given the strategic importance of the ee tngOWth of businesses,
Jiding the development of developing countries. Man B gggneunal. sector in
corporations are dissatisfied with marketing's failure to gen)érate c B s
today. Surprisingly, they believe its marketing department falls sho;)tlgcfr :;c{e Zu:c'? o
Again, Asika and Osuagwu (1995) fewer marketers are ascending througll)x t;;: rfﬁf_;,
to become CEOs nowadays. While firms openly express their desire to get closer to
their consumers, marketing is losing ground to other business operations. What went .
wrong? How did marketers lose their clout and marketing's significance within
organizations? More crucially, how can marketers catch the attention of CEOs while
also selling the firm's strategic role? Ironically, as marketing's impact has waned, the
demand for marketing functions has grown. Marketers, on the other hand, must begin
driving overarching strategy change in order to escape the corporate obscurity that
comes with responsibility for adopting techniques. They must assist CEOs in leading
company-wide transformative projects that will result in significant revenue growth

and improved profitability.

cts of marketing strategies
conomic development of

METHODOLOGY

ear, namely in March of 2021.
earch. A set of well-structur'ed
questionnaires was distributed to four kinds of respondents: tradflis}t sesrxc/;clz
organizations, manufacturers, and retailers. A ﬁve—vagltzrigiel LA ge:r e
questionnaire was employed, with responses ranging from L (SDg) (ySD).
Agree (A), Undecided (U), Disagree (D), and Strongly Disagr

i i in Kwara
The researcher utilized the whole population of fegls_tefegi;‘;s\?/‘:rssfsssi e
State's Ilorin West Local Government. In all, 193 q;lfrsgéo\f;f;re o8 o, with 11 -
various groups of respondents, an nn o all, 92 questionnaires e
them being discarded due to improper °© omplesot. was used to measure the effects
received for the study. Regression statistical analys1s o ypothesis gl =

: ria
of the independent variable t0 dent ¥

This study was completed in the first quarter of this y
The research approach used in this work 18 survey res

the depende
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linkage with the objective of the study and ¢

Test of Hypothesis and Discussion of'Bcsults
Ho: The uses of promotional strategics do not a

development.
TABLE1 MODELSUMMARY
: Std. Error
Mode Adjusted | of the
1 R R Square | R Square_| Estimate
1 466(a) |.217 191 .54028

Source: field sufvey, 2021

escarch problem stated carlier.

ffect the growth entreprencurial

a Predictors: (Constant), the strategic use of advertising improves the. competitive
advantage of your company, promotional strategy (such as advertising, pul?hc
relations etc) improves entrepreneurial development in your company, promotion
(such as advertising and public relations etc) helps to effectively utilize the firm's

resources

Table 1 is the model summary. It shows how much of the variance in the dependent
variable (sales growth) is explained by the model (promotion). In this case the R
square value is .217. Expressed by a percentage, this means that our model
(promotion) explains 21.7% of the variance in sales growth. The adjusted R square
shows .191, while the standard error of estimate indicates .54028 which signifies the
error term that was not captured in the model.

Table 2 ANOVA (B)
Mode Sum of Mean
] Squares | df Square F Sig.
1 Regressio
- 7.139 3 2.380 8.152 .000(a)
Reosidual 25.687 88 292
Total 32.826 |91
Source: field survey, 2021
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Table (ii) shows the assessment of the statistical significance of the result, The
ANOVA table tests the null hypothesis to determine if it is statistically significant.

From the results, the model in this table is statistically signifi i
-] X [d e C t S =
hence, the null hypothesis should be rejected. y significant (Sig = .000) and

Table3 COEFFICIENTS (A)
Mode Unstandardize | Standardized
] d Coefficients | Coefficients |t Sig.
Std. Std.
B Error | Beta . |B Error

(Constant) 1.847 | .610 3.027 .003
Promotional strategy (such as N

advertising, public relations, channel ,
of distribution etc.) improves 376 | .11 | .34 ‘ 3.391 .001
entreprencurial development growth
-in your company. '

Source: field survey, 2021 | .
a. Dependent Variable: Promotional Marketing Strategies.

The table iii shows the variables included in the model contributed to the pred'iction
of the dependent variable. The study is interested in comparing the contribution of
each independent variable; therefore, beta values are used for the comparison.
Findings in this study however revealed that marketing promotional strategies have
significant effect on the growth of entrepreneurial development (B=0.376, p-value=

0.000<0.05).

INTERPRETATION OF RESULTS

The findings of the analysis allow researchers to answer the following question: to

. 2 Ql
what degree can promotion tactics boost entrepreneurial development: The

; ' BN i i to the prediction of
les chosen to indicate promotion contributed
independent variable P a consequence, the null

sales increase in a statistically meaningful way. As . '
hypothesis was rejected, while the alternative hypothesis was supported, stating that

the employment of promotional methods can boost entrepreneurial development.

Discussion of Findings

According to the findings of the field survey, marketing strategy has a substantial
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velopment since it helps the business achieve optimal

he business in determining what the consumers want

impact on entrepreneurial de
s client awareness of the product's

turnover over time. It assists t _
and how to meet those demands. It also raise

presence through promotion.

Furthermore, it was also discovered in this research stud}f that tl'le g}s)e tc.)f pro}:notloln
can help to i;crease sales growth of enterprises. Also, d§re<3t dlSltrl du ion channels
can have a positive effect on the profitability of the enterprise involved.

CONCLUSION AND RECOMMENDATIONS

The research has added to our understanding of the impact of marl.(etmg strategy on
entrepreneurial development. The findings revealed that there is a conmde_:rajble
influence of marketing on an enterprise's growth, as well as a strong association
between the use of direct distribution channels and the development of a business.

The findings of the report suggest a marketing approach based on raising awareness
of the advantages to businesses. Furthermore, businesses should be aware that no
company can thrive without effective marketing and promotion tactics. The sooner -
businesses begin to make marketing a core part of their operations, the better.
Because marketing strategies are used to promote sales, workers should be fully
taught about promotional marketing techniques and everything it implies so that they
may make the most of it in their everyday operations (Cyprus, 201 0). Based on the
findings of this research, the study recommends that:

a. Integrated marketing communication should be used by marketing
communication companies since it addresses the majority of difficulties and
allows them to improve their services to their consumers.

b. Entrepreneurs will need to put forth greater effort to advertise their products,
whether through open market sales or direct customer interaction (one-on-
one sales). They might also utilize product presentation, packaging, and
branding to their advanta ge. ,

C. Entreprene}lrs should employ additional promotional methods, such as the
Internet, print, radio, and television, to guarantee that their clients are reached
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