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Abstract
The main objective of this study seeks to investigate the dynamic role of product and
pricing marketing strategies on entrepreneurial survival among Manufacturing SMEs in
Jos North LGA of Plateau State with role of adaptive selling behaviour. This study
adopted a cross-sectional survey, while simple random sampling is a probability
sampling approach. Simple linear regression was adopted to test formulated hypothesis
while Process by Andrew Hayes was adopted to test the mediating effect. The result
indicates that the two dimension of marketing strategies can easily predict the
entrepreneurial survival. Based on adaptive selling behaviour the result established the
fact that mediating the relationship between marketing strategies and entrepreneurial
survival, meaning that for every increase in adaptive selling behaviour, there is a
corresponding increase in marketing strategies and entrepreneurial survival. The study
recommend that business owners ought to find out the appropriate marketing strategy
that will enhance business opportunities since the aggregate application cannot break
even with the business survival.
Keyword: Marketing Strategy, entrepreneurial survival, product, pricing

1.1 INTRODUCTION

Business enterprises, particularly Small and Medium-sized Enterprises (SMEs),
and entrepreneurial initiatives have emerged as essential factors in driving Africa's
economic change. The entrepreneurial survival is contingent upon its ability to
effectively adapt to its environment and meet the needs and expectations of its consumers
(World Bank, 2020). These entrepreneurship ventures represent about 90% of SMEs
worldwide and are important contributors global economic development (Ezennia &
Mutambara, 2021). Meanwhile, SMEs accounts for more than 50% of global
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employment and contributes up to 40% of Gross Domestic Product (GDP) in emerging
economies (World Bank, 2022). For instance, in the developed countries of the world
such as United States of America (USA), financial literacy is key to business at all level.
This led the USA government in January 2008 for the establishment of a president’s
advisory council on financial literacy tasked to improve financial education at all levels
of the economy (Ibitomi, Dada, Aderotimi, & Gaude-Jiwul, 2024).

In 2021, more than 22.8 million SMEs (99.8% of all) in the EU provided 83
million jobs (65% of all employees) (Triller, Vogel & Michael, 2023). The high
importance is also rooted in the German economy, where in 2020 nearly 2.5 million
companies (99.4% of all) and thus about 29.4 million employees (55% of all) worked in
SMEs. Thus, they can be considered as the central pillar of the German market economy
(Triller, Vogel & Michael, 2023). Besides, Nigeria seen as regional powerhouses in
Africa and is the 20th largest economy in the world, worth more than $500 billion in
terms of nominal GDP (Fitriasari, 2020), SMEs contribute 48.7 percent of the country’s
nominal GDP in most African countries like Nigeria and South Africa (Jayasundara &
Rajapakshe, 2020).

However, Onifade and Taiwo (2022), asserts that operation conditions do not
support conducive operating environment for small business in Nigeria, which leads to
made mortality rate among small businesses in Nigeria is very high. Meanwhile, studies
including Onyeye, Court and Agbaeze, (2020), indicate that most businesses do not
celebrate their fifth anniversary, the mortality is linked to factors like ineffective
management, inefficient accounting system, inadequate financial management,
overflowing insufficient marketing and research, wrong location, relying on business
partner government policies, unexpected competition, natural disasters, the state of the
economy and inadequate planning, lack of information, inexperience and lack of
commitment on the part of operators and lack of application of modern technology in
business transaction and marketing of their products (Ogbu & Ugwu, 2023).

Generally, marketing is recognized as the process by which organizations build
value for customers and create huge customer relationships in a sequence to secure value
from customers in return (Ebitu & Tom, 2016). According to Hosaini and Hosaini (2020)
and Twin (2021), McCarthy, a marketing professor at Michigan State University refined
the concepts in Borden’s book to create the idea of the 4Ps. At the time the concept was
first coined, the marketing mix helped companies account for the physical barriers that
prevented widespread product adoption (Twin, 2021, Arab, 2018; Hosaini & H osaini,
2020; Twin, 2021). The study by Mei (2021), established that marketing strategies has a
high significant relationship with survival, inline with the positive significant also is the
study by Pavlidou and Efstathiades (2021), which established that combination of
marketing strategies culminate to moderate success among SMEs and despite this
apparent low-key approach, above studies revealed that marketing strategies are crucial
to the survival and development of SMEs. Hu & Kee, (2022) assertion that marketing
strategies do increase profits during uncertainty through reinvention. According to the
findings of Bobalo (2018), who established that marketing strategies enhance survival
but on a weak level or insignificant level. Based on the negative from the previous
studies, this study introduce adaptive selling behaviour to mediate between marketing
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strategies and entrepreneurial survival of manufacturing SMEs. By contrast, Poor et al.
(2013) and Magatef and Momani (2016) revealed an insignificant connection between
marketing strategies and business success. These contradictory findings necessitate an
understanding of the mediating variables that complement between the variables.
Adaptive selling behavior is widely regarded as a critical skill for salespeople to master,
involving the modification of selling styles in response to changing circumstances. It is
the ability that is used to match the customer attributes with their actual sales strategies
(Ahmad & Muhammad, 2020). This method entails modifying sales strategies either
during customer engagement or over time based on the salesperson's perception of the
circumstances of the sale. Low adaptive selling levels are demonstrated by salespeople
who consistently use the same standardized sales presentation, whereas high adaptive
selling levels are demonstrated by those who adjust their presentations as needed
throughout the sales process. The practice of adaptive selling has been defined as the
changes in salesperson individual behavior during the interaction with the customers
while selling the products. Based on the above, this study seeks to investigate the
dynamic role of marketing strategies on entrepreneurial survival among manufacturing
SMEs in Jos South LGA of Plateau State: Mediating role of Adaptive Selling Behaviour.

Unsuccessful marketing strategies of SMEs result in the high failure rate of
businesses (Iskurak & Dikmen, 2021). SMEs are critical to national and economic
development in Nigeria because they constitute approximately 97% of the economy and
contribute 70% to employment creation (Gumel, 2019a; Ma’aji, 2019). More than 80%
of SMEs in Nigeria fail within the first 5 years of operation (Gumel, 2019). A key reason
for this failure is the lack of a successful strategy (Iskurak & Dikmen, 2021). The specific
business problem was that some SME owners in Nigeria lack effective marketing
strategies for sustaining businesses beyond 5 years.

In Nigeria, despite government support and incentive programmes to small scale
businesses it would seem reasonable to expect that these small businesses would grow
and flourish, but the rate of business failure continues to increase because of the
challenges facing the business performance which include lack of financial resources,
lack of management experience, poor location, laws and regulations, general economic
conditions, as well as critical factors such as poor infrastructure, corruption, low demand
for products and services of locally made goods and poverty. Other factors include
shortage of raw materials, inadequate finance, lack of management skill, inability to
control costs and problems of dumping of cheap foreign products. It is against this
backdrop that the researcher has decided to examine the dynamic role of marketing
strategies on entrepreneurial survival among Manufacturing SMEs in Jos South LGA of
Plateau State: Mediating role of Adaptive Selling Behaviour.

1.1 Research Questions

1.  What is the relationship between product strategy and entrepreneurial survival
among Manufacturing SMEs in Jos South LGA of Plateau State—

1. What is the relationship between pricing strategy and entrepreneurial survival
among Manufacturing SMEs in Jos South LGA of Plateau State—

1ii. What is the relationship between product strategy and adaptive selling behaviour
among Manufacturing SMEs in Jos South LGA of Plateau State—
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iv. What is the relationship between pricing strategy and adaptive selling behaviour
among Manufacturing SMEs in Jos South LGA of Plateau State—

v. What role does adaptive selling behaviour play in the relationship between
marketing strategies and entrepreneurial survival among manufacturing SMEs in Jos
South LGA of Plateau State—

1.1.2 Research Objectives

i. To examine the relationship between product strategy and entrepreneurial
survival among manufacturing SMEs in Jos South LGA of Plateau State.

ii. To determine the relationship between pricing strategy and entrepreneurial
survival among manufacturing SMEs in Jos South LGA of Plateau State

iii. To examine the relationship between product strategy and adaptive selling
behaviour among manufacturing SMEs in Jos South LGA of Plateau State.

iv. To determine the relationship between pricing strategy and adaptive selling
behaviour among manufacturing SMEs in Jos South LGA of Plateau State

v. To evaluate the role of adaptive selling behaviour in the relationship between
marketing strategies and entrepreneurial survival among manufacturing SMEs in
Jos South LGA of Plateau State.

1.1.3 Research Hypotheses

HO01: There is no significant relationship between product strategy and
entrepreneurial survival among manufacturing SMEs in Jos South LGA of
Plateau State.

HO02: There is no significant relationship between pricing strategy and
entrepreneurial survival among manufacturing SMEs in Jos South LGA of
Plateau State.

HO3: There is no significant relationship between product strategy and adaptive selling
behaviour among manufacturing SMEs in Jos South LGA of Plateau State.

HO4: There is no significant relationship between pricing strategy and adaptive
selling behaviour among manufacturing SMEs in Jos South LGA of Plateau
State.

HO03: Adaptive selling behaviour does not mediate in the relationship between
marketing strategies and entrepreneurial survival among manufacturing SMEs
in Jos South LGA of Plateau State.

2. LITERATURE REVIEW
2.1.1 Concept of Entrepreneurial Survival.

The practice of entrepreneurship has brought about significant advancements and
adaptability to the economic landscape of Africa. Entrepreneurs in Africa are currently
reshaping markets, developing innovative solutions specifically designed to address local
concerns, and attracting investments from both domestic and international sources
(Ndovela & Chinyamurindi, 2021). This represents a notable deviation from traditional
agricultural economic frameworks (Nisula & Olander, 2020). Business enterprises,
particularly Small and Medium-sized Enterprises (SMEs), and entrepreneurial initiatives
have emerged as essential factors in driving Africa's economic change. Small and
Medium Enterprises (SMEs), exemplifying their significance, are not solely economic
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entities but serve as the vital driving force behind African economies (Ezennia &
Mutambara, 2021).

According to Maheshwari (1980), the notion of entrepreneurial survival is a
multidimensional term lacking a universally accepted definition, hence rendering it
elusive and precluding a singular approach to defining survival. The variability in
entrepreneurial survival rates can be attributed to the diverse range of criteria utilised for
measurement and the multiple definitions associated with the notion. The attainment of
goals is a key determinant of a firm's performance (Samad, 2022). The literature on
entrepreneurship, management, and business provides substantial evidence supporting
entrepreneurial survival.

According to Ogunmuyiwa (2022), the prevailing perspective on entrepreneurial
survival primarily emphasise on financial viability and expansion, particularly through
the attainment of enough profits. Other criteria, such as owner satisfaction and staff
happiness, are seen to be of lesser importance in this regard. According to Alshebami
(2023), the idea of organisational survival is multifaceted and cannot be analysed through
a single major aspect. The individual further asserted that a majority of managers and
literature pertaining to entrepreneurship inaccurately assess the performance of small
enterprises by employing methodologies and protocols designed for larger corporations,
which possess distinct, welldefined financial goals and objectives.

Nisula and Olander (2020), proposed other criteria that may be employed to
assess the longevity of a firm, including effectiveness and efficiency. The entrepreneurial
survival is contingent upon its ability to effectively adapt to its environment and meet the
needs and expectations of its consumers. The basic goal of any business, great or little,
is to survive or continue to exist. As a result, the concept of entrepreneurial survival
emerges, because enterprise are regarded to be lacking in sufficient resources. However,
most scholars gave diverse definitions on the concepts in their studies. Ehiedu, Onuorah,
and Mbagwu (2022), defined entrepreneurial survival as a way of attaining an business
vision and mission, while Ehiedu, (2022) view it as the application of information, skills,
tools, and processes to a variety of activities, goods and services.

Ehiedu and Imoagwu, (2022), defines it as any method by which entrepreneurs achieve
their mission and vision through performing business activities in such a way that it does
not harm the society in which it works while also preventing the firm from dying
prematurely. According to a survey, entrepreneurs are the fastest expanding sectors in
various countries due to their significant contribution to export and employment (Ehiedu,
2022).

2.1.2 Marketing Strategies

Marketing is fundamental to the success of SMEs; this is because marketing
expresses the proposed value for customers convincingly leading to improved market
share and profitability. Thus, it is important for SMEs to adopt effective marketing
strategies to enhance customer*s satisfaction, superior market share and profitability.
Effective marketing strategies can capture the creation of unique value that appeals to
the customers to make more patronage and drift from other competitors. Those SME
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owners who have designed their enterprise‘s marketing strategy may be guilty of
holding on to the strategy for too long period. For marketing strategy to often win the
competition, it must be flexible enough.

SME owners who pursue product specialization seek that specific target market
is established for their products and concentrate on marketing them to the audience
instead of the populace. They are searching for customers who are likely to give
preference to the features of their products, and are specifically targeting their marketing
efforts. You may become viewed as an expert authority in that industry. Specialization
strategy did not only give preference to pricing or product attributes but is concerned
with the range of products offered or the scope of the market targeted. Specialization
strategy includes knowledge of available resources, skills, and capabilities to
integrate and executes plans with consistency among its elements. Product
specialization is one strategy SMEs owner can use to target specific market segments.
This strategy works for SMEs that specialize in a high-quality product and have the
ability to customize it to fit the specific needs of different segments. A product
specialization strategy allows a company to focus on its reputation for quality in
brand development. The specialization strategy consists of the four P‘s (price,
product, promotion and place).

2.13 Two Dimensions of Marketing Strategies
(a) Product Strategy

Small and medium-sized enterprises (SMEs) need to enhance their products to
appeal to customers. The quality of a product refers to its ability to perform its intended
function, including durability, reliability, compliance, user-friendliness, maintenance,
and other valuable features (Agwu & Afieroho, 2016). Product has a significant impact
on business survival. For SMEs, customers are crucial to their growth, therefore, they
cannot afford to compromise product quality. Improvement in product quality results
in greater customer satisfaction and loyalty. Susanti et al. (2022) contend that
product quality comprises various aspects such as packaging, pricing, quality, and
customer benefits.

(b) Pricing Strategy

The cost that a consumer is prepared to pay in exchange for a commodity or
amenity is referred to as price. The achievement of business objectives is facilitated by
an effective pricing strategy that should reflect a cogent pricing structure that ensures the
value of a product or service offering in comparison to the value provided by rivals (Sven
et al., 2019). Similar to this, the effectiveness of a pricing strategy measures how well a
new product meets its objectives in terms of external criteria (Stock, 2014). Therefore, a
strong pricing strategy should direct the core behavior of an organization as well as its
external communication to the market regarding all pricing-related activities. Value-
based pricing is one of the pricing strategies used by small and medium-sized
businesses (Ingenbleek, Frambach, & Verhallen, 2010).

Value -based pricing is a pricing practice where managers make decisions based

on the perception of benefits from the item being offered to the customer and how these
benefits are perceived and weighted by the customers in relation to the price they pay. In
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addition, the competition-oriented pricing approach employs insights gathered from
rivals' pricing structures, as well as their anticipated behaviors, as observed in actual
competitors and/or potential primary sources, to establish appropriate pricing levels
for the firm. Lastly, the cost-oriented pricing strategy entails incorporating a profit
margin onto expenses, such as including a predetermined percentage of contribution
margin to the goods and services (Hinterhuber & Liozu, 2012).

2.1.4 Adaptive selling behaviour

Kavoosi, (2014) defines adaptive sales behavior as consisting of gathering
information about potential customers, developing sales strategies, evaluating the impact
of these messages, and making adjustments (in sales presentations) based on these
evaluations. In fact, adaptive selling behavior is the ability of the seller to fulfill his
operations with the shared needs of the buyer (Keillor and Parker, 2000 in Kavoosi,
(2014). Adaptive selling behavior is the ability of the salesperson to use different sales
approaches according to the sales situation faced and the type of customer (Indriani,
2005).

According to Manske, et al., (2005) sales force adaptivity is the practice of
changing a sales behavior based on consumer reactions and natural situations in sales. A
salesperson is said to have a high level of sales force adaptivity if he can use different
sales approaches appropriately when dealing with customers and when making decisions.
The level of adaptability of the sales force requires a highly skilled and trained workforce
who can interpret sales situations and then adopt and sales tactics for the needs of its
consumers, which includes planning specific sales strategies for different consumers
(Wardani, 2002).

Adaptive selling refers to a personal sales style in which selling behaviors are
adopted during the sales interface or customer interactions depended on information
derived about a customer and the situation. Adaptive selling is also known as a sales
technique which salespersons employ motivations to boost sales performance (Altintas
etal., 2017; Jaramillo & Mulki, 2008; Rapp et al., 2008). There has been a lot of studies
examining the direct relationship between supervisory control (output control, activity
control and capability control) and the salesperson's adaptive selling behavior (Babakus
etal., 1996; Baldaufet al., 2001; Grant & Cravens, 1996; Piercy et al., 1998, 1999; Piercy
et al., 2004; Rouzies & Macquin, 2003) and between adaptive selling behavior on
salesperson performance (Park & Holloway, 2003; Roman & lacobucci, 2010; Spiro &
Weitz 1990; Weitz et al., 1986), the mediating effect of adaptive selling behavior
received relatively lesser attention.

Adaptive selling behavior has been examined by Pelham (2009) as a mediator in
the relationship between firm-level orientation and salesperson consulting behaviors.
Jaramillo, Grisaffe, Chonko, and Roberts (2009) also found that adaptive selling behavior
fully mediated the relationship between customer orientation and outcome performance.
Their findings correlate with the outcome from the study of Franke and Park (2006)
which revealed that adaptive selling behavior fully mediates the relationship between
customer orientation and performance. Although ASB has not been studied as a mediator
between supervisory control and salesperson performance, based on similar past research
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examining ASB as a mediator and the past studies of antecedent and outcome variables
involving ASB.

Conceptual Framework

Based on the research model, the researcher constructs conceptual model, based on the
above conceptual reviews from the independent variables (product and pricing) and the
dependent variable (entrepreneurial survival of manufacturing SMEs). and the mediating
variable adaptive selling behviour. Figure 1 depicts the expected relationships among
independent variables, mediating variable and dependent variable.

Figure 1: Conceptual Framework

Adaptive selling
behaviour

Product Strategies

Entrepreneurial

Price Strategies > Survivgl of
Manufacturing SMEs

Source: (Cote, 2021; Onyeye, Court & Agbaeze, 2020)

I
2.2 Theoretical Review
2.2.1 Survival-Based Theory

Herbert Spencer introduced the concept of Survival Based Theory (SBT), which
posits that an organization must remain viable within its surroundings. Therefore,
comprehending the environment is a key component of prosperity, as is the capacity to
adapt and execute the appropriate tactics for survival. Failure to do so could result in the
organization's demise among its competitors (Gathungu & Ndungi, 2018). Managers
must foster innovation in both internal and external environments to ensure the
organization's longevity in the face of all forms of uncertainty. First of all, the observed
survival time t is required to meet a specific distribution, and the method of estimation
of the parameters in the distribution is used to obtain the estimated survival rate value.

222 Marketing Mix Theory

This theory emanated by Borden in 1949. The view and point of marketing mix
theory is to set up all the parts of designing marketing around the psychological
desire, habits and target (Kasabov, 2015). The first individual to assume for the 4P's of
marketing — Promotion, Product, Place and Price was Jerome McCarthy in 1960 which
are the major variables or elements adopted in making of the marketing mix. He proposed
that while crafting for a marketing strategy, the four variables is essential to marketers.
Also Albert Frey in 1961 established another series of marketing mix variables into two

207



International Journal of Marketing and Management Sciences Vol.5, No.1 March, 2025 ISSN 2536 -605X

divisions: The offering which was the product, packaging, service, price and brand
whereas another one was the Process which included promotion, advertising,
personal selling publicity, sales, marketing research, distribution channels, the new
product development and strategy formation (Frey, 1961).

Hence the debate was upon the fact that in order to survive, companies had to
differentiate itself from its competitors since the existence of the same two identical
companies who serve identical purpose and customers were pointless and would end up
in the demise of one of those company. The survival-based view in strategic management
emphasized on the assumptions that in order to survive, organizations has to deploy
strategies that should be focused on running very efficient operations and can respond
rapidly to the changing of competitive environment In order to recognize the relevant
of human, people was included to the list of variables, thereby allowing Process to reflect
the evidence that service is experienced at the moment of purchase by Bernard Booms
and Mary Bitner (Kasabov, 2015).

223 Strategic Choice Theory

The theory of strategic choice, first introduced by John Child in 1972, advocates
for active responses by businesses to their environment through the use of suitable
strategies. This theory is based on the principle of creating a favorable environment
for a business (Child, 1972). In contrast to the population ecology theory, which asserts
that the survival of an organization is dependent on its environmental factors and its
ability to maintain its fitness through its resources and capabilities, the strategic choice
theory argues that corporate strategies should be developed by decision-makers to solve
organizational problems, and that firms with appropriate strategies respond positively to
their environment (Pfeffer & Salancik, 2003). Strategic Choice Theory stresses that
taking the right decision is dependent on some environmental factors as e.g. suppliers
and on the strategic type of the organization but most importantly on the judgment of the
dominant coalition to lead purchasing goals and actions. The primary assumption of
Strategic Choice Theory is that deterministic views as e.g. contingency theories or
resource dependency theories are inadequate as they ignore the importance of managers
in organizational decision making. Nevertheless, as interdependencies and collaboration
can enhance performance strategic choice theory advises to carefully balance the
dependence of suppliers with the desired rate of return. Therefore, this study relies on the
strategic choice theory as it maintains that organizations make decisions that are geared
towards adapting to environmental changes to ensure their growth and survival.

2.3 Empirical Review

Kadhim et al. (2016) determined the critical impact of marketing strategy on
customer loyalty by customer fulfilment in food and beverage products. Marketing
Mix (4P’s) is adopted as Independent Variables while the dependent variables in the
study is customer Loyalty. The information was collected from three hundred clients of
food and beverage products SMEs owned by Malaysia. The study adopted Path Analysis
technique and SPSS 20.0 method was used to analyze and present the relationship. It
is discovered from the findings that promotion, product, price and place were
positively affects customer fulfilment of food and beverage products SMEs in
Malaysia.
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In a study conducted by Bukar and Umar (2021), the impact of the Corona virus
Pandemic on the performance of Small and Medium Scale Enterprises (SMEs) in Nigeria
was investigated. The research employed a survey design, with data being collected
through questionnaires administered to 278 SMEs in Yobe State. The data collected were
analyzed using regression analysis with the aid of Statistical Package for Social Science
(SPSS). The findings of the study revealed that the COVID-19 variables (Lockdown,
movement restriction, market closure, and social distancing) were rated highly by the
SME owners who participated in the study. The results further showed that all the
variables examined in the study were significantly correlated with SMEs performance.

Similarly, Bako and Olapade (2020) explored the effect of the global pandemic
virus (COVID19) on small businesses in Abeokuta South L.G.A. in Ogun State. The
research utilized a survey design, and the data collected were analyzed using regression
technique. The results indicated that the sales volume of the Small and Medium Scale
Enterprises had considerably reduced due to the lockdown policy implemented by the
government. This reduction was due to the weak purchasing power of their customers,
reduced buying behavior, and negative supply chain effects on businesses. The study
recommends that the government should evaluate the lockdown policy and follow health
safety policies to return the economy to normal.

Hanmaikyur (2019) investigated market segmentation practices and the
performance of small and medium enterprises (SMEs) in Benue state, Nigeria. He
adopted a cross- sectional survey design. The unit of analysis was organizations
while the owner/managers of SMEs were the respondents. He employed systematic
and simple random sampling as well as the snowbell sampling techniques to collect
the needed data for the study with a sample size of 401 SMEs covering SMEs from all
sectors that exist in the study area. He used a combination of descriptive and inferential
statistics (regression model) to empirically and statistically analyze the data collected.
He found that market segmentation has significant positive effect on SMEs
performance. He concluded that market segmentation has positive effect on SMEs
performance in Makurdi metropolis of Benue state, Nigeria. He recommended that
SMEs managers and operators should accord segmentation practices more attention to
derive the benefits that accrue from its usage.

Jatau & Saidu (2018) reported on the effect of marketing strategy on customer
satisfaction of Global System for Mobile (GSM) communication in Adamawa State,
Nigeria. They specifically looked at innovative marketing strategy and market
dominant strategy. They adopted survey research design. The data gathered were
analysed using inferential statistics (multiple regression). Their finding revealed a
significant effect of innovative marketing strategy and market dominant strategy on
customer satisfaction. They concluded that GSM providers in Adamawa State should
improve on their innovation process in order to better their market offerings through
advancement in technology and investing in research and development and to
enable customers to access their products easily in terms of office location, customer
care services and quick response to network upgrade in order to have a competitive
dominance. They recommended that GSM providers in Adamawa State should improve
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on their innovation process in order to better their market offerings through advancement
in technology and investing in research and development.

Spiro and Weitz (1990) are the first to examine determinants of ASB by using
data collected from 288 salespersons from a major medical diagnostic equipment and
supply company. They identify self-monitoring, androgyny, empathy, openers, intrinsic
motivation, locus of control and experience as a variable to affect ASB. Although, their
findings revealed that only intrinsic motivation and empathy were significantly
correlated, expected correlations with the rest of the variables were absent or week. Also
Jaramillo et al. (2007) showed that adaptive selling is positively influenced by intrinsic
motivation. More recently Romén and Iacobucci (2009) were showed the existence of
significant relationship between intrinsic motivation and ASB from their study by using
data from a total 210 salespersons and customers.

Ali Kara et al, 2013), “Role of adaptive selling and customer orientation on
salesperson performance: Evidence from two distinct markets of Europe and Asia
(Erdener Kaynaket al, 2016); “Does customer orientation impact objective sales
performance— Insights from a longitudinal model in direct selling” (Fernando & Grisaffe,
2013). As a result, the author come up a model with positive impact from Customer
Orientation on Adaptive Selling Behavior and Salesperson Performance as the first part
of conceptual model.

Consequently, there is a preference for cheap, cost-effective marketing strategies
(Dolega, et al., 2021). Nigeria manufacturing SMEs frequently use some strategies to
still keep their business afloat but most if these strategies does not sustain the business,
leading to their ends Together with this, a “personalized service to customers and
relationship marketing are preferred. Based on the empirical review, it can be ascertain
that SMEs experience challenges with regards to inadequate management skills, poor
access to funding and sub-standard marketing strategies being implemented (Madzimure
& Tau, 2021; Makhitha, & Soke, 2021).

Based on marketing strategies the gap exist in a way that showcases inefficiencies
on the application of strategies by these businesses. The previous studies delve into the
holistic approach by big firm, this in turn has a knock-on effect on the choice and
effectiveness of marketing strategies used by local manufacturing SMEs. Additionally,
“other” marketing strategies used by the participants include billboard and other means
of promotions, which does not stand the reality of our business environment. This study
also found that there are conceptual gap based on the study and methodological gap to
established the relationship among the variables. Based on the established gaps the study
investigates dynamic approach of product and pricing marketing strategies on
entrepreneurial survival among manufacturing smes in Jos North LGA of Plateau state:
role of adaptive selling behavior.

3. METHODOLOGY
3.1 Research Design

This study adopted a cross-sectional survey. Welman and Kruger (2021) defined
population as the objects, which may be individuals, organizations, human products and
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events, or the conditions to which they are exposed The target population consists of
6,408 manufacturing SMEs in Plateau State (PLASMIDA, 2023). This study adopted
organisational unit of analysis. Identifying the research unit of analysis is one of the most
important part of the research process (Henriques & Beckman, 2022; Kumar, 2018).
Simple random sampling is a probability sampling approach that allows researcher to
choose respondents for the study at random with no bias. Simple random sampling is
advantageous and supporting for quantitative research.

The sample size for this study is 376. The sample size was determined using Taro
Yamane (1967) formula for populations that are known and finite will be used. The study
adopted primary data sources. This study will use properly structured questionnaire
questions to gather useful data for the survey. The questionnaire consists of four sections.
Section A collects data on the demographic information of respondents Section B will
collect data related to the independent variables selected in four parts (part 1- part 4) for
the study. Section C will be for mediating variable. While section D used for dependent
variable. Meanwhile, the study adapted questionnaire from the study Cote (2021), to
measure dimensions of marketing strategies (Product, price, promotion and place). For
Adaptive selling behaviour the items will be adapted from the study done by Chakrabarty,
Brown and Widing (2013), While the study will adapt measuring items from Ogbu and
Ugwu (2023), to measure entrepreneurial survival of SMEs.

3.1.2 Validity and Reliability of Instruments

To ensure the validity and reliability of the questionnaire, a pilot study conducted
with a small group of participants before the main data collection phase. Feedback from
the pilot study was used to refine the questionnaire and improve its validity. Based on
reliability, the final version of the questionnaire will be administered to a larger sample
of participants. Internal consistency measures, such as Cronbach's alpha, will be
calculated to assess the reliability of the scales. Items with low reliability will be further
reviewed and revised if necessary.

3.1.3 Method of Data Analysis
The obtained data from the administered structured questionnaire was analysed
using the data analysis simple linear regression.

4.1 Result
4.1.1 DATA PRESENTATION

Preliminary analysis is conducted after coding and entering the data into the data
file. The procedures involved in this analysis comprise scrutinizing the data file with the
aim of exploring the nature of the variables prior to the main hypothesis testing (Pallant,
2011). Specifically, these procedures involve describing the data through mean and
standard deviation and checking the distribution of scores on the constructs that are
continuous in nature through normality and outliers etc. Hence, the preliminary analysis
in this study was conducted using SPSS version 27 software as presented in the following
sub-sections.

Out of the three hundred and seventy-six (376) copies of the study
questionnaires distributed, three hundred and sixty-two (362) were finally retrieved
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from the respondent. The retrieved questionnaires represent 94.2% of the total
questionnaires distributed. This response rate represents a significant high response rate
in a survey research. Additionally, in the process of data screening all the questionnaire
were used, there were no encounter with not properly filled questionnaire due to the
contribution of research assistant trained in guiding the respondents.

4.1.2 Response Rate

A total number of 384 questionnaires was distributed to the target population but
only 362 questionnaires were returned. This represents a response rate of 94.2% which
was satisfactory to draw conclusions from the study. As Babbie (2013) puts it, a response
rate of above 70% is deemed to be very good for analysis.

Table 1: Questionnaire distribution and response rate

Questionnaire Frequency Percentage (%)
Questionnaire 384 100

distributed

Original Sample size 384 100
Unreturned/not 22 5.7

responded

Returned questionnaire 362 94.2

Usable 362 94.2

Researcher, 2024

4.1.3  Profile of The Respondents
A total of 362 respondents were the target population for this analysis. The
population consists of Plateau state registered entrepreneurs.

4.1.4 Demographic Distribution of Respondents
The respondents were distributed according to the following demographic criteria

as shown on questionnaires were distributed as shown in table 2

Table 2: Demographic Distribution of Respondents

Distribution of Frequency Percentage
Respondents (%)
Gender

Male 173 47.7
Female 189 52.3
Total 362 100
Marital status

Single 195 53.8
Married 131 36.1
Divorced 23 6.3
Widowed 13 3.8

Total 362 100
Qualification of staff

SSCE 113 31.2
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Bachelor’s 103 28.4
degree/HND

Master’s Degree 43 11.8
PhD 10 2.7
Others 93 25.9
Total 362 100.0
How long have you been in working in the firm

0-2years 113 31.2
3-4years 101 27.9
Above Syears 148 40.8
Total 362 100

Source: Field Survey, 2024

Table 3: Hypotheses Results

Hypothesis ~ Relationship ~ Std. Std. Error  t-value p-value  Decision
Beta
H1 PDS - ES 0.086 0.003 3.661 0.001 accept a decision
H2 PRS - ES 0.454 0.022 5.679 0.000 accept a decision
H3 PDS - ASB 0.213 0.014 1.406 0.002 accept a decision
H4 PRS- ASB  0.099 0.002 1.445 0.001 accept a decision
H5 MS - ASB— 0.013 0.009 0.225 0.822 Fail to accept
ES

Note: ASB = adaptive selling behaviour, ES= entrepreneurial survival, PRS=Price
strategy, PDS = product strategy.

As indicated in Table 3, which found that there is a significant relationship between
product strategy and entrepreneurial survival. This direct relationship demonstrated the
values as stated

(B=0.085,t=3.661, and p < 0.001. Hence, H1 was not supported. This indicated that
product strategy have positive and significant effect on entrepreneurial survival. Given
that the p-value 0.001 is less than the significance level of 0.05 as shown in Table 3. The
study fail to accept the null hypothesis and accept the alternative hypothesis which states
that there is a significant effect of product strategy on entrepreneurial survival.

Based on the finding of H2, which states that there is no significant effect between price
strategy on entrepreneurial survival. Table 3 found that price strategy is significantly
related to entrepreneurial survival (B = 0.454, t = 5.679, p < 0.000). This indicated that
price strategy has a positive and significant effect on entrepreneurial survival. Meaning
that price strategy has an effect on entrepreneurial survival. Given that the p-value 0.000
is less than the significance level of 0.05 as shown in Table 3. The study fail to accept
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the null hypothesis and accept the alternative hypothesis which states that there is a
significant effect between price strategy and entrepreneurial survival.

Based on the finding of H3, which states that there is no significant effect between
product strategy on adaptive selling behaviour. Table 3 found that product strategy is
significantly related to adaptive selling behaviour ( = 0.213, t = 1.406, p < 0.002). This
indicated that product strategy has a positive and significant effect on adaptive selling
behaviour. Meaning that product strategy has a significant effect on adaptive selling
behaviour. Given that the p-value 0.002 is less than the significance level of 0.05 as
shown in Table 3. The study fail to accept the null hypothesis and accept the alternative
hypothesis which states that there is a significant effect between place strategy and
adaptive selling behaviour.

Based on the finding of H4, which states that there is no significant effect between price
strategy on adaptive selling behaviour. Table 3 found that price strategy is significantly
related to adaptive selling behaviour (B =0.213, t = 1.445, p <0.001). This indicated that
price strategy has a positive and significant effect on adaptive selling behaviour. Meaning
that price strategy has a significant effect on adaptive selling behaviour. Given that the
p-value 0.001 is less than the significance level of 0.05 as shown in Table 3. The study
fail to accept the null hypothesis and accept the alternative hypothesis which states that
there is a significant effect between price strategy and adaptive selling behaviour.

4.1.5. Indirect Relationship
4.1.6  Mediation analysis

Based on the mediating effect which was based on one tail-tests at +£1.645 level
significance as postulated in the hypotheses, Ho showed that relationships were indeed in
the expected direction. However, p-value also revealed the entire mediating hypothesis
(Hs) was supplied in the path coefficient of mediating effect of the variable as displayed
in table 4.
Table 4 Results of the Mediating Effect Model

Std. Std. p- Decision
Relationship  Beta Error t-value value
ASB x MS > 2140 accept a
ES 0.630 0.089 ] 0.032 decision

SmartPLS-SEM Version 4.0

Based on the finding of H9, which states that adaptive selling behaviour does not mediate
in the relationship between marketing strategies and entrepreneurial survival among
manufacturing SMEs in Jos South LGA of Plateau State. Table 4 found that adaptive
selling behavior has a mediating effect in the relationship between marketing strategies
and entrepreneurial survival (B =0.630, t=2.140, p <0.032). This indicated that adaptive
selling behavior has a positive mediating effect. Meaning that adaptive selling behavior
has a mediating effect. Given that the p-value 0.032 is greater than the significance level
0f 0.05 as shown in Table 4.
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4.1.7 Discussion of Findings

Based on H1, which established that there is no significant relationship between
product strategy and entrepreneurial survival among manufacturing SMEs in Jos South
LGA of Plateau State. The results suggest that product strategy is a good predictor of s
entrepreneurial survival among manufacturing SMEs in Jos South LGA of Plateau State.
This result was consistent with findings of Bukar and Umar (2021), which indicate that
that all the variables examined in the study were significantly correlated with SMEs
performance. Corroborated in the study conducted by Bako and Olapade (2020), that the
sales volume of the Small and Medium Scale Enterprises had considerably reduced due
to the lockdown policy implemented by the government.

Based on the result on H2, the study revealed that there is a significant relationship
between price strategy and entrepreneurial survival among manufacturing SMEs in Jos
South LGA of Plateau State. This study emphasizes that price strategy play a vital role
in enhancing entrepreneurial survival through business network ties, which will in turn
transform to survival. The result was inline with the study conducted by Hanmaikyur
(2019), which indicates that market segmentation through product pricing has significant
and positive effect on business survival.

Based on H3, the findings revealed that there is significant effect between product
strategy and adaptive selling behaviour. The Study found that product strategy predict
adaptive selling behaviour. The findings was inline with the study of Ali Kara et al,
(2013), Adaptive selling behavior is the ability of the salesperson to use different sales
approaches according to the sales situation faced and the type of customer.

Based on H4, the findings revealed that there is significant effect between price
strategy and adaptive selling behaviour. The Study found that price strategy can be seen
as a good predictor of adaptive selling behaviour. The findings corroborate the findings
of Yang et al., (2014), Value-based pricing is a pricing practice where managers make
decisions based on the perception of benefits from the item being offered to the customer
and how these benefits are perceived and weighted by the customers in relation to the
price they pay.

Based on HS, the findings of the study revealed that adaptive selling behaviour
mediate the relationship between marketing strategies and entrepreneurial survival,
meaning that for every increase in adaptive selling behaviour, there is a corresponding
increase in marketing strategies and entrepreneurial survival. This result is consistent
with findings of Jatau & Saidu (2018). Adaptive selling behaviour is mother to selling
approach, supported by strong mainstream capabilities in quality, efficiency, speed and
flexibility and in relationship to marketing strategies and entrepreneurial survival that is
been practice by business owners.

5.0 CONCLUSION AND RECOMMENDATIONS

5.2 Conclusion

In this study, empirical analysis was conducted to determine dimensions of marketing
strategies and entrepreneurial survival with adaptive selling behaviour as the mediating
variable. Based on the findings of the research conclusion are drawn with specific
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reference to change which is inevitable and it is not all changes that affects an
organisation positive but rather a leap for organisation to capitalise on it for growth if
managed and handled appropriately. The study conclude that marketing is fundamental
to the success of SMEs; this is because marketing expresses the proposed value for
customers convincingly leading to improved market share and profitability. Thus, it is
important for SMEs to adopt effective marketing strategies to enhance customer‘s
satisfaction, superior market share and profitability. Effective marketing strategies
can capture the creation of unique value that appeals to the customers to make more
patronage and drift from other competitors.

Based on adaptive selling behaviour, the study conclude that Adaptive selling is also
known as a sales technique which salespersons employ motivations to boost sales
performance. The level of adaptability of the sales force requires a highly skilled and
trained workforce who can interpret sales situations and then adopt and sales tactics for
the needs of its consumers, which includes planning specific sales strategies for different
consumers, which enhances entrepreneurial survival.

5.3 Recommendation

The following recommendations are made based on the findings of this study:

i.  Business owners should implement relevant product strategy, since it will enhance
business survival among entrepreneurs.

ii. Business owners should address issues related to pricing strategy, since it aid the
boosting of the patronages and increases chances of survival

iii. Business owners should improve product feasibility since it enhances adaptive
selling behaviour of the sales persons.

iv. Business owners should adopt appropriate pricing strategy inline with personnel and
enhances adaptive selling behaviour of the business.

v. Business owners should find a way to adjust the approach of adaptive selling
behaviour since it will improve marketing strategies and improve entrepreneurial
survival.

vi. Business owners ought to find out the appropriate marketing strategy that will
enhance business opportunities since the aggregate application cannot break even
with the business survival.
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APPENDIX
EXTRACT OF BILL OF QUANTITIES (BOQ)
S/N | Description Qty | Unit | Rate Amount
(Naira) (Naira)
E CONCRETE WORKS
Substructure (Provisional)
Insitu_Concrete Construction
Generally
a. Plain concrete (1:4:8 — 20mm | 6 m3 | 31,162.58 | 186,975.48
aggregate) blinding.
b. | Ditto; (1:3:6 — 38mm aggregate) | 68 m3 | 35,682.48 | 2,426,408.64
foundation footing.
c. Ditto; floor slab 309 | m3 | 35,682.48 | 11,025,886.32
d. Ditto; steps 14 m3 | 35,682.48 | 499,554.72
e. Ditto; ramp 3 m3 | 35,682.48 | 107,047.44
f. Reinforced concrete (1:2:4 —| 35 m3 | 44,076.61 | 1,542,681.35
20mm aggregate) in column
bases; well packed around
reinforcement in formwork (both
measured separately) and poured
on against earth.
g. Ditto; columns 10 m3 | 44,076.61 | 440,766.10
Formwork for Insitu Concrete
Rectangular shaped left in sawn
formwork to: (2nr Uses)
h. | Vertical sides of columns 92 m2 | 5,120.30 | 471,067.60
B Ditto; ramp 2 m2 | 5,120.30 10,240.60
k. | Column bases not exceeding | 137 | m 1,690.12 | 231,546.44
250mm high
m. | Ditto; edges of floor bed 230 | m 1,690.12 | 388,727.60
n. Ditto; steps 183 | m 1,690.12 309,291.96
p- Ditto; ramp 3 m 1,690.12 5,070.36
Reinforcement  for _ Insitu
Concrete
High tensile steel bars to BS
4449 and BS 4461:
q. 16mm diameter straight bars in | 3090 | kg 497.20 1,536,348.00
column bases (nominal length
12.00m).
r. Ditto; columns. 1718 | kg 497.20 854,189.60
t. Ditto; 8mm links in columns. 317 | kg 561.98 178,147.66
To Collection (CONCRETE 20,213,949.87
WORKS) - Page E1
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