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 This paper on customer satisfaction showcases to business and non-business 
organizations in Nigeria and the world over that their existence depends on the 
continuous patronage of their customers. In the course of the study, we 
examined the marketing concept, the marketing environment, customers and 
their buying behaviour, organizational markets and buyer behaviour. Two case 
studies couched essentially on narrations by representatives of the two sampled 
organizations were used. From the case studies, it was found that the two 
organizations failed for non-compliance with the philosophy of the marketing 
concept. We concluded by appealing to all business and non-business 
organizations to respect the supreme position occupied by customers in order to 
guarantee their continuous existence. 
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INTRODUCTION 
 
In any organized society, institutions exist to serve the 
needs of people in that society. Institutions whose 
primary goal is profit are generally known as business 
enterprises. There are also non-for-profit enterprises. A 
business enterprise is a decision-making unit concerned 
with serving certain needs through the production and 
distribution of goods and rendering services at a profit for 
the business owners (Inegbenebor and Osaze, 1999). 
Goods and services produced by business organizations 
must be tailored to meet the needs and satisfaction of 
customers and potential customers. This is where 
marketing comes handy in the production process. Kotler 
(1999: 250) in his appreciation of marketing indicates 
that: “Marketing is the business function that identifies 
unfulfilled needs and wants, defines and measures their 
magnitude, determines which target markets the 
organization can best serve, decides on appropriate 
products, services, and programmes to serve these 
markets, and calls upon everyone in the organization to 
think and serve the customers”. 
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From the above, it is crystal clear that the success of 
the business organizations depends on how best they are 
able to serve their customers. In the words of Daridow 
and Uttal (1996: 92) “Too many wonderful laboratory 
products are greeted with yawns or laughs, the job of 
marketers is to think customer and to guide companies 
and non-profit organizations into developing offers that 
are meaningful and attractive to target customers”.  

The dire need for business and non-business 
organizations in Nigeria and elsewhere to “think 
customers” constitute the objective of this paper. Many 
business and non-business organizations have either 
closed down on are at the verge of doing so because of 
failure of business managers and owners to put 
customers first. As discussed in the two case studies in 
this paper, we see a practical situation where a business 
owner unwittingly relegates to the background the needs 
of his customers and instead indulges in activities that 
are not relevant to customers’ satisfaction. He paid dearly 
for his gross business misdemeanor. The business folded 
up.  

The two case studies juxtaposed in this paper aptly fits 
into the study as the first represents the business 
organizations while the second represents the non-business 
organizations. 



 

 

 
 
 
 
Marketing Concept Explained 
 

According to kotler (1999), “the marketing concept holds 
that the key to achieving organizational goals consists in 
determining the needs and wants of target markets and 
delivering the desired satisfactions  more  effectively  and 
efficiently than competitors”. Furthermore, the marketing 
concept has been expressed in many colourful ways 
namely, find wants and fill them; make what will sell 
instead of trying to sell what you can make; love the 
customer and not the product, have it your way; 
customers are the boss, try to do all in our power to pack 
the customer’s money full of value, quality and 
satisfaction (Penny, 1999).  

The marketing concept rests on four main pillars, 
namely, a market focus, customer orientation, co-
ordinated marketing, and profitability (McCarthy and 
Michael, 2000). The marketing concept takes an outside-
in perspective. It starts with a well-defined market, 
focuses on customer needs, coordinates all the activities 
that will affect customers, and produces profits through 
creating customer satisfaction. In essence, the concept is 
a market focused, customer-oriented, coordinated 
marketing effort aimed at generating customer satis-
faction as the key to satisfying organizational goals. No 
company can operate in every market and satisfy every 
need, nor can it even do a good job within one broad 
market. Companies do best when they define the 
boundaries of their markets carefully and prepare a 
tailored-made marketing programme for each target 
market.  

Customer oriented thinking requires the company to 
carefully define customer needs from the customer point 
of view, not from its own point of view. Every product 
involves trade-offs, and management cannot know what 
these are without talking to and researching customers. 
For example, a car buyer would like a high performance 
car that never breaks down, one that is safe, attractively 
styled, and cheap. Since all of these values cannot be 
combined in one car, the car designers must make hard 
choice not on what pleases them but rather on what 
customers prefer or expect. The aim, after all, is to make 
a sale through meeting the customers’ needs.  

It is supremely important to satisfy the customer, 
because a company’s sales come from two groups 
namely; new customers and repeat customers. It is 
always more costly to attract new customers than to 
retain current customers. Therefore customer retention is 
more critical than customer attraction, and the key to 
customer retention is customer satisfaction (Kotler, 
1999). 
 

 

Periscoping the marketing environment  
 

Excellent business organizations should take an outside- 
inside view of  their  business.  They  should  monitor  the  
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changing environment and continuously adapt their 
businesses to their best opportunities. They must use 
marketing intelligence and marketing research to track 
the changing environment. By early warning signals, 
marketers will be able to review marketing strategies in 
time to meet new challenges and opportunities in the 
environment.  

A large number of forces shape the marketing 
environment. The direct environment of a market includes 
customers, the company and the competitors. The 
external marketing environment is broader and includes 
four major areas viz:- Economic environment, 
Technological environment, Political and legal 
environment, cultural and social environment. The 
competitive environment affects the number and types of 
competitors the marketing managers must face and how 
they may behave. Although marketing managers usually 
cannot control these factors, they can choose strategies 
that avoid head-on competition. And, where competition 
is inevitable, they can plan for it. 

The best way for a marketing manager to avoid head-
on competition is to find new or better ways to satisfy 
customers’ needs and provide value. The search for a 
breakthrough opportunity or some sort of competitive 
advantage requires an understanding not only of 
customers but also of competitors. That is why marketing 
managers turn to competitor analysis – an organized 
approach for evaluating the strengths and weakness of 
current or potential competitors’ marketing strategies 
(Williams et al., 1992).  

The basic approach to competitor analysis is simple. 
You compare the strengths and weaknesses of your 
current (or planned) target market and marketing mix with 
what competitors are currently doing or are likely to do in 
response to your strategy (McDaniel, 1999).  

The economic environment can and does change quite 
rapidly. The effects of such changes can be far-reaching 
and require changes in marketing strategy. Even a well-
planned marketing strategy may fail if a country or region 
goes through a rapid business decline. As customers’ 
incomes drop, they must shift their spending pattern, they 
may simply do without some products. In recent times 
this happened across Asia and many businesses 
collapsed. Imagine how your life would change if you 
suddenly had half as much money. Changes in the 
economy are often accompanied by changes in the 
interest rate – the charge for borrowing money. Interest 
rates directly affect the total price consumers must pay 
for products. This is an especially important factor in 
business markets, it affects consumer goods and also in 
the other purchases of goods such as, cars and other 
items usually bought on credit.  

Technology is the application of science to convert an 
economy’s resources to output. Technology affects 
marketing in two basic ways namely: with new products 
and  with  new  processes  (ways  of  doing   things).   For  
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example, advances in electronics communication make it 
possible for people in different parts of the world to com-
municate face-to-face with satellite video-conferencing 
and to transmit complex design drawings by fax or over 
the internet. Computers allow more sophisticated 
planning and control. These processes are accompanied 
by an exciting explosion on high-tech products from 
robots in factories to skin patches that dispense 
medicines to fantastically engineered tomatoes that taste 
great all year-round (McCarthy and Michael, 2000).  

The attitudes and reactions of people, social critics, and 
governments all affect the political environment. 
Consumers in the same country usually share a common 
political environment, but the political environment can 
also have dramatic effect on opportunities at a local or 
international level. Changes in the political environment 
often lead to changes in the legal environment and in the 
way existing laws are enforced. The legal environment 
sets the basic rules for how a business can operate in 
society.  

The cultural and social environment affects how and 
why people live and behave as they do which affect 
customer buying behaviour and eventually the economic, 
political and legal environment. Many variables make up 
the culture and social environment. Some examples are 
the languages people speak, the type of education they 
have, their religious beliefs, what type of food they eat, 
the style of clothing and housing they have and how they 
view marriage and family. Demographic data and trends 
tell us a lot about a society and its culture. Understanding 
the demographic dimensions is also important for 
marketing strategy planning, so it is useful to look at 
some key demographic patterns. 
 
 
Consumers and their buying behaviour 
 
Specific consumer behaviour varies a great deal for 
different products and from one target market to the next. 
In today’s global markets, the variations are countless. 
That makes it impractical to try to catalog all the detailed 
possibilities for every different market situation. But there 
are general behavioural principles and frameworks that 
marketing managers can apply to learn more about their 
specific target markets (McCarthy and Michael, 2010).  

Markets are made up of people with money to spend. 
Consumer budget studies show that most consumers 
spend their incomes on such necessitates as food, rent 
or house payments, car and home furnishing payments 
and insurance. A family’s purchase of luxuries comes 
from discretionary income that is, what is left of income 
after paying taxes and paying for necessities. 
Discretionary income is an elusive concept because the 
definition of necessitates varies from family to family and 
over time. It depends on what they think is necessary for 
their lifestyle.  A  colour  TV  might  be  purchased  out  of 

 
 
 
 
discretionary income by a lower income family but be 
considered a necessity by a higher income family.  

Many behaviour dimensions influence consumers. Let 
us try to combine these dimensions into a model of how 
consumers make decisions. Figure 1 shows that 
psychological variables, social influences and the 
purchase situation all affect a person’s buying behaviour. 
The diagram (Figure 1) explains how a combination of 
psychological variables, social influences and purchase 
situation affects consumer buying behaviour.  
 
 
The organizational markets and buyer behaviour 
 
Webster and Wind (1972) define organizational buying as 
the decision-making process by which formal 
organizations establish the need to purchase products 
and services, and identify, evaluate, and choose among 
alternative brands and suppliers. No two companies buy 
in the same way, yet the seller hopes to identify enough 
uniformities in organizational buying behaviour to improve 
the task of marketing strategy planning. Business 
organizations not only sell, they also buy vast quantities 
of raw materials, parts, installations, accessories, 
equipments, supplies, and business services. Companies 
that sell steel, computers, and other goods need to 
understand the business buyers’ needs, resources, 
policies, and buying procedures. They must take into 
account several considerations not normally found in 
consumer marketing (Kotler, 2011).  

The industrial market (also called the producer or 
business market) consists of all the individuals and 
organizations that acquire capital goods and services that 
enter further processes for other goods or services that 
are sold, rented or supplied to others. The industrial 
market is characterized by fewer buyers, close supplier-
customer relationship, geographical concentrated buyers, 
derived demand, inelastic demand, fluctuating demand, 
professional purchasing and several buying influences. 
The industrial buyers faces many decisions in making a 
purchase. The number of decisions depends on the type 
of buying situation. Robinson et al. (1999) distinguished 
three types of buying situations which they call buy 
classes viz, straight rebuy, modified rubuy and new task. 
The straight rebuy describes a buying situation where the 
purchasing department reorders on a routine basis (for 
example, office supplies, bulk chemicals). The buyer 
chooses from suppliers on its approved list, giving weight 
to its past buying satisfaction with the various suppliers. 
The modified rebuy describes a situation where the buyer 
wants to modify specifications, prices, delivery 
requirements or other terms. The new task faces a 
purchaser buying a product or service for the first time.  

Purchasing agents are more influential in straight rebuy 
and modified rebuy situation whereas other organi-
zational  members  are   more   influential   in   new   task
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Marketing mixes  Another stimulus  

Psychological variables 

 

 

Motivation  

Perception  

Learning  

Attitude 

Personality/lifestyle 

Social influences  

 

 

Family  

Social class 

Reference groups 

Group 

culture 

Purchase situation  

 

 

Purchase reason 

Time 

Surrounding  

Problem solving process 

Person does or does not purchase (response)  
 

Figure 1. The psychological variables, social influences and the purchase situation of customers’ 
buying behavior.  
Source: McCarthy and Michael (2010): Essentials of Marketing, Boston: McGraw Hill Higher 
Education, Page 110. 

 
 
 
situations. Webster and Wind (1972) call the decision-
making unit of a buying organization the buying centre 
and define it as all those individuals and groups who 
participate in the purchasing decision-making process, 
who share some common goals and the risks arising 
from the decisions. The buying centres are those 
individuals and groups who participate in the purchasing 
decision-making process, who share some common 
goals and the risk arising from the decisions. A buying 
centre includes all members of the organization who play 
any of the six roles in the purchase decision process viz: 
users, influencers, deciders, approvers, buyers and gate  
keepers. 
 
 
METHODOLOGY 
 
We have two case studies. The first is on a failed 
publishing outfit while the second is on a Pentecostal 

Church Pastor who suffered unprecedented loss of 
membership. Both organizations are located in Benin 
City, Edo State, Nigeria. The publishing company 
represents all typical business organizations while the 
church represents the typical non-profit and service 
organizations. This is deliberate to enable us generalize 
and discuss the issue succinctly. The two case studies 
are real but we will use pseudo names for confidentiality. 
The two cases were derived through personal interview 
by the researchers with some members of the two 
organizations. Below are the cases. 
 
 
Case 1: Ebenezer Publishing Company Limited 
located in Benin City, Edo State, Nigeria 
 
This company was duly registered by the Corporate 
Affairs Commission (CAC) to do publishing of books, 
sales and distribution of stationeries. In the late 80s when 
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the business started, the managing director had just his 
wife and another office assistance (a lady) as his staff. At 
this point in time, he was getting permission from 
overseas authors to reproduce their books (On royalty 
basis) and to make sales of them within Nigeria. Because 
of the good quality of the books, he had no problem 
disposing them. Before long the business grew, money 
started coming in and local authors and publishers 
started patronizing him to take advantage of his good 
printing work.  

Furthermore, he increased the staff and equipments 
and indeed, the outfit became a force to be reckoned 
with. The business was doing well as these numerous 
authors and publishers got their jobs done on schedule. 
Overtime, the managing director and his numerous 
customers developed good relationship and trust to the 
extent that they could deposit reasonable sums of money 
with him up-front before the execution of the job order. 
This scenario continued into the early 90s. Gradually, 
Ebenezer Publishing Company Limited started disappoin-
ting his customers by not meeting deadlines. The major 
reason for these disappointments as the researchers 
gathered from the interview was that the managing 
director instead of using customers’ money to procure all 
the requisite raw materials for job execution diverted such 
money into personal and family uses.  

Essentially, the raw materials included newsprints 
papers, bond papers, assorted printing inks, plates, film 
rolls among others. All these basic materials ought to be 
available at all times for effective and timely execution of 
customers’ job orders. At the commencement of the 
problem, delay in job delivery was minimal (between two 
and three weeks).  

Some of the customers who came from far places 
expressed their feelings of disappointment about the 
negative change of events in the business to the 
managing director who would express hope many times 
that things would change for the better. At a time while 
printing inks may be available other raw materials may 
not be. At the initial stage, customers accepted 
explanations from the managing director and his staff, but 
as the problems persisted they refused to. There were 
expressions of anger and bitterness, this later 
degenerated into insults and even threats on the life of 
the managing director and his staff. At one instance, the 
managing director was arrested for protracted default in 
executing customer’s job order.  

When released from detention, he started avoiding the 
office, instructing staff members on what to tell customers 
when they come. What started like a child’s play 
degenerated into a lender-borrower relationship, as 
virtually all his customers who deposited money were 
now asking for same as their jobs were not executed. 
There was tremendous loss of customers and potential 
customers. This resulted in the eventual closure of the 
business in 1995. 

 
 
 
 
Case 2: Pentecostal Church in Benin City 
 
The pastor (Charles Idele) who had been in this particular 
branch of XYZ Pentecostal Church was redeployed by 
the General Overseer whose duty it was to do so. And 
another pastor, Paul Ekiadolor, was posted to this 
particular branch under review. Essentially, it was the 
pastor’s duty to care for both the spiritual and physical 
needs of the members of the church. On the spiritual 
aspect, this could be done through preaching and 
teaching of the word of God coupled with prayers and 
counseling. On the physical aspect, he is to source 
money from the well-to-do members of his church to 
meet the basic needs of the less privileged members, 
such as helping to pay rent (occasionally), facilitating the 
setting up of small scale businesses, showing genuine 
concern for his members’ need among others.  

Charles Idele who has been in this church before the 
posting of Paul Ekiadolor was very good at taking care of 
members spiritually and physically. The whole 
membership of the church liked it. They did not only 
remain as members, but encouraged other people from 
far and near to become members of this branch. Upon 
the resumption of Paul Ekiadolor, the entire members 
who were used to a trend initially thought that things 
would remain as it had been. The Pastor would come to 
church during meeting days, preach and teach the word 
of God to the people. This continued overtime, when 
there is any church development to be executed; the 
pastor would mobilize the people and get it done. Initially, 
some of the vocal members started explaining things to 
the pastor on what the members of the church are used 
to. They even went to the extent of hitting the nail on the 
head of the matter that his predecessors assisted in 
solving the physical and immediate problems of the 
people. Instead of the pastor seeking more clearance and 
explanation, he simply waved off the matter, couching it 
as spiritual irresponsibility tantamount to conspiracy to 
usurp his authority. For sometime the members tried to 
adjust, but not too long, they soon discovered that the 
more they tried, the more they become neck-deep in their 
inability to cope with challenging situations.  

When the members could not cope any longer, some 
members went to report to the general overseer on the 
prevailing situation in this branch. Gradually, some 
members stopped coming to meetings and before long, 
many more stopped and prospective members could not 
join as they got wind of what was happening in this 
branch. 
 
 
DISCUSSION 
 
What do these case studies suggest about supremacy of 
customers to organizational success and survival in 
Nigeria  and  elsewhere?  According  to  Agbonifoh  et  al. 



 

 

 
 
 
 
(2004: 36) the marketing concept: 
“Is a marketing management philosophy which sees the 
customers or clients as the central focus of all the 
activities of an organization because no organization can 
survive without the continued patronage of its customers; 
that this philosophy regards a genuine concern for 
consumer welfare and adequate fulfillment of his needs 
(consumer satisfaction) as the most dependable parts to 
the realization of an organization’s short and long term 
goals”.  

In Perreault and Jerome (2000: 29), “marketing concept 
means that an organization concentrates all its efforts at 
satisfying its customers at a profit”. From the first case 
study, we found that the publishing business was doing 
well when the company was satisfying its’ customers by 
meeting deadlines and coming out with quality jobs for 
them. The outcome was great and beneficial–the 
customers were happy and satisfied and at the same 
time there was remarkable growth in the business. But, 
when the company shifted emphasis on the tenets of the 
marketing concept disaster struck and the business failed 
ultimately.  

Again, as can be gleaned from the second case study, 
when members’ needs were attended to by the leaders of 
the church, the outcome was good and satisfactory. They 
were not only happy, they remained in the church and 
also ensured that new members were added to the 
church, but a deviation from the theoretical framework of 
marketing concept changed the positive tide to a bad 
situation. 
 
 
Conclusion 
 
This paper examined the all-important roles of customers 
to the success of business organizations. In the study, we 
examined the meaning of marketing concept, the 
marketing environment, consumers and their buying 
behaviour and organizational markets and buyer beha-
viour. Two case studies namely: Ebenezer Publishing 
Company Limited and a Pentecostal Church both located 
in Benin City were also examined. It was found that the 
two organizations failed for neglecting to meet the needs 
of their customers. Therefore, we suggest that business 
owners should accord due recognition to their customers 
by meeting their orders as at when due. 
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