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. Abstract: .

engme that w111 fasten economic development

Inspite of all these efforts, most entrepreneurs have cxpeneuced"
failure in their various investments while a good number coul
talk of success. The question becomes, are they not operating:
the same economic environment. '
Therefore, this paper will provide an Insight into the factors
may account for the success of Entrepreneurial development
the country. It will also throw some light on the relation: I
between marketing concepts and entrepreneurial develoﬁm

by making use of some relevant marketing theories ¢
principles. P

Also effort will be made to describe Who an Enh'cprcnem' is.
Introduction:

The oil boom witnessed by Nigeria made the governm;,ﬁt to ignore oth
for revenue generation. During this period the proceeds from the oil secto
able to cater for the need of the masses. Prior to the oil price collapse,-_tlie
windfall revenue accruing from oil export prompted the government to

a greater role in the economic life of the nation. By so doing, they embra;':eé :

concept of an entrepreneurial state as an engine of growth and developmm‘l
This made her to own and maintain several industries spread over Agnculture
Mining, Manufacturing, Extraction, Transportation, Services, Construction,

etc. Because government assumed a role it could not play to the fullest,
mismanagement of these industries created by the government was rife. Mas:y"
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herefore, the need to increase our export base arose since it would asslsf%
mMprove our exchange rate, create employment and raise standard of living.
30, purely on the ground of pragmatism, it becomes necessary that government

should take a bold step to ensure that production is encou:aged and cmployment

problems addressed. .

On this note, govemment instituted the National Directorate of Employment to

ure that youfhs are trained and educated on how to start and run their own
business which is the hallmark of entrepreneurial development. Based on the
NDE Programme, successful youths after the relevant training and skill
acquisition were assisted financially towards starting developing their own
business. Nigerian government has also enacted and embarked on series of
policies and programmes to encourage entreprencurial development in the
country. Some of these programmes include: :

- - NAPED

- Creationofindustrial banks

- Creation of agriculture banks

- Establishment of the small and medium eqmty investment
; scheme by Nigerian banks. 2

i Despite these efforts, in Entrepreneurial development in the country, many
- entrepreneurial efforts had failed.

This problem calls for marketing involvement in entrepreneunal development

since marketing is the life blood of every business. This is because, marketing

i 1dent1ﬁes and anticipates customers need and builds up strategies to satisfy those

needs and wants. Entreprencurial development which is the ability to setup and

- manage a business outfit is all about anticipation and identification of human

needs and crafting strategies to satisfy these needs ata profit.

The above premise therefore calls for the aim of this paper “The Relewmce of
Marketing in Entrepreneurial Development.”

Concept of Marketing:

'practitioners of marketing. Some people have also looked at marketing as
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. The word marketing has been defined in various ways by various student and




SiLge Ssuau (LULH) IMCATES that 1 Nigeria people look at
market, as soon as you mention the word marketing, their mind goes Ipt.']iq
market. According to him, Marketing is much more than selling, s

The American Marketing Association (AMA) defines marketing as cor
of the performance of business activities that directs the flow of good: and

services from producers to users. This definiti i :
. Th ution sees marketing as a process,

which starts after production has been completed.

The Institute of marketing, London defines marketing as “the mana
pmc_a_r.&es responsible for identifying anticipating and satisfying Custo- .
mqt;nemcut profitably.” (Institute of Marketing). This concept is concers.
with identifyving the marketing and sy : il s

pplying the specific need S
customers at profit. e So'fa%’?

T

This management aspect of this Provess is to ensure that marketing is rmpmlw

to customers and their different needs. This concept therefore is of the vieﬁ.thﬁ ;
profitable venture to- |m-es;,;£$ ;

to do business well, a firm has to identify
company’s available resources.
sl

Several definitions have been attached to marketing but for the purpose et.‘tim;

wants, providing such needs and wants at the time they are
.Wht;'ﬂ'e they are wanted, how they are wanted, at the price they are wanted, at

optimal profit. At this point it becomes necessary that we know whn:"m
entrepreneur 1s for us to properly relate their marketing ability to their succeésl—

Wha is ar Entrepreneur:

The word enireprencur is derived from the French verb r:nh‘eprcnde- wh c?h
means o lf.r_:dertake, In early sixteenth century, the French man whao organi‘zed
and led military expeditions were referred to as an entrepreneur. Also the ferm

entreprencur was applied to business in the eighteenth century by French

economist, Richard Cantillion. Since that time, the word entreprencur has been
!.tsed to describe one who takes the risk of starting a new organization or
introducing a new idea, product or services to society (Ndubuisi 2004)
Such group of persons are the drivers of the economies of the nation beca.use
they are responsible for such economic decisionsas .

- What to produce

- How to produce

- Quantity to produce
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paper we will define marketing as the anticipation, identification of nesds aﬁ:{ 1 A D ol
wanted (when), |

- Method of production to adopt g it
- Where to sell the goods and services produced. :

- How much to sell them :

- Who to sell them to

- How muich should be paid for them.

i ford English Dictionary on its own part defines the word enfrepreneur as one
tho owns and manages a business, a person who sets up his own business or
ydustrial undertaking with a view of making profit.

fased on the above definitions, Entrepreneur can be simply put as one who
bines all the other factors of production land, labour, and capital, They are

$ose who undertake and manage the risk involved in business, overcome ¥

'stakes rather than avoid it, see themselves as responsible for their own destiny
ind creates a source of livelihood for so many people and also creates markets ii:
r theirideas not just responding to existing market demands. : t

Onodugo (2004), observed that most entreprencurs fail as soon as they set up
eir own businesses because, they do not properly appraise themselves and
ieir business idea before embarking on a business venture. g

in this section we will harness the expected processes a would be entrepreneur
thould undergo before venturing into a business outfit. They are as follows:

- Selfanalysis

= Identification of Business opportunity

- Proper feasibility study

- Assembling required resources

- Strategic business planning.

i.. Self Analysis:

ose who break the frontiers of business to start new venture even at the risk of
ilure are called entrepreneurs. It is pertinent to note that not all prospective
f mall and Medium Scale Enterprises owners have the requisite personality trait
imd skill to succeed as entrepreneur (Cmodugo 2004

.g‘-l'herefore. one must objectively appraise himself, ascertain whether he has all it

‘akes to set up Small or Medium Scale Enterprise. Such traits are as:
- Hardworking

o T
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- Sets own standard
- Risk taking

Copes with failure

#ce the zbove preliminary considerations are GONE Wik, use swwns ss
Sportant activity in entreprencurship development is planning. [t is said that
§hen one fails to plan, one therefore plannad to fail. In planning new business,
e determine what to do in future and how it is going to be done. It takes

- Goal oriented

E Persistence ; cipiim: and mental hardwork to plan. At the end of every planning, the
Responds to feedback llowing out come would be arrivedat:
= Willingness to listen - Ohjectives are set
= Committed - Strategies to achieve the ohjective set are adopted, Therefore,
E Reliability and integrity an -e:nl'rﬂpren&}f.f Bl'_u::uld set objective and craft the strategies o
E achieve the objective set.
- Builds for the future.

e Role of Marketing in Eﬁfraprzﬁeuria! Pevelopment:

I“ S&lf assessment. FeCOurss d.fﬁ (] & - 5
1 S\h.l} . !
. uld b-'.: Iﬂkcn O ﬂptlt‘u \ ﬂ:“_ 5 d.l:lnﬂ ]_'I'l th L2 ﬁtﬂ.ted L r’h’ PEI'F g i
]:El'st’ ﬂI OSE End }:t Cl:_]i:l:[l e friends ﬂ“'d' conl din 5" ﬁp: LSS

profissional business consultants. _ icipation and identification of needs and wants and providing such needs and
: bants at the time they are needed, where they are needed, how they are needed

fhd the price they are needed atan optimal profit. ;

a. Identification of Business Opportunities:

E:;T;ig:;ﬂ{r dﬂt:'[llnas business opportunity as any venture that can make a good#
estment within a reasonable period of ti i

A ime. In order to identd
opportunity in any alert and to i .

; : . go out of his way to find out how his or b
:1.:51:::;5 %s doing am:l_ how it could be improved. To determine a good t:rusim:::
fa} porhanity, pa:&t business success and failure is analysed. This is to find out the

ctors responsible for the success or failure. ;

b. Feasibility Studies:

n the other hand, an entrepreneut is one whao takes the risk of starting a new
sanization or introducing a new idea, product or service to the society with a
iew of making profit. ' ;

atching this two definition, it becomes pertinent that marketing has a big role
o play in development of an entreprencir (those who own and run micro
Brzanisation). Whether they provide physical products or services, they cannot
Ho so unless they get customers. This act of geiting customers o purchase the
nroducts or services of an entréprensir is the function of Marketing. However,
L roduction and marketing are very relevant for the satisfaction of customers
heed and also enable entgcprsueurtomakc profit.

Marketing also enables the entrepreneur to identify the goods and services the
stomer needs before he goes into production. It helps them to take care of the
Irisk of producing goods that are not néeded. This made Ejeue (1998 to say that
the relevance of strategic marketing fo an organization is that it provides an
lorganization with the analytical tools to select and develop a long run marketing
fprogramme  for particular segments which may appeal to a marketing
Lorganization. According to him, all erganizations either consciously .or
 unconsciously respongd to- their, respegtive environment. S0 in order 1o
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::xt'r_ﬂ the identification of business opportunity is a careful and yet systematic

Whﬁhzftt;:::br:s‘ iti:lte opportunity identified. This study will help to discover
5% opportunity is practicable and/i

answers the following questions: B AR b'?dl"" 3

g Who needs the product?

Can the product be manufactured?
- Is the business financially worthwhile?

C. Assembling Reguired Resources:

Itis one thing to identify the business opportunity and it is another thing to bring
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unerstand or become a congnisant of the strategic behaviour ofan organizati
onemustask the following strategic management questions listed below, -

- Who are its customers?

RRERI
= What is the purpose of this organization?
- What is its real business?

- What are its present objectives?

- How is this organization accomplishing its objectives? ,
The last question here has implication for understanding the strategic marketin
behaviour of an organization. Therefore, marketing provides the entreprené
with the information about the market opportunities as well as related problem
in the market. The entrepreneurs effective evaluation of the market is a p'm‘f

requisite for suceessful sustainance ofbusiness activities, ; & §
Furthermore, marketing helps the entrepreneur to determine the size qf_'t'.bé
market and classify them into segments and then choose the segments to sg.%%
and adopt strategies to satisfy the segments chosen. Nnabuko (2004) sa{diija%
successful marketing activities (satisfying customers, increasing sales ﬁ‘i
marketing project) involves: g
- Finding out what products or services people ne-e:ded
g & N X B
providing the products and services to meet theirneeds.

- Sel-lin,g the products and services in places or locations
people can get them to buy.

- Setting price that people are willing to pay.

L] Informing and attracting customers through promao
activities to buy the products or services. According to

these are collectively called four Ps' of marketing pro

price; promotion and place (distribution). ;

These are the essential tasks that help a producer peach his target market.
also stated that an entrepreneur may engage in classic marketi ng procedure;
pass & degree in business or commerce, but that is meaningless unle.ss’:r_
marketing activities help to sell the product or services. Therefore, tﬂffﬂ
entrepreneur, the market is the sum total of all potential customer and it éfﬁl
determinant for achieving corporate objective ofa firm. & |

3

The theory of produce life-cycle assist an entrepreneur o develop and adc’liili
strategies to utilize in every stage in the product development. An mmFIcnék:
should imbibe the concepts, principles and thearies of marketing because it Es@ H
engine that propels any business outfit to growth development and success,

P S QAT T

§ -9

Conclusion: : : i
Entreprencurship is the factor that is responsible for identifying mv .
opportunities and equitable combination of inputs to produce the designed
results. In both small and large business units, the management {muft:on of an
entrepreneur are invariably the same and the success of an enterprise largely
depends on his entreprencurial ability and skill. S
Therefore Entrepréneurs should adopt principles of marketing because :};‘1;
" help them to understand business in terms of target market offerings and p

development and better opportunitics for environmental survival. Haem::.u:3 itisan
integrated plas, including technological innovation through wfm:_h an
organization accomplishes its marketing chjectives in order to remain in the
economic and business environment on the long run. -
It is pc:rﬂr'mut to inform you at this point that University ,Gf Migeria is m::
offering Postgraduate diploma and certificate courses in Entreprencuri
Studies. This was introduced by the current Wice-Chancellor, ?enaablc'm
Chinedu Mebo. Other Institutions of hig he:_ learning are advised t:]:'cml.ﬁls l.l.l:l{.
of action, in order to help both potential entrepreneurs and gerian
economy- - o ; .
In conclusion, unless people with entreprencurial ability u:ttl:ue socicty are a :
to imbibe an utilize the principles and theories of marketing to mmmge their
respective business outfits, the society will not likely develop its eciunm:ny
rapidly. Also the chance of such entrepreneurial organizations for survival are
almost non-existent.
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Nigeria products are not due to any ohjective inferiority of local products but

¢ due to subjective biases against them (Aghbonifoh, 1986). In view of these

. concerns, there is a need for small-scale business owners in particular to pay

- particular attention to the marketing of their goods and services. This study,

{ therefore, is an attempt to ascertain, not only the attitudes of Nigerian small-
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