
i'
lr:
€:

n;
1;
.:

,i:
{i
t
j
,..
l,
i,

I'lte Entrepren"u, I g7

E NTR,E P I{EUHSE{XP }€ARKE EENG
PH,AC?ECES AIqS F{ATft, SATSNS'
PATR,CI'{AGE gIq E{3&TAHA STAEtr: A
SLTRVEY *F SEtECEtril ETAIR,

SALCNS TI*{ ELCH,EI{ ]\{trTRCF*LTS

This study examined the effects of Entrepreneurship Marketing (EM) on the
patronage of the Hair Salons Enterprises in Kwara State, Nigeria.
Monitoring customer patronage in dny MSE is important as a result of high
level of competition within the industry. Patronage was the dependent
variable while the independent variable was entrepreneurial marketing. The
main ohjective of this study was tb examine the.level of entrepreneurial
marketing amorlg the Hair Salon owners in llorin Metropolis. The study
established how the Hair Salons' owners are marketing their Hair Salons
and the effects of EM on the customer patronage of the selected Hair Salons
vrithin Ilorin Metropolis. The population of stBdy is the Hair saion
entrepreneurs and their ciients. Simple randc:.n sa"mpling method was used

as the rnethod of daia coliection. The Hair Salons owners and their
custorners were interviewed in order to achieve the aim of this study. A totai
of 30 Hair SaJons and their customer"s in each Hair Salons were taken as the
sample population. This sampling method was premised on the study o f
Nlwangr and tswisa (2013) Descriptive research design was- also afoni.ed,

Data was collected using interview method in order to obtain detailed
information which questionnaire cannot provide. Structured questions were

also used to guide thc interviewer. A pilot study was also done to test the

t#
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validityanilreliabj]i8ofthqresearchinstrument.Data.collectedwas
a*alyzed'using both'til*t'1"t*: Td oti#;t;*"tl'g* of analvsis' The

results were interpr"tJJ u'a conclusion '#;;;;;ndations 
were made on

the research frndings'

Key Words: entrepreneur' entrepreneurship marketing' customer

patronage

Introdrrction

i ent9rnrise1.,(:*T, rff" ;:lij-"i# ":il H::H:"JI

I,:ffi T8ffi ;ilr11";"#:"AJioi"=i"ruie"'i*tu"o"I*icgrowih'
as thev constitute 

'gi'z'' 
of tr'"-"o1I'p;;; hitg*ia (Federal offrce of

st,ti"ii".z'.Dr.rh"evJ.'"",;,!*y:I;i1"#"tffm1"o*1,lH1if'
i"a""*"i"g the distribution of income u 

, idooil stated
(TJzor 2004). f, "*pf'*i'i"g 

the importancg'of SMES' R:9e1

that they *rrt*"lu'.?ffi;tin; as they serve as entrepreneurial

training grounds; they provide 91e1ter "i'pfoffi""t; 
they'assist in providing

a much relative high varye add3d "rJ;#J""uos"-thuy 
are driven by

basic economic actiiiti*, irrut 
"ury 

por"ri;'ilFiv -::1T^d raw materials;

theyprovideint",*"aiateindustryservilesastheyServeasmajorsuppliers
of intermediate g#;;J;"*n"**1f i" f*s;-t"'1e'industries' SME also

serve as rnajor ""*J 
#;i{ oii"r1*lr" "r?i"q1 

products of bie industries

and provide "rno'f,"i'i;;;; 
til ua*pt#o" *dldevelopment of local skills

and iechnolory acquisition'

Despite the catalytic role of SM{s in the ""o"o*i" 
emancipation of

eountries, r"*" oi'#: ;;;;r;;;"r",r^iii"alri"g small and medium scale

business growth in Nigeria are lack of-irnancial support, poor management

and lack of strategic planning , "orropiil, 
lack of training and experience'

poor infrastructur-e, insufficient p'"f';;Jlo* a"ma'a- for product and

services. girorit'rl]''ffi#;; ffi;i"' zoli; Muki"'d"'' Ajike and Akinlabi

;.##Lffi; fria, or.rit,A.J. T];) 
-r" 

"pit" 
of the importance attached

to entrepr"*"*"rlrJii. to'trxu Nigeria orrt of recession, researches on

entrepreneurial ;#;tt*;l*i: sion businesses are I"y *d far between

.. hence, thr need il";;;;" th" *n 
"troi""trepreneurship 

marketing (EM)

on custorner put*"ui" of salon enterprises in Kwara Sfate'
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Statements af pr6blem

Nigeria is a country with nurrerous entrepreneurs as a result of the
abuadant h.uman and natural resources it possesses. The grorn*h of these
entrepreneurs in the country is important to economic growth and this has
been examined by many scholzrs because of its inabili8 to solve
unemployrnent problem. A nation's ability to generate a steady stream of
business opportunities can only com.e about when its people take to
entrepreneurial activities and good entrepreneu.r ean create a strong
economy. (okezie and Asoluk4 2013).The salon enterprises belong to sME
in Kwara state and it is charact enzed,by stiffened corapetiiion due tc a lot of
women that are gifted in hair raaking who eonduct th.eir busiaesses at home.
Marketing is one area vlhere eatrepreneurs carr acruajly define a urrique
identity for themselves.

0hjeetive ef the Stuely

The objective of this study is to examine the extert ro which entrepreneurial
marketing can significantly irll,trenee customer patronage sf, salon
ehtrepreneurs in llorin, Kwara State, Nigeria-

Hygrothesis of the Study

There is no significant relationsbip between enbepreneurial rnarketing and
customer patronage of Hair salon enirepreneurs in Ilorin, Kwara State.

Literature Review

According to Daniela (2012) entrepreneur strives to iatroduce new prnduets
zrnii proeesses, open up aew markets a:rd seeks:tew *suraes of supply which
is determined by a eomplez , ehaotie envirocEeert, ei:aracteri.zed by keqr:e:*
and sometirnes contradictory changes. Nwairugirc and Anuke*: (2014)

establish ihat entrepre:reuria: markeiing (EIv[) seem.s to thrive in a highly
fluctuating enviro::meat as experieaced in Nigeria hecause in ::rost cases

before any formal marketing planning is coneiuded, rlew coadi'iion rrou-ld

have arisen to render the plan ineffective. Calson, Crornie, ilIcGraw and
Hilts (1995) also remark that entrepreneurship marketing is effective within
fluetuating and changing environments which restriet dpporhlnities for
formal planning. A similar concept which combines marketing defrnition
with elements of entrepreneurship is given by (Kraus, Harms and Fink
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iii :rtili*i-*l'i-t ; p"u'ii:'t':';:l: i:: :li'ir"ld1

zclz):i*M.*.i,urorganrzetional function and a set of proce-sses *':'*:3:
;ffi;ff;-io|roi--J*1i.uring value to customers and for managmg

6..:sr,.omer, relatioashipl-;;- ;;3'" ir,*t u1"*at--tt'9., o'q11i71ticn '31d ' 
its

dtak'ebolders *oa *,]i i'- it'i^'ti.'.d by innovativeness' risk-taking' pro-

activeness, toa *uyl" p-tf"t*"a witr'oit"'uso*"ut **"ntly controlled' "

Daniela tKfrL}j *gt"d tha!^ lhe focus of this defrnition is not on

batrep:'enea-:-sbip silde (laentifyiog opportunities) but on' marketing side

{*eatitg, ***"'JI***""Ji;1;-tt"g "4""1 
and concludes that all those

defirritiaes ** "*rrtJ'"Ji'&s-inlss 
proeTse8' 

. . .' - --,i.: 
'.,=,,.. 

,.,t ,.': . ,,.,' '' " 't

T'necreiieal rerriew

Inaovarior theor5' .: , l

Tnnovationtheorywasdeveloped.byRogers'(1962)and,calleditdiffusionof
iriurivatisn.rtueory &fiIr.sl#*p"itt, 6gaz) sees the role of ': i1l:-t^11"1

as an eatrepr*o**i*tt * than capitalist. He stated that an entrepreneur rs

rotapa:l ,qf**:t'# *-"'S""i1 *tiUty' but, one who introduces something

in*reiy new. the -;;;;;;"" is motivared by wiilingness to find a private

commercial rirrgao*i * g.f f+,.co,ng-u"f'*"d 1*p19"e his-qupeliolity; 'tle
jo .of ereatio* * #itq ;;4riS- a""i, o" 9i*11r exercising ohe".i:,19,f,,ry.'91

I r .rr :-.'.

fr;*r' *#"u that diftu;i""i''ih" q'o""tq blrt'whicu an'innoyatiot ts

comm,nicated thro*fh^ r"rt"i"-1frr""ef o""r tita* a*o"g-pEiicipants in a

sacial syste*' nogu',?ofos"q tf'at four main el"*u;t" influgnce the' spread

of new idea; tte inno,ation itself, communication channe\, titne anda social

system- The categories of adopters are; innovatogi, '9qn:Iy'gdopters'9arly

+ajoriry, l*to *"3otitf #tTi'"'Ugg*at 
'ftt" innoo'aiigr' pqirpt bp 'Ytdetv

ffif,1;tgbgself suslqln'. ag.l,1 .'.t',,' -;'-1;i"";"'i;;1-i;r'''"'::'*:{'ir;r'vtl iJij ri i-!'{:;l''1

..:..-,.r:.:. ;:.,,: ', 1,'1.' ;,. i: Litil':.iI':l.i:'' li'-::r.;i l'ii ':i''l:';iitl't:lti'; iii'j'-,."'1':t'''L:

Shis is txea'af.the thecnes adoaied irirnarkb$luglt*qfff-that:'ii:cdneeiiied
ft *h.in*ovari**,.4:?#edlll;ttlru:1"gG*p"afitabilitv.of 'the'firmand
H;,t-Ti';-p".-** qif "creaiit'e destruclioh'i llhrough inno:uziticrthat

ehanges the very ";;;. or-uo*p"titive'advantage i1 the:,market) ra,tlli

i_r*-*"u*o"diJiculeadingtoequilibrium.,.:. 
j' :1:,,' . ":-.rr1;,,;:1' '-".1 .i- '|'r'::': '

Em*"ac*Re-qriew , .l li , ,, 
'.,.,,,...',,, ._ -,_-,..':r, :::,.,i. 

'.,r.--:.,il:,.-:.. t.t. .:,!_ . '.:i

Cir,stuaf,$.iitd"' ;p;;' m;*f"aS! 
^S^-_r*a'in'pievious 

study by various

sehokirs. Muritata, frooi*3*, Bako-( ZOfZ) irr"tlftgate impact of small and

mediu:n enterprises^in "[i;J" s"o*tf, u,,a development' A survey method

i;

:!'..



il'ix;.use6*O:,gather:daba&om200 SME/entrepreneurial officers and maapgssgfrom frve selected local government in Ni*.:r3 
"r*.t-;t* I{orth, yex.a

S_o3ttr, Sagamr:,, Odeda anC Og'i:n.Watersid* Loeal,eoi,e;;&t_ Bata 
"o_g3liecle.q rdlbr,a,,Fkuctwed gueqlipanauq 

""c'JnJ;;}.t;;;T;;d.escriFtive- statistics tg identifu the perception of the .oies""i-h*T'fi
Nigeria' The results of the study therefore-reveals that the;;";ffi;
constraints hindering smali and medium scale busrness groxth ;-*G;;
are_lack of financiaj support, pocr management, corrupfi;, ru"r, of *.,;',,,Js
and-experience, poor infrastruciure, insufficient profits, ,',d i"* d-**d f-;
product and services. Kesinro, Og,rnlusi and Adu {ZAtbS eEamjre th- -tr;
of entrepreneurial marketing on small and Mediu.:n stitps i"-r,*sr" il;
|tligeria.The study emplo),ed a descriptive survey design y:bere 100;;;;;i
Qlap*,in Badagry,lScAl ,Gg"el3_nerrt Area of Lagos Stare-T&e*'#+t
-firrdings,levgal that there is significant reiationship between eutrepieneiiiat
marketing and organizational performance of slvIEs. Mrwangi and Bwisa
(2013) assess the effects of entrepreneurial marketing practices on growth of
Hxl'saions iri'I{iarnbu Town,Kenya .Descrptiv* ur*"y desigr x.as adop.ted
whereby a sample of 30 Hair salons and client in every Hair salons q,ere
Taken *andoraly, selected from a, sf,ud5, populatiea, sf's1 respa:adents,i,The
study. .f.rnds that there is relationship between :enf,repre.ne',uial noarketing
p:actices,and the'growbh of the hair'salons. Janet and Ngugr (2014) shld;
the influence of entrepreneurial marketing on the sro*tt, of slvfEs in
:Fg1o.lt+.,Torya-ppD,Kenya.T he study employed a descriptive research
design and questionnaiie was the instrument of primary data collection. The
gtudy's findings reviewed that product development stratery (p-
yalue = 0 00 1 < 0. 005) ; Pricinf'stratery (P-value = 0.004< 0. 008), Promotionai
Bbraleg;. r-':(P-valub=0.004<0i005)r, :',:;XU ;' rl5ish{butioni. , stratery G-
value=0.045<0.005), further evidence show that producf developmeat
Effategy' *'asr,the .hey critical factor of entrepreneurial marketing that
influences growth of SMEs in Kiambu-CBD, Kenya.

_!y^*?y:1*zr ! :*r

.iir:l'i,:'l;.?-,i;fi i.i; f;::ti;i'i:; i.tl,:ii.:l a:i:ifiliiia:ii.:ii]' , ,Tr".i. i. .iriI...,..:i
,IVIethOdAlOEly.:Ilir;-r L-i:i i.ri:r1:.':1.i,r:i:i'i: l:,:j r-:.;,].r: r::"r..'. ,..i:-:.:i'i,i..i,:-:.

The research design is riescriptive research design. The sr-utiy pcpulaticn is
made up of 120 Flarr Salons owners and their custorners in Eorin, Kwara
State and the simple ranriom sampling technique was adoptad. The resealch
instrument is questionnaire and Statistical Package for Social Sciences
(SPSS) was used to analyze the data coilected.

'l;'::'t'i:,.i i:ii-::.;:j..r,,:. .,t:. :,i:,:.r.t:::' 1.,-.:..ari t ; t.'i::l-.. i' -, ,,---. i . . ::ir-i- lii:lj:ijli-:ir.i.:
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Fi11.{irr gs aud Discussion

Tablel:RegressionresultsfortheeffectofEE{onHairSalonFatronagein
Kw St., Nigeria'

Caeffiaiestsa

Moder,nstandardized coeffi cients standardized coefircients tjt*' 95'0vo

c*rrfidenee rnterval;; ffiffi. n** 3e-t. 
LoIver *91'41:pter Bound

1 {coastanti a.z*s t-i,&13'385 '005 '585 3'169 EM '623 '026 '651 24'307 '000

L.008 .504

a. Dependent Variabie: Hair Salon 
"111"**"

R =.651; Pe = .424;;;;82 -= '427;YT: 3'165; F= 5e0'822' sig': 0'000

Source: Computed from fietrd survey' 2016

Interpretation

'eting (EM) on
The regression results for the effec! of entrepreneurial mark

Hair Salon Fatroaage in Ilorin' K**;;l;i;' Nig+t'. From the results

preseated tu* p**,iEi* -ti*tilt adconformio 1r1i*i -"*lectation 
which

explainsthatHairSalonpatronaF'eisdependentonenttepreneurial
marketing. rhe tabie 

=- 
riro** tt * unsiandardized . coeffrcient ?l

entrepreneurid *#;;"s ii@ P b" 916?8 -p'"T15^ttra! 
a one unit

in*ease lo urrt "p[iieiiil marketing wi1 lead to 0.628 unit increase in

ffi:H; ilffid; {* i"o::*io" "o"ni.i"nt 
of 0.628 is statisticaiJv

significant ut pco.o;-indicatin! that entrepreneurial marketing GM) has

sigaificant eflect on u*i" sutoo-patronage of selected Hair salqn in Kwara

State, Nigeria. Th;;"tt*;; ,'*tr9 of 
-correlation coeffrcient (R) of 0'651-

"igrrifi*, 
-tf.ut th;; is a moderate positive 

, 
re]1[oynin between

;;;;-"euriat *ui**Urre ,uM) and Hair $alon patronage of seleeted Hair

#i|..; tto"irr, K;;;; S"t*t*, Nigeria. The results in the tabie show that

4z.4Vo of the pr*r.i*- 
-oi- 

"*iJtua 
Hair Salons can be explained by

;i;;il;**i*'lo*altus (Rz = a.424). Furthermore, the overall

*igrr#**** of the entire *"a*t as measured by the F-statistic shoys. t\3t
if"-*J",rlated F-siatistic was 590.822 (p:0-000) $]:h is statisticallv

;.#;::;lt p.o.oi. Cir-refore, the null bypothsgis (Ho1) which states that

i1,ilfoo sig'ifl*utrt effect of entrepreneurial marketing (EM) on Hair
. 

salon patronage "r.-i"ri"a 
uui, saorrs in Iiorin, Kwara state, Nigeria is

hereby rejected.
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Discuesion

The frndings gfthe research and hypothesis tested rer.ealed that there is a
significant efleet of entrepreneurial marketing (EI\0 on Hri; il;;
patronage; hence the hlp.othesis is herqby rgjgcted. The results "g""a;itprevio-us stud.ies such as Mwangi and Bwisa (2Al$; Janet and Nilgi tZOt'A)
and Kelinro, ogunlusi and Adu (2016); The study of Mwangi 

-u"a g*io
(2013) finds that there is relationship between entrepreneurial marketing
lraetices and the growth of the hair'salons in Kiarnbu Township, Kenyi.janet and NguF (f014). corroborated th e current .t"d, ;;;riluri.rr"J tirt
entrepreneurial marketing in{iuences the grovrth of sMEs in Kiambu Town-
CBD,Kenya. Kesinro, Ogunlusi and Adu (20L6) study reveals that there is
sigr-rificant relationship between entrepreneurial marketing aud
organiz_ational performance of sMEs in Badag:ry Local Goverrr*"rrt"ar.u-or
Lagos sjate.,.lhseria support! thir study. gased on these findings and its
supp-orting literature the study therefore rejects the null hypothesis (H01)
whlc_h.st$gs tlat there is no signifrcant effect of entrepreneririal marketing
on Hair Salon Patronage.

Conclusion

The study concludes that there is a significant effect of entrepreneurial
marketing (EM) on Hair salon patronage. Findings of the paper imply that
Hair salon entrepreneur should adopt entrep."rr"u" marketing rt*tugy.
Therefore entrepreneurial marketing which include innovation, risk taking
and being proactive is required by Hair salon entrepreneurs. Developing
innovative products and unique customer service is a way to stand out fiori
competitors. Growth is the primary goal of entrepreneurship, and marketing
expedites this growlh

Recommendatiens

Traditional marketing strategy such as television advert, sales prornotion
pricing strategr, innovative product design ,physical environmental designs
and esthetjc packaging of the building is recommended for Hair Salon
entrepreneur in Ilorin. Place or location must be convenient for customer to
park their cars.The study also recommends current marketing practices
such as relationship marketing,viral videos, tweets, facebook pages, and
email marketing and online marketing. Any or all marketing strategies can
be considered as long as they produce results. Hair Salon entrepreneur must
undergo proper training and retraining on what entrepreneur marketing
entails.
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