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Abstract 
The study examined feasibility study and marketing planning a panacea 
towards business stability in Nigeria. Stability of any business in Nigeria lies 
on proper planning before during and after commencement of the business, 
we should not shy away from the fact that most business in Nigeria pay little 
or no attention to feasibility and marketing planning, that is why a lot of 
business in Nigeria records low turnover and growth. For any business that 
wants to grow be it new venture or existing business entity, feasibility and 
marketing planning should be its priority because stability of any business in 
Nigeria holds on this variable, nevertheless more availability of startup fund 
cannot guarantee the success of an enterprise. However, little has been said 
when it comes to information needed for business stability using secondary 
data, this paper therefore establishes appropriate strategies to obtain 
information in order to provide answers to basic issue or questions through 
which the entrepreneur can reach the desired end. 
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Introduction 
This frame that provides support to a business which is called feasibility and 
marketing planning is a twin’s brother that cannot be easily separated, for any 
business that want to grow and be relevant in Nigeria be it new ventures or 
existing business entity, needs to pay attention to feasibility and marketing 
planning. Business as a venture undertaken towards making some profits, it 
involves some operations which are characterized by various forms of risk, 
therefore it is always necessary to carry out some assessment of viability of 
the business before embarking on it. Hence the process of assessing the 
viability of a business is the feasibility study while marketing planning is all 
about anticipating future sales and developing strategies to achieve it, which 
means planning for the organization revenue generating activities. 
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Relevance of Feasibility Study 
The relevance of a feasibility study lies in the fact that it would enable an 
entrepreneur evaluate all the relevant information related to the proposed 
business which he seeks to establish. Before providing the necessary finance, 
most money lenders (institutional and non-institutional lender) always seek 
to know if the business promoter has adequate knowledge of the business he 
is seeking to establish.  
A good feasibility study will provide information that will cover all areas of 
the proposed enterprise such as product to be produced, the market for the 
product, human resources required by the firm, capital and legal 
requirements of the firm, the credit policies in the industry, sources and 
provides of funds and other technical requirements. Thus, a feasibility study 
is therefore an indispensable requirement for the success of any business.  
Its development requires the services of an expert, qualified and experienced 
person. Potential investors should be weary of enterprises that do not have a 
feasibility study as they can embark on a potentially very risky and disastrous 
project which would end up in a dismal failure.  
A feasibility study is expected to provide specific facts, figures and perception 
on the business to be established.  
Generally, the basic elements which are normally considered analysed and 
selected options adequately defended before a feasibility report can be 
developed includes:  
1. Business Background  
a. Historical background of the business  
b. Is the business news, expanding, merging or being acquired?  
c. The nature of the enterprise  
2. Operational structure of the enterprise.  
3. Economic and social justification (market) of the enterprise  
4. Technological consideration  
a. Type of technology  
b. Source of technology  
c. Cost of technology, etc  
5. Raw materials  
6. Marketing strategies  
7. Capital investment structure  
8. Financial structure  
9. Financial projections and profitability  
10. Environmental factors  
11. Basic assumption of analysis, data verification and sensibility analysis  
12. Assessment of the business venture  
13. Preparation of report  
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Feasibility Report  
The information usually required for a feasibility report can be generated 
from the following sources:  
i. Questionnaires  
ii. Observations  
iii. Interviews  
iv. Federal, State and Local Government  
v. Library  
vi. Consultant, etc.  
It should be emphasized that since the data required to develop a feasibility 
report cuts across economics, finance, accounting, engineering, marketing and 
management, skills in these areas are required if a good feasibility report is to 
be generated.  
Once the relevant information has been generated to identify the viability of a 
venture, a report to guide the acts of the venture must be developed. The basic 
contents of such a report include:  
i. The Climate of Business: This examines the general economic environment 
in which the enterprise is to operate in; issues considered here include: 
income levels, gross consumption expenditure, population consumption 
levels, currency in circulation, etc.  
ii. The Product/Service: The service of product to be offered to consumers is 
examined. A thorough description of the product/service to be offered is 
thorough examine.  
iii. The Market for the Product/Service: This examines the nature and size of 
the market for the product/service and all the factors that affect the market.  
iv. Technical Feasibility: Here, the availability of all the technical factors and 
inputs at reasonable costs are examined. An analysis of the suitability of the 
chosen production system or manufacturing process is examined. The 
examination could be done under the following headings-land and building, 
factory location, plant, machinery and equipment, etc.  
v. Raw Materials: This section identifies the raw materials required, the 
sources, and the associated problems.  
vi. Manpower Requirements: The number of people (quality and quantity) 
required to manage the firm, their qualification and skills are identified.  
vii. Production Procedure: The entrepreneur is expected to know the 
procedure that is used to produce the final product i.e. the details of how to 
make the product.  
viii. Quality Assurance: The essence of this is to ensure that the products 
conform to specified standards or pro-determined standards. In other words, 
quality assurance seeks to ensure that all products meet the expectations of 
the final consumers otherwise they would be rejected. Hence, here, the report 
seeks how to assure quality of products.  
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x. Project Output: Here the number of units expected per day and the numbers 
of production shifts are projected i.e. the quantity of output is anticipated. This 
is necessary because, from this analysis, the project income statement can be 
derived. Issues to consider here include: installed capacity, anticipated 
machine breakdowns, number of employees, availability of raw materials, 
number of shifts, power supply, etc.  
x. Capital Requirements: Here the amount of money required in fixed assets 
(machines, power supply plants, tools, office requirements should cover 
issues such as land acquisition, factory, building/offices, garage), professional 
- fees equipment/machineries, generating plant, vehicles, fixture and fittings, 
company registration/incorporation, feasibility study, loan negotiation 
expenses, miscellaneous expenses, etc. These are essential expenses which 
much be carefully examined and documented in a feasibility report.  
xi. Working Capital Requirement: This provides for money required to cover 
operating expenses. This incorporates funds for raw materials, salaries, 
vehicle maintenance, rents, supplies and other expenses that may be incurred 
before sales are made and cash received.  
xii. Cash Budget: Cash budget entails before preparation of estimates of cash 
receipts and expenditures from all sources for a period of time which could 
before one year broken down into months or quarters (very three months). 
This is necessary, because there are situations during the existence of an 
enterprise when cash inflow (receipts) could exceed cash outflows 
(expenditure) and vice versa.  
Thus, a good cash budget enables the enterprise to ride itself throughout the 
period of such fluctuations. Hence, a cash budget should precisely show the 
cash balance at the start of a period as well as the estimated cash inflow and 
outflow for the period under examination. The cash budget should take into 
cognizance sales receipts and all expenditures (capital, production, operating, 
etc.) Generally, most lenders are interested in having a glance of the cash 
budget in determining their financial commitment to an enterprise.  
xiii. Income Statement: This is the aggregation of estimated revenue and 
operating expenses and it shows a firm’s net profit or loss. It is also called 
Trading, Profit and Loss Accounts or Statement. A good feasibility study 
should show a firm’s estimated income statement covering about five years.  
xiv. Estimated Balance Sheet: This provides at a glance, a summary that lists a 
firm’s assets, liabilities and owner’s equity at a point in time.  
Generally, a balance sheet could be prepared in order of liquidity. The 
principles involved in preparing and understanding the basic contents of a 
balance sheet can be examined in any standard textbook on Financial 
Accounting.   
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Differences between Feasibility Study and Marketing Plan 
Entrepreneurs face many challenges when creating a new venture. Although 
the feasibility study is one of the most well known documents, the marketing 
plan may be just as important. Before the entrepreneur can seek funding he 
or she must demonstrate that the idea is truly a good one, also feasibility study 
can be defined as a controlled process for identifying problems, defining 
successful outcomes and assessing the range of costs and benefits associated 
with several alternatives for solving a problem in order to create a feasibility 
study entrepreneur need to define dimensions of business viability including 
market viability, technical viability, business model viability, management 
model viability economic, and financial model viability etc. really, a feasibility 
study is not the same thing as a marketing plan. The feasibility study would be 
completed prior to the marketing plan. The feasibility study helps determine 
whether an idea a business is a viable option, the marketing plan is developed 
after the business opportunities are created. 
Strategic Business Team explained feasibility study is carried out with the aim 
of finding out the workability and profitability of a business venture. Before 
anything is invested in a new business venture, a feasibility study is carried 
out to know of the business venture is worth the time effort and resources. A 
feasibility study is filled with calculations analysis and estimated projections 
while a marketing plan is made up of mostly tactics and strategies to be 
implemented in other to grow the business sales; while it may seems the 
feasibility study similar in many ways to the marketing plan, it is important to 
keep in mind that the feasibility study is developed prior to the venture also 
feasibility study can readily be converted to marketing plan, it is important to 
think of the marketing plan in terms of business growth and sustainability and 
the feasibility in term of idea viability.  
 
Sources of Information for Feasibility Studies  
There are various sources through which the required information for a 
feasibility study can be generated. Such sources of information are identified 
and discussed below.  
1. National Bureau of Statistics  
2. National Directorate of Employment  
3. Federal Ministry of Trade and Investment 
4. State Ministries of Commerce and Industry  
5. Commercial Banks  
6. Chambers of Commerce  
7. Trade Associations  
8. Newspapers and Periodicals  
9. Libraries   
10. Research Institutes  
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11. Electronic media  
12. The Internet  
In addition to the foregoing sources, there are other sources such as the 
Internet,  
Professional journals, Consultancy Firms, etc.  
 
Information Need for a Feasibility Study  
The preparation of the feasibility preludes the preparation of the business 
plan. This is because before committing time and energy to preparing a 
business plan, the entrepreneur should do a quick feasibility prospect of the 
business concept to see if there are any possible barriers to success. The 
information, obtainable from many sources, should focus on marketing, 
finance, and production. The internet can be a valuable resource for the 
entrepreneur.  
In the preparation of the feasibility study, the entrepreneur should clearly 
define the goals and objectives of the venture. These goals help define what 
needs to be done and how it will be accomplished. These goals and objective 
also provide a framework for the business plan, marketing plan, and financial 
plan. Goals and objective that are too general or that are not feasible make the 
business plan difficult to control and implement.  
Basically the lack of feasible business goals and understanding of how these 
goals would he achieved can spell a fault start for the entrepreneur. The 
entrepreneur may need someone who is experienced in business feasibility to 
assess a business and offer valuable information and advice for the ultimate 
direction. Hence the important consideration is that the business plan cannot 
be taken lightly and that it must reflect reasonable goals. The business plan is 
needed for the formulation of viable business strategies. These goals, in 
essence, needed to be translated into specific, successful marketing strategies. 
The entrepreneur will use his invested capital to focus on his target market 
and control growth and costs. From this plan, possible losses in the growth 
stages will be minimized.  
 
Market Information  
One of the initial important elements of information needed by the 
entrepreneur is the market potential for the product or service. In order to 
ascertain the size of the potential market, the following basic questions are 
necessary:  

• Is the product most likely to be purchased by men or women?  
• Are the consumers people of high income or low income?  
• Are they rural or urban dwellers?  
• Are they highly educated or less educated people?  
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A well-defined target market will make it easier for the entrepreneur to 
ensure viable product market size and subsequent market goals for new 
venture. To assess the total market potential, the entrepreneur should 
consider trade association, government report, and publish studies. In some 
instance, this information is readily available in newspapers, periodicals, 
magazines, and other publications as well as electronic media.  
The entrepreneur should be able to estimate the size of the market from 
secondary data. The entrepreneur can also contact existing businesses. In the 
process of contracting a few of such outfits to discuss relevant issues could 
provide valuable insights for the business plan. From this, the entrepreneur 
would be able to determine an approximate size of the market.  
 
Operation Information Needs  
The relevance of a feasibility study of the manufacturing operations depends 
on the nature of the business. Most of the information needed can be obtained 
through direct contract with the appropriate source. The entrepreneur may 
need information on the following:  
• Location:- The Company’s location and its accessibility to customers, 
suppliers, and distributors need to be determined.  
• Manufacturing:- Operations basic machine and assembly operation need to 
be identified, as ‘veil as whether any of these operations would be 
subcontracted and by whom.  
• Raw materials:- The raw materials needed and supplier’s names, addresses, 
and costs should be determined.  
• Equipment:- The equipment needed should, be listed and whether it will be 
purchased or leased,  
• Labor skills:- Each unique skill needed, the number of personnel in each skill, 
pay rate, and an assessment of where and how these skills will be obtained 
should be determined.  
• Space:- The total amount of space needed should be determined, including 
whether the space will be owned or leased.  
• Overhead:- Each item needed to support manufacturing, such as tools, 
supplies, utilities, salaries, and so on, should be determined.  
Most of the above information as analysed should be incorporated directly 
into the business plan. Each item may require some research but each is 
necessary to those who will assess the business plan and considers funding 
the proposal.  
 
Financial Information Needs  
Before preparing the business plan, the entrepreneur must have a complete 
evaluation of the profitability of the venture. The assessment will primarily 
tell potential investors if the business will be profitable, how much money will 
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be needed to launch the business and meet short-term financial needs, and 
how this money will be obtained; for example, stock and debt.  
There are traditionally three areas of financial information that will be needed 
to ascertain the feasibility of the new venture:  

• expected sales and expense figures for at least the first three years;  
• cash flow figures for the first three years; and  
• current balance sheet figures and pro forma balance sheets for the first 

three years.  
Determination of the expected sales and expense figures for each of the first 
twelve months and each subsequent year is based on the marker information 
discusses earlier. Each expense item should he identified and give on a 
monthly basis for the year. Estimates of cash flow consider the ability of the 
new venture to meet expenses at designated times of the year. The cash flow 
forecast should identify the beginning cash, expected account receivable and 
other receipts, and all disbursements on monthly basis for the entire year.  
Current balance sheet figures provide the financial conditions of the business 
at any particular time. They identify the assets of the business, the liabilities 
(what is owed), and the investment made by the owner or other partners. 
More also if both effort is joined together i.e. feasibility study and marketing 
planning there is going to be a tremendous success. 
Onodugo (2001) opined, planning is a detailed and systematic formulation of 
a programme of action necessary to achieve a stated goals while plan is to 
decide what to do before doing it (Webster, 1984). However from the 
contemporary business to business perspective, strategy is defined as an 
organized statement of broad tase and/or areas of activities necessary to 
achieve an objective (Hoos, 1982). Simply stated, strategy is a plan of action 
created to achieve predetermined objectives (Webster Dictionary). Strategy 
is an integrated plan through which an organization accomplishes its basic 
long term goals, such as integrated plan consists of the corporate long term 
goals of purpose mission and objectives and the growth strategies through 
which the corporate strategies are realized (Onwucchekwa, 2000).  
 
Marketing Planning and Strategy Formulation 
In the contemporary complex, dynamic volatile and unpredictable 
environment. Entrepreneurs have to make decision about the future, if they 
want to remain in business, make profit an diversity, in this era of challenges 
and competition, the rate at which environmental factors such as economic, 
socio-cultural, competitive political, technology and legal, change is alarming 
and rapid, coupled with the globalization of business organization. 
Evidently, there is need for marketing strategy formulation. According to Hax 
(1990) strategy is the coherent, unifying and integrative pattern of decisions 
a firm makes which determines and reveal the organization’s purpose, in 
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terms of its long-term objectives, actions programs and resources allocation 
priorities. He further stated that strategy is the attempt to achieve a long term 
sustainable advantage in each of a firm’s businesses, by responding properly 
to both the environmental opportunities and threats and the strength and 
weakness of the organization. Marketing strategy formulation therefore, 
involves the development and implementation of those plan and programs 
designed to match the product/service mix of the organization with target 
market customers. Marketing strategy options available to an entrepreneur 
differ from one marketing situation to another. Hoos (1982) classified the 
marketing strategies into three 
(1) An Undifferentiated Marketing Strategy: This strategy occurs when the 
entrepreneur develop a single broad marketing effort appeal to all potential 
customers’. It is often called mass marketing. This type of strategy is most 
appropriate when the company markets relatively standardized products or 
service into a horizontal market. For example the manufacture of industrial 
cleaning compounds may market its products to all kinds of manufacturing 
outfits, both large and small. The use of the product does not differ by type of 
customer – a steel founding may use the compound in the same member as a 
wood working shop. Thus an undifferentiated marketing strategy may wore 
reasonally will. 
(2) A Differentiated Marketing Strategy: This strategy is most appropriate 
when an entrepreneur markets its products or services into a number of 
diverse market segments where such factors are use and buying behavior 
differ appreciably. Here the market manager should consider differentiating 
strategy-determining specific marketing efforts towards each market or 
segment. For instance, a tyre manufacturer may sell different types of tyres to 
different customers such as automobile industry, mechanized agric farm 
industry, big construction companies governmental organizations aircraft 
construction industry etc. It would be very illogical, foolish and inappropriate 
to adopt a single undifferentiated marketing strategy in order to satisfy these 
different classes of customers. The product (in this case tyre) does differ 
significantly to customer type, because of the varying range shapes and sizes 
of tyres that are involved. Apparently, in the market, differentiated marketing 
strategies are very common because many marketers direct their marketing 
effort to different customers and each customer may define its own product 
or service specification and expectation. 
(3) A Concentrated Marketing Strategy: This is a situation whereby various 
markets or segments exist. But the entrepreneurial firm based on certain 
reasons. Concentrate on only one of those market segments. It is a 
predominant strategy where the customer is seen as unique and the product 
and / or the service may also be seen as peculiar. Concentrated marketing 
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strategy can occur in vertical market and in almost any type of product or 
service especially specialized product. 
(4) Micromarketing: This involves targeting potential customer at a very basic 
level such as specific occupation. Income level or lifestyle. It is like “marketing 
by contact” micromarketing can target even individuals who buy special 
designers shoes/clothes to inform them of new arrivals. A business – to – 
business distributor who supplies cars from PAN (Peugeot Automobile of 
Nigeria) to state government can be personally and directly contacted by PAN 
or TOYOTA Nigeria Limited to inform him of the arrival of the latest models of 
cars. Entrepreneur can make micromarketing even more effective through the 
internet. Entrepreneur can send e-mail directly to individual consumers who 
are most likely to buy their products by tracking specific demographic and 
personal information. For instance, if you buy a specific professional book via 
Amazon.com. The internet based company can offer to send you e-mail notice 
about other professional related books that may be of interest to you. 
However, micro-marketing strategy has its own demerits such as time 
consuming, not cost effective, and narrow – market. Ultimately, the company 
may lose sight of other reachable markets and be vulnerable to the marketing 
management syndrome of marketing myopia. It would be very illogical, 
foolish and inappropriate to adopt a single undifferentiated marketing 
strategy in order to satisfy these different classes of customers. 
 
Characteristics of Marketing Plan  
It is advisable that the marketing plan be planned to meet certain criteria. 
Some distinctive characteristics that must be incorporated in an effective 
marketing plan are as follows. The marketing plan must:  

• Provide a strategy for accomplishing the company mission or goal.  
• Be based on facts and valid assumptions.  
• Provide for the use of existing resources. Allocation of all equipment, 

financial resources, and human resources must be described. 
• Provide an appropriate organization which can be used to implement 

the plan. 
• Provide for continuity so that each annual marketing plan can build on 

it, successfully meeting longer-term goals and objectives  
• Be simple and short. A voluminous plan will be placed in a desk drawer 

and likely never used. However, the plan should not be so short that 
details on how to accomplish a goal arc excluded 

• Specify performance criteria that will be monitored and controlled. For 
example, the entrepreneur may establish an annual performance 
criterion of a certain percent of market share in a designated 
geographic area.  
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In order to attain effective monitoring and control, certain expectations should he 
made at given time periods; for example, at the end of three months the business 
should have a certain percent share of market. In the event that such is not attained, 
new strategy or performance standards may he established.  
The success of the plan may depend on its flexibility. When some changes are 
necessary, they should be incorporated by including probable scenarios and 
appropriate responding strategies.  
 
Essential Facts for Market Planning  
For appropriate appreciation of the facts, they are expressed in questions form such 
as below.  

• Who are the users, where are they located, how much do they buy, from 
whom do they buy, and why?  

• How have promotion and advertising been employed and which approach 
has been more effective?  

• What are the pricing changes in the market, who has initiated these changes, 
and why  

• What are the market’s attitudes concerning competitive products?  
• What channels of distribution supply consumers, and how do they function?  
• Who are the competitors, where are they located, what advantages/ 

disadvantages do they have?  
• What marketing techniques are used by the most successful competitors? By 

the least successful?  
• What are the overall objectives of the company for the next year and 5 years 

hence?  
• What are the company’s strengths? Weaknesses?  
• What are one’s production capacities by product?  

 
The foregoing discussion is indicative of the fact that the market plan is not intended 
to be written and then put aside. Essentially therefore, it is intended to be a valuable 
document, referred to often, and providing guidelines for the entrepreneur in the 
process of business operation.  
You have to recognize the fact that the term marketing plan denotes the significance 
of marketing. Therefore, it is important to understand the marketing system. The 
marketing system identifies the major interacting components, both internal and 
external to the firm that enables the firm to successfully provide products and/or 
services to the marketplace.  
Fundamentally, the environment (external and internal) plays very important role 
in developing the market plan. Hence, some research on the environmental variables 
would be a good starting point for the entrepreneur before preparing the market 
plan. This analysis can begin with data obtained from secondary sources as discussed 
in the marketing research above. These environment variables have been discussed 
above.  
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Figure 1: Example of Flow Chart of a Marketing Plan  

 
Source: Hisrich, R. D. and Peters, M. P. (1998), Entrepreneurship, 4th Ed., Boston:  
Irwin McGraw-I-Jill, A Division of The McGraw-Hall Companies, p. 67.  
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Steps in Preparing the Marketing Plan  
The various stages involved in preparing the marketing plan are identified 
and discussed in this section of the unit. Each of these stages, when followed 
religiously, will provide the necessary information to formally prepare the 
marketing plan. Each of the steps is outlined and discussed, incorporating 
using examples for complete understanding of the necessary information and 
procedure for preparing the marketing plan. See figure 1.  
1. Defining the Business Situation  
The situation analysis is a review of where we have been. It also considers 
many of the factors that were defined in the environmental analysis section 
above. It is to describe past and present business operational conditions.  
In order to fully describe the situation analysis, the entrepreneur should 
provide a review of past performance of the product and the company. If this 
is a venture, the background will more personal, describing how the product 
or service was developed and why it was developed; e.g., to satisfy consumer 
needs. If the plan is being written after the new venture has started up, it 
would contain information on present market conditions and performance of 
the company’s good and services. Any future opportunities or prospects 
should also be included in this section of the plan.  
Industries analysis should begin with a review of secondary sources at the 
library. Trade magazines, government publications, or published articles may 
be useful in determining how attractive the industry is for the entrepreneur. 
Information on size of market, growth rate, source and availability of 
suppliers, threat of innovation or new technology, regulations, new entries, 
and effects o1 economic conditions should be documented before the 
marketing strategy is determined.  
The above environmental variables will provide much important information 
deciding what will be the most effective marketing strategy to be outlined in 
the  
marketing plan. The actual short-term marketing decisions in the marketing 
plan involve the consideration of the product, price, distribution, and 
promotion. These four factors arc referred to as the marketing mix. Each 
variable is described in detail in figure 8.3 below.  
 
 
Figure 2: Critical Decisions for Elements of Marketing Mix  
Marketing Mix Variable      Critical Decisions  
Product  
Quality of component or materials, style, features, options brand name, 
packaging, sizes, service availability, and warranties  
Price  
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Quality image, list price, quantity, discounts, allowances for quick payment, 
credit terms, and payment period  
Distribution  
Use of wholesalers and/or retailers, type of wholesalers or retailers, how 
many, length of channel, geographic coverage, inventory, and transportation  
Promotion  
Media alternatives, message, media budget, role of personal selling, sales 
promotion (displays, coupons, etc), and media interest in publicity.  
 
In this first set of the marketing plan, the entrepreneur should also provide a 
detailed assessment of the competitive environment. Each competitor should 
be identified, along with its location, size, market share, sales, profits, 
strengths, and weaknesses.  
In evaluating such things as ability to develop new products, management 
ability, manufacturing capabilities, and financial capabilities, these factors 
could be rated by the entrepreneur as excellent, good, fair, or poor. The 
analysis will ha used to verify the entrepreneur’s marketing strategy.  
 
2 Defining the Target Market/Opportunities and Threats  
On the basis of the marketing research, the entrepreneur should have a good 
idea of who the customers or target market will he. The data on the target 
market can be very essential in the success of a service venture.  
The target market usually comprises one or more segments of the entire 
market. Therefore, it is important even before beginning the research to 
understand what market segmentation is besides the determination of the 
appropriate target market.  
Market segmentation is the process of dividing the market into small 
homogeneous group  
Markets segmentation allows the entrepreneur to more effectively responds 
to the needs of more homogeneous consumers. Otherwise the entrepreneur 
would have to identify a product or service that would meet the needs of 
everyone in the marketplace.  
Ideally, the process of segmenting and targeting customers by the 
entrepreneur should proceed as follows:  
1. Decide what general market or industry you wish to pursue.  
2. Divide the market into smaller groups based on characteristics of the 
customers or buying situations.  
i. Characteristics of the consumer  
(a) Geographic (e.g., state, country, city, region)  
(b) Demographic (e.g, age, sex, occupation, education, income, and race). 
(c)Psychographic (e.g., personality and lifestyle).  
ii. Buying situation  
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(a) Desired benefits (e.g., product features)  
(b) Usage (e.g., rate of use)  
(c) Buying conditions (e.g., time available and product purpose).  
(d) Awareness of buying intention (e.g., familiarity of product and willingness 
to buy)  
3. Select segment or segments to target.  
4. Develop a marketing plan integrating product, price, distribution and 
promotion.  
For instance, in the supply of power inverters, the entrepreneur can segment 
the market on the basis of users such as:  

• Institutions  
• Hospitals  
• Offices  
• Industries  
• Households  

Basically, the segmentation of market depends on the nature of the product 
being produced or offered for sale by the entrepreneur.  
3. Considering Strengths and Weaknesses of Target Market  
It is important for the entrepreneur to consider strengths and weaknesses in 
the target market. For example, referring to the supply of power inverters, the 
primary strength is in its high demand due to erratic power supply and it can 
be used by many electricity consumers and users in institutions, hospitals, 
offices and industries.  
In terms of weaknesses majority of the households could not afford the power 
inverters, many companies are having steady sources of power supply, and 
government organizations may not be favourably disposed towards the use of 
power inverters.  
In addition, the firm may not have the funds to produce in large quantity; there 
is the production capacity which is limited by space and equipment. 
Furthermore, the new firm lacks a defined distribution system for the product 
and would have to depend on manufacturers’ representatives. Beside, the new 
firm lacks enough cash to support a heavy promotional effort.  
4. Establishing Marketing Goals and Objectives  
As a prelude to the marketing strategy decisions, the entrepreneur must 
establish realistic and specific goals and objectives. These objectives respond 
to the issues such as market share, level of profits, sales (by territory and 
region) market penetration, number of distributors, awareness level, new 
product launching, pricing policy, sales promotion, and advertising support.  
For example, the entrepreneur of a new frozen food venture may establish 
objectives for the first year of operations such as:  

• Ten (10) percent market penetration,  
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• Fifty (50) percent of market sampled,  
• Distribution in fifty (50) percent of the market.  

All the above goals have been considered modest, reasonable and feasible 
given the business situation described earlier.  
The above goals and objectives merely portrays that they must be quantified 
and so that they could be measured for control purposes. Nevertheless, not all 
goals and objectives must be quantified. Hence it is possible for a firm to 
establish such goals or objectives as research customer attitudes toward a 
product, set up a sales training program, improve packaging, change name of 
product, or find new distributor.  
For a new firm, it is a good idea to limit the number of goals or objectives to 
between six and eight. This is in view of the fact that too many goals make 
control and monitoring difficult. Apparently, such number of goals should be 
set to represent key areas to ensure marketing success.  
5. Coordination of the Planning Process  
For a new venture, the management team must institute some means for 
coordinating the planning process since many of the members of the team 
may lack expertise in market planning.  
An oversight of proper coordination may present problem in the venture’s 
effective completion. In many cases, the entrepreneur may be the only person 
involved in preparing the market plan, especially if it is a new venture. This 
situation may call for consultation with management or marketing experts.  
When the entrepreneur is the only one involved in preparing the market plan, 
coordinating may not be the issue. Nevertheless, the entrepreneur may still 
lack the understanding and experience for preparing a market plan. In this 
instance, the entrepreneur should seek help from available sources such as 
the Small and Medium Enterprises Development Agencies, universities, 
marketing consultants, and even textbooks.  
6. Assigning Responsibility for Implementation  
Writing the marketing plan is only the beginning of the marketing process 
because it is only a means to an end. The plan must be implemented effectively 
in order to meet all the desired goals and objectives.  
Essentially, therefore, a specific person must take the responsibility for 
implementing each of the strategy and action decision made in the marketing 
plan. More often than not, the entrepreneur will assume this responsibility 
since he/she will be interested in the control and monitoring of the venture.  
7. Budgeting for the Marketing Strategy  
It is also necessary that effective planning decision must also consider the 
costs involved in the implementation of these decisions. In the event that the 
entrepreneur has followed the procedure of detailing the strategy and action 
program to meet the desire goal and objectives, costs would become 
reasonably clear.  
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In the event that assumptions are necessary, they should be clearly started so 
that interested parties (e.g., a banker, a venture-capital firm, etc) who may 
review the written marketing plan will understand such implications.  
The budgeting for marketing action and strategy decision will also be helpful 
in preparing the details for financial plan. The details on the development of a 
financial plan are discussed in unit 10 of this study material.  
8. Implementation of the Marketing Plan  
The marketing plan is normally designed to serve as a commitment by the 
entrepreneur to a specific strategy. It is not formality that serves as a 
superficial document to outside financial supporter or suppliers. Essentially, 
it is meant to be a formal medium for answering some basic issues or 
questions relating to the operations of the venture. The plan is also a 
commitment to make adjustments as needed or dictated by market 
conditions.  
9. Monitoring Progress of Marketing Actions 
Fundamentally, monitoring of the plan involves keeping tabs on specific result 
of the marketing effort. For instance, sales data by product, territory, sales 
representatives, and outlet are few of the specific results that should be 
monitored. Those operational fundamentals that should be monitored are 
dependent on the specific goals and objectives incorporated in the marketing 
plan.  
In the event of discovery of any scary deviations from the monitoring process, 
essentially, the entrepreneur will provide with the opportunity to redirect or 
modify the existing marketing effort to allow the firm to achieve its initial 
goals and objectives.  
Basically, the entrepreneur may not have the time to consider many 
alternative plans of action should the initial plan fail. Nevertheless, as you 
have noted earlier, it is important for the entrepreneur to be flexible and 
prepared to make adjustments where necessary. Due to environmental 
upheavals, it is unlikely that any marketing plan will succeed exactly as 
planned. 
 
Pitfalls Responsible For Failure of Marketing Plans  
Marketing plans can become ineffective and fail in meeting marketing goals 
for different reasons. infact, failure may also be considered a matter of degree 
since some goals may become realizable while others may become totally 
unachievable.  
The failure of the overall plan will be evaluated by management and may 
depend on the simple solvency of the organization. Some of the reasons for 
failure can be ameliorated if the entrepreneur is careful in preparing the 
marketing plan.  
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Some of the basic reasons for failure of marketing plan which can be 
controlled by the entrepreneur arc as follows:  
 
1. Lack of Real Plan  
The marketing plan is superficial and lacks detail and substance, especially 
regarding goals and objectives.  
 
2. Lack of Adequate Situation Analysis  
It is invaluable to know where you are and where you have been, before 
deciding where you want to go. Careful analysis of the environment can result 
in reasonable goals and objectives.  
 
3. Unrealistic Goals  
This generally results because of lack of understanding of the situation. It 
arises when spurious goals and objectives are unachievable. Such goals and 
objectives are bound to fail because a new business should restrict to only few 
and realistic targets.  
 
4. Unanticipated Competition  
This refers to unanticipated competitive moves, product deficiencies, and acts 
of God-with a good situation analysis, as well as an effective monitoring 
process, competitive decisions can be assessed and predicted with some 
degree of accuracy.  
 
5. Deficiencies in the Product  
Deficiencies in the product often result from rushing the product to the 
market. Such product will be rejected by the consumers since the deficiencies 
will not allow the product to meet the expectation of the users.  
 
6. Environmental Adversity  
Environmental adversities such as an oil spill, flood, hurricane, or war, on 
which the entrepreneur has no control can render whatever modest goals and 
objectives unachievable.  
 
7. Lack of Proper Monitoring  
The absence of proper monitoring of the progress of marketing actions can 
result in abnormal deviations in the expected results and hence there will be 
failure in the whole plan.  
 
8. Ambitions Plans  
The establishment of ambitious plans particularly in market penetration, and 
by implication the anticipated returns, can result in commitment of large 
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quantum of funds and yet the sales volume in the initial years will be anything 
that can cover the costs of operations.  
 
9. Lackluster Attitude to Implementation  
Lackluster attitude towards implementation of the marketing plan on the part 
of the entrepreneur can make the plan to fail. When there is less commitment 
by the entrepreneur to a specific strategy the marketing plan can fail woefully.  
 
10. Inappropriate Budgeting for Implementation  
When adequate funds are not budgeted for the implementation of the chosen 
marketing strategy the marketing plan is bound to fail. In essence, ineffective 
planning decision can result in inappropriate consideration of the costs 
involved in the implementation of marketing decisions. Hence 
implementation of marketing plans to meet the desire goal and objectives will 
be jeopardized.  
 
Marketing Strategy and Action Programs  
On the basis of the marketing goals and objectives, the entrepreneur can 
commence to develop the marketing strategy and action plan towards 
achieving them. These strategy and action decisions are normally designed to 
respond to the issue of how the business gets to the desired state of 
operations. Basically, this decision defines the marketing mix variables to be 
adopted by the entrepreneur.  
The marketing strategies are the means, methods, or plans that will be used 
by the entrepreneur to produce appropriate product or service for the 
business. furthermore, the appropriate pricing for the product or service is 
also considered in formulation of marketing strategies  
The entrepreneur should also understand that the prospective consumers for 

the product or service of the new business cannot get it unless it is taken to 

the doorsteps or vicinity in various locations. Hence the issue of distribution 

is also considered in the formulation of the marketing strategies.  

The prelude to the distribution of the product or service of the business is its 

promotion in order to create awareness, in the minds of prospective 

consumers, about the existence of such product or service. Hence promotion 

is very critical in formulation of marketing strategies.  

In the formulation of promotion strategies such relevant variables as sales 

promotion, advertising, personal selling, and publicity are considered in 

terms of the applicable strategies for them since they arc the integral aspects 

of promotion in marketing.  
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What Business Others Should Know and Believe in Nigeria 
Typically production is the major component of the marketing variables. 
Bearden et al (2001) define product as a idea, a physical entity (a good) a 
service or any combination of the three that is an element of exchange to 
satisfy individual or business objective. Hence, feasibility study need to be 
well done coupled with marketing planning with a lot of marketing strategy 
planning. It forms the core centre of a successful marketing also is the 
fundamental marketing activities by which the business entry purse intends 
to achieve it marketing objectives. Enterprise that fail to have a viable 
marketing strategy will surely fail, hence a business owners will need what 
will sets his or her brand agent from the competitors, this is because it 
showcases the unique benefit a customer receive when they do business with 
you, also the business owners must get some professional training in business 
management because Nigeria is a youngling of people and businesses who are 
grounded in your field and positioned where you want your business to go for 
instance, you need to be able to purchase your material from the right source 
and this involves who you know to getting quality dependable referrals for 
every start up.  
Business owners needs to be open by knowing clearly what they want so as 
not to lose focus of their dreams by balancing their funding team for future 
stability of the business. 
 
Methodology  
The researchers make use of secondary data and the work of Aruwa, S.A.S 
(2006). The business entrepreneur, entrepreneurial development small and 
medium enterprise (2nd Edn.) Kaduna: Entrepreneurship Academic 
Publishing. And also, the works of Hoos, R.W. (1982). Industrial marketing 
management: an integrated approach. Belmont California U.S.A.: Kent 
Publishing Company and the work of Hisrich, R.D & Peters M.P. (1998) 
Entrepreneurship (4th Edn.). Boston Irwin McGraw Hill A Division of the 
McGraw Hall Companies p:69. And the work of Onwuchekwa, C.I. (2000). 
Business policy and strategic management. Onitsha, Nigeria: University 
Publication Company. 
 
Conclusion  
Feasibility and marketing planning should be a priority of any business, that 
wants to reach her desired end. Due to the fact that feasibility and marketing 
planning is the foundation of any business and there is a need to put such in 
good stead for effective and profitable operation. Nevertheless a feasibility 
study cannot be carried out without the necessary piece of information, such 
forms of information are required for determining aspect of business 
operations in areas of financial requirement, production requirement, 
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personnel requirement demand and supply of product/services, and financial 
projections. More also many business operation marketing plays critical role 
because all the operations revolve around marketing. Marketing analysis is 
very vital in assessing the marketing environment in which the business will 
operate. Relatedly, the marketing plan is designed towards answering some 
basic issues relating to operations of the venture. Hence the plan is needed to 
make adjustments as market condition dictate while feasibility provide 
specific facts, figures and perception on the business to be established. 
 
Recommendations 
Entrepreneur should believe that consumer is the king, hence, he should 
identify the need and wants of consumers offer product and service to satisfy 
these needs and wants, monitor the need and wants of consumers to find out 
when they change and to modify the existing products or offers new products 
to satisfy the changing need and want with fairly price, also offer satisfaction 
and benefits to consumers and not just the physical products only. 
Government through marketing agencies should sensitize business owners an 
importance of feasibility study and marketing planning. 
Off the job and on the job training should be given to Nigeria entrepreneur  
most especially in areas of feasibility and marketing planning so that adequate 
information can be source for and viable strategies can be adopted for upward 
business stability in Nigeria. 
Business owners should be aware of the fact that the main aim of business is 
to make money hence; there should be general outline of the business model 
of how the business will make money. 
There must be time conscious by specifying the time horizon from the time 
the project is initiated until it is up and running at capacity. It is important that 
the services of professionals should be engaged to draw up a comprehensive 
or detailed plan for the entrepreneur since they have a vast knowledge in this 
field rather than the entrepreneur doing it themselves. 
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