BUSITEMA
@ UNIVERSITY

Pursuing Excellence

THE IMPACT OF MARKETING STRATEGIES ON THE GROWTH OF SMALL
MEDIIUM ENTERPRISES IN PALLISA TOWN COUNCIL

BY

AKELLO JACKIE ANNA
BU/UP/2023/1210

A RESEARCH REPORT SUBMITTED IN PARTIALFULFILLMENT OF THE
REQUIREMENTS FOR THE AWARD OF A DEGREE OF
BACHELOR OF BUSINESS ADMINISTRATION, DEPARTMENT OF ECONOMICS
AND MANAGEMENT TO FACULTY OF MANAGEMENT SCIENCES, BUSITEMA
UNIVERSITY

JULY, 2026



DECLARATION

I AKELLO JACKIE ANNA, REG NO BU/UP/2023/1210 hereby declare that contents of this
work are my original work and that no other study has been conducted on the topic. To the best
of my knowledge, this work has never been submitted before in any other university or higher

institution of learning for any degree or related qualification.

NAME : AKELLO JACKIE ANNA

Signature.. amee. ..o



APPROVAL

This is to certity that this report has been submitted in partial fulfillment of the requirement for
the award of Bachelors Degree of Business Administration with my approval as a university
supervisor.

ACADEMIC SUPERVISOR

Mr. OKIRORﬁMMZL

SISOBIIDS. o7 R v s s s

Date.......... ]q“ : QOJJ’ :




DEDICATION
Every challenging work needs self-efforts as well as guidance of elders especially those who
were very close to our heart. This work is dedicated to my parents Mrs. AP1IO EUNICE OTIM
and Mr. OTIM ISAAC, and to my siblings for their moral support, encouragement and
understanding. To all my friends, course mates, lecturers and the Almighty God for His

unceasing blessings without which it is impossible to ensure the proposal submission a reality.



ACKNOWLEDGEMENT
| am grateful to the Almighty God that He has given me the gift of life, the gift of my parents and
friends, given me the opportunity to be in school and guided me throughout this study and
writing of this research.
My heartfelt thanks go to my beloved mother MS. APIO EUNICE, my beloved father MR.
OTIM ISAAC, who generously provided me with financial, emotional and social support while
carrying out this study and throughout my entire course.
I wish to acknowledge the incredible guidance rendered to me by my supervisor MR. OKIROR
ISMAEL who guided me in the right direction from the beginning till the end of this research
report and he has greatly contributed in making difference in my performance.
| also thank to my classmates and friends for the support that made my Bachelor’s program an
engrossing journey. May the Almighty God grant vast blessings and propel each and every one

of you to serve Him your entire life.



TABLE OF CONTENTS

DECLARATION .ottt e ettt e e e et e e e e et e e e ett e e e etba e aeeetans [
APPROV AL ... et e e e ettt et et e e naa e e eaaans ii
DEDICATION . L. et oottt e e e e e et e ettt e e e e e e e e eeeebba e e e e eaeeeeenenananes iii
ACKNOWLEDGEMENT L.ttt e ettt e et et e e e et e aeeaenns iv
LIST OF FIGURES ...ttt e et e e et et e e e e at e e e eaaaaeaaees viii
LIST OF TABLES ... .ottt e ettt ettt e e e e e e et e ettt e e e e e e e e eeeebna s iX
LIST OF ABBREVIATIONS ...ttt e e ettt e et s e e e et e e e e et e e e e aaaneaaees X
F N = R I 2 O LU UPPPR Xi
CHAPTER ONE ...ttt e et e e ettt e et et e et eeb e e e eet e eaeeanaeaeennnaaaanes 1
INTRODUGCTION .. ei ittt e ettt e e ettt e e e e et e e et ta e e e e et s eaeataaeeesbaaeaaees 1
O L £ o o [F i Ao ] (PP P PP PPPPPPPPPPPON 1
1.1 Background Of The STUAY ......uuueoiii i e e e et e e e e e e e e e ra e e e e e e 1
1.2 ProDIEm STALEIMENT ......eiiiiiiiiitieie e 3
L3 PUrPOSe OF the STUAY ... oot e e e e e e e ra e e e e e 4
1.4 RESEAICH QUESTIONS ... et e e e e e ettt e e e e e e e e e ettt e e e e e e e eesrataaeaeeeeas 4
1.5 RESEAICH QUESTIONS ...ttt 4
1.6.0 SCOPE OF TN STUAY ... e e e e e e e e e e e e e e e ettt e e aeaeeas 5
T R O] 1 1] 1 Aol ] oL TP PSP PPP TR TPPSRPPP 5
1.6.2 GEOGIAPNICAI SCOPE ... ettt 5
LG TR T gLt o TP 5
1.7 SIgNITICANCE OF TNE STUY ...ttt 5
1.8 CONCEPLUAI TrAMEBWOIK ...ttt 7
CHAPTER TWO ..ottt oo e et e ettt e e ettt e e e eeta e e e eata e eaeennaaaane 9
LITTERATURE REVIEW ...ttt et e et e e et e e e s 9
2.0 INEFOAUCTION ... e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e eas 9
2.1 TREOTELICAI FEVIBW ... e e e e e e e e e e e e e e e e e e e e e e e e eas 9
2.1.1 Marketing MiX THEOTY (APS) ..o 9
2.2 Empirical Literature REVIBW . ......cooi i e e e e e e e e e 11
2.2.1 Product Strategy and Growth of SMES ..o 11
2.2.2 Pricing Strategy and Growth of SMES...........ooviiiiiiii e 13
2.2.3 Promotion Strategy and Growth of SMES ..o 15
N - oI T ) =] - ULV - PSS 17



CHAPTER THREE ... ..ot e e et e e e e e e e nrrr i a e e e eees 19

RESEARCH METHODOLOGY ..ottt ettt e e e e e e et e e e e e e eeeneenan s 19
K H O g€ oo [8 ot 1 o] o I PP P PP PPPPPPPPRRPPP 19
3.1 RESEANCI DIBSIN ... 19
KIS (U Lo YA =T o TU] - U Lo o 1S 19
3.3 Sample Size and Sample DeterMiNAtION.........ccooeiiiee e 20
3.4 Sampling Method/TeCNNIQUE ... 20
3.5 Type and SOUICES OF DATA ......ciieeiiiiiiiiiee e e e et e e e e e e r e e e e 21
3.6 Data Collection Method and TOOIS .......cccooeiiiiieeiee s 21
3.7 Measurement Of STUAY VariabIes ........cccooiiiiiieieeeeeee e 21
3.8 Data CollECtioN PIOCEAUIE ...ttt e e e e e e e e e e e e 21
3.9 Data QUANILY CONTIOL ... .. 22
3.9.1 Validity of the Research INSLFUMENT ..........ccooiiiiiiiii e 22
3.9.2 Reliability of the Research INSTrUMENT..........oooiiiiiiii e 23
3.10 Data Analysis and PreSentation ........ccccooooooieeeeeeeee e 23
3.11 Ethical CONSIABIALIONS .....ceiiiiiiiitie it e e e ettt e e e e et e e e e e e s eeaeeeeeaann 24
CHAPTER FOUR .ttt e et e e e et e e et et e e e e at e e e erea s 25
DATA PESENTATION AND INTERPRETATION OF THE FINDINGS........ccooviiiiiiiiiiieeeeeen, 25
O L g1 T [0 ot o] o PP PP T PP PPPPPPPPP 25
4.1 RESPONSE FALE .....eeeeieeee et e ettt ettt e e et e et e et e e e et e et ee e e et e e e et e et et e nr e e e nrn e eene 25
4.2 Demographic CharaCteriStiCs .........oooiii i 25
(€] 0o =T PP PP PPPPPPPPPRRPPP 26
AQE OF The FESPONUENTS ... 26
Education level of the reSpONAENTS..........ovviiiiiiiiiiiiiiiiieeeeeeee e 27
POSItION IN The DUSINESS ....cceeiiiiiiiieiieeeeeeeee e 28
Length of the DUSINESS.......coo i 28
SECTON OF ThE DUSTNESS ... 29
e O] g =1 P L o] = U =1L 1SS 30
4.3.1 Product Strategies and SME GrowWtN ... 31
4.3.2 Pricing Strategies and SME GFrOWEN ..o e 31
4.3.3 Promotion Strategies and SME Growth ... 32
4.4 REGIESSION ANAIYSIS .. eeitiuiiiieeee i et e e e et s e e e e e e e et a e s e e e e e e e eett e s e e eaaeeeaastaaaaaaaeeeeannes 32
4.4.1 Product strategies and Growth of SMES ..........ooiiiiiiiiii e 32

vi



4.4.2 Pricing Strategies and Growth of SMES ... 33

4.4.3 Promotion Strategies and Growth of SMES............coooiiiiiiiiii e 34
DISCUSSIONS OF FINDINGS, CONCLUSIONS, RECOMMENDATIONS, LIMITATIONS,

AND AREAS FOR FURTHER RESEARCH ... .o 36
5.0 TNEFOAUCTION ...ttt e ettt e e e e e e e et e e e e e e e sb e e e e e e e e e aane 36
5.1 DiSCUSSION OF FINAINGS ... 36
5.1.1 Product Strategies and Growth 0f SIMES.........ccoooiioiioiieee e 36
5.1.2 Pricing Strategies and Growth of SMES.............uiiiiiii i 37
5.1.3 Promotion Strategies and Growth 0f SMES.........ccoooiiiiiiiiee e 39
5.2 CONCIUSTONS ... e e e e e e e e e e e e e e e 40
5.3 RECOMMENUATIONS .....eeeeeeeeee ittt e ettt e e e e e e r e e e e e e e s nn bbb e e e e e e e e e e aaans 41
5.4 LIimMItations OF The STUAY ......ccooieoeieeeee s 42
5.5 Areas for fUFtNer reSEAICI ...........iiiiiiii e 43
REFERENCES. . ... .ttt ettt e et et e e et et e e e eeb e e e eeta e e e eraaeeeenans 45
APPENDICES ... e ettt a e et e e e a e eaaans 51
Appendix 1: The INtroduCtion LTI .........ooiiiiiiiii e e e e e e 51
Appendix 1. The QUESTIONNAIIE .....uuuii e e e e e e e et e e e e e e e e eanraaaaaes 52
APPENdiX T WOFK PIAN ... 55
Appendix IV: Krejcie and Morgan Table of sample size determination.............cccccoeeeeiiiiiiiininnnnnn. 56
ApPPendix V: RESEArCH BUAGET.........coe e 57

Vii



LIST OF FIGURES

Figure 1.1 A conceptual framework showing the variables that affect the research, including both

independent and depPendent TACTOIS ..........coiiiiiiiee e 7

viii



LIST OF TABLES

Table 3.1 Target population and sample size of the Study..........c.cccvevviieiiciic s 20
Table 3.2 Reliability table........coooiii s 23
Table 4.1 Gender 0f RESPONUENTS ........ocuiiiiiiiiiieie e 26
Table 4.2: RESPONAENT A0 .....ccviiieiieeiieeie et ee ettt s e e te e be et e s esreesaeeseesteeaeaneesreenreanee e 26
Table 4.3 EAUCALION TBVEI .....c..oviiiiiii e b 27
Table 4.4 Position Of the reSPONAENTS ........ccviiiieiee s 28
Table 4.5 Length Of the DUSINESS ......cceiieiieiieie et enee e 29
Table 4.6 SECtOr Of the DUSINESS ........oiiiiiiiee e 29
Table 4.7 Correlation Analysis Between Marketing strategies and Growth of SMEs ................. 30
Table 4.8: Regression Analysis on Product strategies and Growth of SMES...........cccccvevevieenenne. 33
Table 4.9 Regression analysis on Pricing Strategies and Growth of SMES .........ccccccoccevivevennnne. 34
Table 4.10: Regression Analysis on Promotion Strategies and Growth of SMEs........................ 35



LIST OF ABBREVIATIONS

ANOVA- Analysis of Variance

BBA - Bachelor of Business Administration
DV- Dependent Variable

GS- Growth strategy

IV- Independent Variable

PS- Product Strategy

PRS- Pricing Strategy

PMS- Promotion Strategy

Sig- Significance

SMEs —Small Medium Enterprises

SPSS- Statistical Package for the Social Sciences
UBOS- Uganda Bureau of Statistics



ABSTRACT

This study examined the effect of marketing strategies on the growth of Small and Medium
Enterprises (SMEs) in Pallisa Town Council, Uganda. Specifically, the study sought to
determine the influence of product strategies, pricing strategies, and promotion strategies on
SME growth. A descriptive research design employing both quantitative and qualitative
approaches was adopted. Primary data were collected from 66 owners, managers, and sales
personnel of SMEs using structured questionnaires. The data were analyzed using the Statistical
Package for Social Sciences (SPSS Version 20). Descriptive statistics were used to summarize
respondent characteristics, while Pearson's correlation and multiple regression analyses were
used to establish the relationship between marketing strategies and SME growth. The findings
revealed that marketing strategies have a strong positive and statistically significant influence on
the growth of SMEs. The regression model showed a strong relationship between the
independent and dependent variables (R = 0.802), with marketing strategies explaining 64.4% of
the variation in SME growth (R2 = 0.644). The overall regression model was statistically
significant (F = 37.345, p < 0.001), confirming that marketing strategies collectively have a
significant effect on SME growth. Among the predictor variables, product strategy emerged as
the strongest determinant of SME growth (B = 0.480, p < 0.001), while pricing strategy and
promotion strategy also had positive and statistically significant effects. The study concludes that
effective implementation of product, pricing, and promotion strategies significantly enhances the
growth of SMEs in Pallisa Town Council. The study recommends that SME owners prioritize
product development, adopt competitive pricing policies, and strengthen promotional activities to

improve business performance and achieve sustainable growth.
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CHAPTER ONE

INTRODUCTION

1.0 Introduction

This chapter presents the background of study, the problem statement, and the purpose of the
study, the objectives of the study, research questions, scope, significance, and the conceptual

framework that guides research.

1.1 Background of the study

Small and Medium Enterprises (SMEs) are widely recognized as engines of economic
development, job creation and innovation. SMEs contribute up to 90% of businesses and more
than 50% of employment worldwide (Bank, 2020). SMEs refer to businesses that form the
backbone of many economies. Effective marketing strategies have been identified as key drivers
of SME success enabling businesses to attract customers, increase sales, and remain competitive
in dynamic markets (Kotler, 2016). In developed and emerging economies, the adoption of both
traditional and digital marketing strategies has significantly improved business growth and
sustainability (Chaffey, 2019).In addition, SMEs globally are often the main source of
innovation through the introduction new products and services, adopting the new technology,
and exploring niche markets that larger firms might overlook. Their flexibility allows them to
respond quickly to market changes, consumer trends, and technological advancements making

them crucial for maintaining competitive and resilient economies (JOECD], 2021). The growth
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