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Abstract

This study aimed to develop a marketing plan based on the lewvaplementation of the marketing
strategy and profitability of NEMCO. The researcher employed the digerqorrelational quantitative
research and utilized a formal questionnaire to gather the datahfeo331 NEMCO management and member -
respondents. The statistical treatment used to analyze the data wesgihied mean, ANOVA, and Pearson
Product-Moment Correlation Coefficient. The result of the study stibat the marketing strategy in NEMCO
was highly implemented as assessed by the management and rmefiiee study revealed that there is a
significant difference between the responses of the managememieaniakrs on the level of implementation of
marketing strategies and level of profitability in NEMCO. The NEMCO loan ptoahatcheshe customers’
needs and the Cooperative is strategically located and accessilpebliy transport making its location
favorable for customers. Also, the organization uses an award systeamdiorage the members-owners to
cooperate, while the organization’s profitability was mainly from loan services. Thus, there was a significant
relationship between the implementation of marketing stratediie product, price, place, and promotion with
NEMCO'’s profitability.

Keywords: cooperative, marketing strategy, profitahilitarketing plan,4Ps.

1. Introduction

Cooperatives are based on the principles of cooperation and operate on intdiyaignesed
standards and principles. They are private businesses that are owrwexhialled by their members. (Copac,
2019). A cooperative can increase the financial profitability of its neesnthrough commercial operations.
Typical transactions include the delivery by members of products foegsimg or marketing or the purchase
of materials and supplies from cooperatives. Members’ loyalty is important for maintaining a solid and
successful job, which is the basis for a successful collaboratias, $trengthening member support should
be a key element in the new cooperative strategy (Food and Agricultural Orgamizatio
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Any organization needs to be distinct from its competitors. Busin@ssssestablish their market
position and be sensitive to customers’ needs. Managers should focus on the marketing strategy and
individual tools of the marketing mix because it represents a possibilitifféoentiate themselves from the
competition. Thus, developing a timely marketing strategy is vital for asinéss. The strategy must focus
on marketing while ensuring that products and services meet customerandedsveloping long-term and
profitable relationships with customers. This can be achieved by forngulatifiexible strategy that is
responsive to changes in customer perceptions and demand. To credfectiwve marketing strategy,
product, price, place, and promotion need to be considered. These atPsthaf the marketing mix,
controllable variables that will help to create effective marketing strategies (Cited byh§wgrd Iren 2017).

The NIA Region IV Employees Multi-Purpose Cooperative (NEMCO) was startdd9i as a
simple lending institution. Years passed, NEMCO also ventured into various sdikécesedit, bank-like
operation, special livelihood projects, small enterprise projects, and dpiddisupplies and materials. Aside
from low-interest rates, members enjoy an easy installment plan, profosioapital build-up, ready access
for emergency needs, high-interest return on capital or fixed depaesits patronage refund. NEMCO's
objective is to provide alternative opportunities to its members throemyraccess to providential and
productive loans, high yielding savings and time deposits, assuraaddref excess payments, and the
development of members' social responsibility and self-respect. The visitime afooperative is to be
sustainable and responsive to the development needs of a commupitgviing services based on the
principle of equity and equality. However, providing economic benefistmembers in a consistent manner
can be achieved through continuous business, members’ patronage, and generating income. (NEMCO General
Report, 2019)

Each organization aims to build a 4P’s framework that will work on their customers’ satisfaction and
meet the company’s profit goal. It is recommended that the company must strengthen the level of promotions
in its activities and departments to increase sales. Khankaew et al.,(@6fis¢d marketing strategy as a
guideline or procedure to manage marketing activity that leads to suenbssices business performance,
sustains competitive advantage, and maintains the business in the long term

The study of Finoti et al. (2017) revealed that innovativeness does hatnicd organizational
performance directly. Innovation is not enough to get better peafaren Thus, the sequence of activities of
the marketing strategy process can be a mechanism through wtichagipens. The indirect effecf o
innovation occurs through the improvement in marketing strategyatisital analysis, cross-functional
integration, and quality of communication among others. ISoraité (2016) stated that in the marketing mix,
certain actions and decisions are aimed to meet the company's goals and emegs$tdimeés needs.
According to the study of Nuseir and Madanat (2015), marketingasiively affects the organization in the
form of customer satisfaction, loyalty, and building a good tegjmn.

While Hys (2017) added that 4Ps should be given a new definitiorkelitag strategies must be
transformed for the need of the 21st-century generation that focusezistomer relationships on an
individual basis. Decision-makers have to take into account changes itrubire, customer awareness,
customer knowledge, and experience. Also, for marketing mix is to csepitdicant added value in the
future. Thus, personalized customer services create value.

In the perspectives of Garg et al. (2016), their arguments focus domeusconvenience,
distribution channels, and promotion. The organization needs to devekbycts with various options based
on the requirements of customers. Enabling customers to make paythemtigh various modes or
installments can help them purchase conveniently. This mayeimdfé customers to identify a particular
brand, patronize it repeatedly and promote it through word of moutbordingly, Festa et al. (2016)
mentioned that the marketing mix is considered to be one of the mosttampaspects of the marketing
process. It plays an important role in satisfying customers' neesttjng the demands of customers, and
creating long-term, profitable relationships with them.
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According to Maverick (2020) in his article entitled Is Profitability or Gitowlore Important for a
Business, a company's net profit is the revenue after all the expenses teetdiee manufacture, production,
and selling of products are deducted. Profit is usually the main gdhlsawill add up to the company
capital. Bekmezci (2015), stated that profit is one of the most important factors that signify the business’
success, shareholders’ satisfaction, an attraction for investors, and the company’s sustainability. Thus, one of
the main goals of any company is to be sustainable in any competitiverenent. Margaretha and Nina
Supartika (2016), added that the primary goal of the company is #mima its profitability. For
management to further improve its performance, the focus ragsba put on improving other factors that
positively affect firms' profitability such as productivity.

The reviewed literature and studies above mentione¢k hiadicated that the most reliable
profitability basis of any organization is through the manifestatiom sdiccessful marketing mix. As stated
by Nuseir and Madarat (2015), Hys (2017), Festa et al. (2016), aitingther foreign authors, having a
strategically planned marketing mix is one of the main lifelines of a kssiaeyanization. Through the
successful implementation of a marketing plan, business profitalslifgaisible. Every organization must
have a marketing plan developed for its marketing operation. A marlettatggy should be tailored fit to the
organization and its product and services making it possible to be deligdtedarget niche.

Generally, the marketing strategy of a business serves as a sprinfiisdaed product and services
to reach the market and score consumer patronage. However, it is either éhernfals of any business,
marketing strategy as mentioned must be carefully planned and implemented. Moreover, in today’s fast-paced
business environment and changing consumer behavior, markesitegyg has become the highlight of most
business organizations to become profitable whether they are into the nedditiode or in advanced
delivery. This hasa direct connectionto the study of Maverik (2020), Beknezci (2015), Margareta &
Supartika (2016), and other investigators in the field.

While the marketing strategies of cooperatives and different businesses #rewnorld have been
investigated towards increasing profit, customer retention, and sustaiqegvigion, the marketing strategy
of local cooperatives in the region particularly for NEMCO have not been descrilibd literature. To
address this gap in understanding of NEMCO’s marketing strategies towards profitability and sustainability,
this investigation was conducted the Cooperative’s members and management.

2. Theoretical/Conceptual Framework

This study was grourd to Kotler’s 4Ps of marketing in the marketing operation of NEMCO.
Likewise, to develop a basic marketing program towards the organization’s profitability.

The researcher utilized the independent variable and dependent variable methewtify asd
determine the level of implementation of marketing strategy and the levalofifability in NEMCO as a
basis for coming up with a paradigm as shown in the illustratiombelo

INDEPENDENT VARIABLE DEPENDENT VARIABLE

Level of Implementation on Marketing
Strategy in NEMCO

Product Level of Profitability in NEMCO
Price
Place
Promotion

Figure 1. Research Paradigm
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The independent variables are the level of implementation of marketing wtrategms of product,
price, place, and promotion. The dependent variable is the NEMCO’s level of profitability. The process of the
study consistsf problem identification, data collection, and organization.

3. Hypotheses

The following hypotheses were tested for their significance:
1. There is no significant difference in the assessments of the esperon the level of NEMCO
marketing strategy implementation.
2. There is no significant difference in the assessments of the tksgeron the level of NEMCO
profitability.
3. There is no significant relationship between the level of implementation PGS marketing
strategy and its profitability.

4. Scope and Delimitations

The study has assessed the level of implementatioREdMCO’s marketing strategy in terms of
product, price, place, and promotion among its member-ownergdioiR V. The study also included the
assessment of the level of profitability. The respondents of the study vweeremployees and selected
members of NEMCO.

5. M ethodology

The researcher adopted a descriptive-correlational method using quantitative agpiogetthering
information. The researcher used a modified survey questionnaire as thdatsiumthering instrument for
the study. Some of the portions on the test content used werghieatimesis author Kidist Hunelegn (2019).
The reliability of the tool was tested through the use of the Cronbach fdghahich scored 0.95. For easy
administration, scoring, and assessment of the survey questiorthailgkert scale was utilized. The four
(4) point scale is ranging from four (4) being the highestael (1) as the lowest. The respondents of the
study were the members and management of NEMCO. The respondentselgetedsbased on their
availability at the time of survey or questionnaire distribution. The dateryaghwas conducted in a
combined manner of online and manual procedure.

The data were analyzed using the weighted mean to determine the levelevhémiation of the
marketing strategy and the level of profitability in NEMCO. To identify theedifice between the
assessments of the two groups of respondents, the Analysis of VAAN@¥A) was used. To establish the
relationship between the level of implementation on the marketing strategyhe level of profitability in
NEMCO currently implemented, to interpret the total responses of all the desgenfor every survey
question the Pearson Product-Moment Correlation Coefficient was used.
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6. Results and Discussions

Table1.1
Level of Implementation on Marketing Strategy in NEMCO as Assessed by Masagend Members in
terms of Product

Indicatorsin terms of Product Members M anagement Composite
NEMCO... x \i! = \! X VI
1. Offers high-quality products and services. 3.49 Fl 3.65 Fl 3.57 Fl
2. Offers several varieties of products to choose from. 3.35 FI 3.65 FI 3.50 Fl
3. Gives room fora product warranty. 3.35 FI 3.58 FI 3.47 Fl
4.  Offers products that meet customers’ requirements. 3.44 Fl 3.65 Fl 3.54 Fl
5. Emphasizes innovation and style to match with changing 3.97 El 3.68 Fl 3.47 =
consumption trends. ’ ’ ’
6.  Offers loan packages that match customers’ needs. 3.53 Fl 3.87 Fl 3.70 Fl
7. Has an attractive package of commodities. 3.35 Fl 3.61 Fl 3.48 Fl
8. Delivers goods with well-recognized brands. 3.36 FI 3.71 FI 3.53 FI
9. Offers products and services distinct from other Coopestiv. = 3.32 Fl 3.58 FI 3.45 Fl
10. s]r:itéct:ts and services are designed to be competitive in th 3.38 El 361 El 3.50 Fl
GENERAL ASSESSMENT 3.38 Fl 3.66 Fl 3.53 Fl
Legend: 3.25-4.00 Fully Implemented (FI) 1.752.49 Partially Implemented (PI)
2.50- 3.24 Implemented (1) 1.60.74 Not Implemented (NO)

Table 1.1 showed the level of implementation of marketing strateg§eEMICO as assessed by
management and members in terms of Product. The general assessma&®b3wwhich was verbally
interpreted agrully Implemented. All indicators were verbally interpreted as Fully Implemented. The
indicator “Offers loan packages thatatch customers’ needs. ” has the highest computed composite mean of
3.70 while the indicator“Offers product and services distinct from other Cooperativeas the least
computed mean of 3.45.

This implied that the NEMCO has fully implemented a marketing strategyrirstef Product as
assessed by the members and management. It is evident that NEMCOlazffezackages that match
customers’ needs.

This is similar to what Verma and Singh (2017) defined as a product gsiagbproduct or service
to the consumer for which the consumer is willing to pay. Prodaretscreated by the company to fulfill
customer needs and wants. Most companies are now into product iondeatnatch the customers' needs.
Likewise, this is supported by the study of Ling and Man&®1L8) which reveals that companies should
seek to build products based on the concepts of value innovation tg saigfvolving and raplg changing
customers’ needs.
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Table1.2
Level of Implementation on Marketing Strategy in NEMCO as Assessed by Maaagand Members in
terms of Price

Indicatorsin termsof Price Members M anagement Composite
NEMCO... x VI X VI X VI
1.  Product and services’ price is affordable. 341 Fl 3.65 Fl 3.53 Fl
2. Pricing decisions allow discounts. 3.40 Fl 3.74 Fl 3.57 FI
3. Pricing decisions allow installment payment. 3.47 Fl 3.90 Fl 3.69 Fl
4.  Pricing decisions allow credit terms. 3.42 Fl 3.81 Fl 3.61 FI
5. Provides products and services with different price@ang 3.34 Fl 3.71 Fl 3.53 Fl
6. Maintains the best everyday price for most products. 3.38 Fl 3.68 Fl 3.53 Fl
7. ::Jhsaer?grérslcmg skills and systems to respond quickly to market 3.30 = 365 = 3.47 =
8. Product and services prices are determined by market surve  3.23 | 3.52 Fl 3.37 Fl
9. Consistently provides the best value for money. 3.34 Fl 3.65 Fl 3.49 FI
10. Pricing strategy is market sensitive. 3.34 Fl 3.58 Fl 3.46 Fl
GENERAL ASSESSMENT 3.56 Fl 3.69 Fl 3.53 Fl
Legend: 3.25-4.00 Fully Implemented (FI) 1.752.49 Partially Implemented (PI)
2.56 3.24 Implemented (1) 1-00.74 Not Implemented (NO)

Table 1.2 showed the level of implementation of marketing strategyEMCO as assessed by
management and members in terms of Price. The general assessa@bBwadnich was verbally interpreted
asFully Implemented. All indicators were verbally interpreted as Fully Implemented. The indi€&titing
decisions allow installment payment.” has the highest computed composite mean of 3.69 while the indicator
“Product and services prices are determined by market surveys” has the least computed mean of 3.37.

The result shows that NEMCO has fully implemented its marketing stratetgynis of Price as
assessed by the members and management. It is evident that NEMCO affepadliages to its members
that allow installment payments for customers.

In connection, according to De Toni et al. (2016), price is considereafoiie most impacting
elements in companies' performance. It was mentioned that it is pararmauaintain focus not onlgn
competitors but also on pricing for current and potential customeespiite differentiation will create value
for customers and provide the best pricing strategy that will leave an impact on the company’s profitability
and competitiveness. This price differentiation may apply to castst@linent basis of payment, it is the
customers’ preference to choose the price they can afford and are willing to pay.
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Table1.3
Level of Implementation on Marketing Strategy in NEMCO as Assessed by Maeagand Members in
terms of Place

Indicatorsin terms of Place Members M anagement Composite
NEMCO’s location... * Vi * Vi * Vi
1. Is convenient for public transport. 3.65 Fl 3.84 Fl 3.75 Fl
2. Is near to most resident/working area. 3.64 Fl 3.81 FI 3.72 Fl
3. Is situated in an accessible place. 3.63 Fl 3.81 FI 3.72 Fl
4. Covers various places in town. 3.43 Fl 3.55 Fl 3.49 Fl
5. s situated in one of the safest places in the municipality. 3.55 Fl 3.61 FI 3.58 Fl
6. Is clearly described in the marketing materials. 3.46 Fl 3.61 FI 3.53 Fl
7. Has easye-find distribution channels. 3.38 Fl 3.61 Fl 3.49 Fl
8. s convenient for parking spaces. 3.55 Fl 3.77 Fl 3.66 Fl
9. Is strategically located for facilitating logistics. 3.36 Fl 3.58 FI 3.47 Fl
10. Is best for holding inventory safety and maintenance. 3.39 Fl 3.65 Fl 3.52 Fl
GENERAL ASSESSMENT 350  FI 3.68 FI 359 Fi
Legend: 3.25 4.00 Fully Implemented (FI) 1.752.49 Partially Implemented (PI)
2.56 3.24 Implemented (1) 1.00- 1.74 Not Implemented (NO)

Table 1.3 showed the level of implementation of marketing strategyEMCO as assessed by
management and members in terms of Place. The general assessn&b® whgch was verbally interpreted
as Fully Implemented. All indicators were verbally interpreted as Fully Implemented. The indicdtor
convenient for public transport” has the highest computed composite mean of 3.75 while the inditator
strategically located for facilitating gistics” has the least computed mean of 3.47.

The result shows that NEMCO has fully implemented its marketing strateigyms of Place as
assessed by the members and management. NEMCO’s location is a convenient place accessible by public
transport. AANEMCO’s address is along the National Highway of Brgy. Labuin, Pila, Laguna, any form of
transportation service is available on the site making it more convenient parti¢algnyplic commuters.
Moreover, according to Ahmed and Rahnan (2015), a place or distnilmhizmnel is a way for the customers
to have access to the products and services. This marketing mix etgreastthe doors for the rest of the
elements of the marketing.
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Tablel1.4
Level of Implementation on Marketing Strategy in NEMCO as Assessed by Masagand Members in
terms of Promotion

Indicatorsin terms of Promotion Members M anagement Composite
NEMCO/s... x Vi * Vi * Vi
1. g%ﬂiﬁ{; ;raé?jigtrsognoélggrsizg essential component of 335 El 361 Fl 348 El
2. sptrrc;(tjgg/s and services are known based on the promotional 3.34 = 355 = 344 =
3. Applies advertising as one of the promotional strategie 3.29 FI 3.52 Fl 3.44 FI
4. Has sales promoters. 3.20 | 3.29 Fl 3.24 |
5. Applies personal selling as one of the promotional stregegi 3.18 | 3.39 Fl 3.28 FI
6. Considers the public understanding in promotion strategy. 3.24 | 3.48 Fl 3.36 Fl
7. Uses public relations in the promotion. 3.32 Fl 3.58 Fl 3.45 Fl
8. Uses deadline incentive to encourage members 3.36 FI 3.42 Fl 3.39 FI
9. Uses an award system to encourage members. 3.41 Fl 3.58 Fl 3.50 Fl
10. Uses members’ ideas and proposals. 3.38 Fl 3.55 Fl 3.46 Fl
GENERAL ASSESSMENT 3.31 Fl 3.50 FI 3.40 FI
Legend: 3.25-4.00 Fully Implemented (FI) 1.752.49 Partially Implemented (PI)
2.56 3.24 Implemented (1) 1-00.74 Not Implemented (NO)

As shown in Table 1.4, the general assessment on the level of implemeotati@rketing strategy
in NEMCO as assessed by management and members in termsnaftiBnowas3.40 and was verbally
interpreted ag-ully Implemented. The indicator “Uses an award system to encourage members” has the
highest computed mean of 3.50 which was verbally interpreted as Fllynhented while the indicator “Has
sales promoters.” has the least computed composite mean of 3.24 which was verbally interpreted as
Implemented.

It can be concluded that NEMCO has fully implemented a marketing striatégyns of Promotion
as assessed by the members and management. It was also evident that NEMCQaused aystem to
encourage the members.

As to Bradely (2020), promotion is the very concept of the markatingthat is mostly associated
with the word marketing itself. Promotion pertains to the elemdradwertising, public relations, sales, and
customer service. WhilAdefulu’s (2015) findings reveal that a promotional strategy is a powerful tool to
improve the performancef the organization. It is the promotion strategy that focuses to achieve the
marketing objectives. Likewise, promotional strategy affected the market simar profitability of any
organization at a significant level with the right promotional tools.
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Table?2
Test of Significant Difference betweeretAssessment of Members and Management on the Level of
Implementation on Marketing Strategy in NEMCO in terms of Product, Pri@eg Pand Promotion

Sum of f Mean F Ratio  Sig. Decision Remarks
sguares square
Product Between Groups 2.110 1 2.110 11.163 .001
Within Groups 62.199 329 .189 Reject H Significant
Total 64.309 330
Price Between Groups 2.933 1 2933 14.462 .000
Within Groups 66.726 329 .203 Reject H Significant
Total 69.659 330
Place Between Groups .906 1 .906 5.705 .017
Within Groups 52.226 329 .159 Reject H Significant
Total 53.132 330
Promotion Between Groups 1.030 1 1.030 4.395 .037
Within Groups 77.081 329 .234 Reject H Significant
Total 78.111 330

Level of significance 0.05

As shown in Table 2, the generated computed probability values of marketitegies were .001,
.000, .017, and .037 respectively which were less than the levaificance of 0.05; thus, the null
hypothesis is rejected. Therefore, there is a significant difference amemgsponses of the two groups of
respondents on the level of implementation of marketing strategies in NEMCO.

This simply meant that the NEMCO management hadifferent perception compared to its
members when it comes to the implementation of marketing strategies.

While Hys (2017) added that 4Ps should be given a new definitiorkeliftag strategies must be
transformed for the need of the 21st-century generation thasdecan customer relationships on an
individual basis. Decision-makers have to take into account changes in therstrogfitomer awareness,
customer knowledge, and experience

As the marketing strategy of an organization can be viewed in two differespegéves, the
management and the customers' side, Khankaew et al. (2015), mentiahed all aspects, marketing
strategy should serve as a guideline or procedure to manage markstiihg that leads to success, enhances
business performance, sustains competitive advantage, and maint&insitiess in the long-term.

Moreover, Shankalia and Ramu (2018) cited that strong marketing strategiespareait to the
effectiveness of an organization. Marketing strategy involves decidintpeomletails for goal selection,
choice of market, and customer target. It is best to find the best apposerds strategizing the marketing
effort tailored fit to every organization.
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Table3
Level of Profitability in NEMCO as Assessed by Management and Members
Indicatorsin termsof Profitability Members M anagement Composite
X VI X VI X \!
1. ‘Sl'tr:gtg;;peratlve achieved maximum profitability dugroduct 324 A 355 SA 339 SA
2. The Cooperative achieved maximum profitability duerticing 319 A 361 SA 3.40 SA
strategy. ' ' '
3. The Cooperative achieved maximum profitability dua to 308 SA 355 SA 3.42 SA
promotional strategy. ' ' ’
4. The application of strategies to location leads to pgbdu 330 SA 355 SA 3.42 SA
accessibility. ' ' '
5. The profitability ratios are favorable to the Coopier 3.23 A 3.55 SA 3.39 SA
6. The profitability was signified by a high gross income. 3.30 SA 3.58 SA 3.44 SA
7. The record of profitability was increasing in tden 3.27 SA 3.55 SA 3.41 SA
8. zgfv?égfsitablhty was brought about by the Cooperative’s loan 3.41 SA 361 SA 351 SA
9.  The profitability was brought about by the Cooperative’s 3.33 SA 3.58 SA 3.46 SA
product sales.
10. The profl_tablllty was realized aeys the Cooperative’s products 3.37 SA 358 SA 3.47 SA
and services.
GENERAL ASSESSMENT 3.29 SA 3.57 SA 343 SA
Legend: 3.25 4.00 Strongly Agree (SA)/ Highly Profitable (HP) 75— 2.49 Disagree (D)/ Slightly Profitable (SP)
2.50- 3.24 Agree (A)/ Profitable (P) 1.601.74 Strongly Disagree (SD)/ Not Profitable (NP)

As shown in Table 3, the general assessment on the level of ProfitabilityME8Es assessed by
management and members v&43 and was verbally interpreted B$ghly Profitable. The indicator “The
profitability was brought about by the Cooperative’s loan services” has the highest computed mean of 3.51
which were verbally interpreted as Strongly Agrdele the indicators “The Cooperative achieved maximum
profitability due to producstrategy” and “The profitability ratios are favorable to the Cooperative” have the
least computed composite mean of 3.39 which was verbally interpreted asyS#&greg

It can be concluded that NEMCO is highly profitable as assessed by the mesnioerthe
management. It was also evident that among NEMCO’s products and services, profitability was brought about
by the Cooperative’s loan services.

According to Maverick (2020), a company's net profit is the revenueadlfttie expenses related to
the manufacture, production, and selling of products are deducted. iftHitally the main goal as this will
add up to the company’s capital. Without sufficient capital or the financial resources used to sustain arad ru
company, business failure is imminent. No business can sumiva $ignificant amount of time without
making a profit.

As to Margaretha and Nina Supartika (2016), the primary goal of the comp&myniaximize its
profitability. For management to further improve its performatioe focus must also be put on improving
other factors that positively affect firms' profitability. In particufaGus on products that bring more income
to the organization is important while considering other factors like prddoowation. Also, Bekmezci
(2015) stated that profit is one of the most important factors that signify the business’ success and one of the
main goals of any company is to be sustainable in any competitive enembnRFor a company to be
sustainable, developing, implementing, and maintaining a strategy to enhgaditigbility performance is
necessary.
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Table4
Test of Significant Difference on the Responses of the Management anldeéeas to Profitability
Sum of Df Mean F Ratio Sig. Decision Remarks
squares square
Profitability Between Groups 2.181 1 2.181 11.363 .001
Within Groups 63.156 329 192 Reject H Significant
Total 65.338 330

Level of significance 0.05

As shown in Table 4he generated computed probability value of profitability was .001 which was
less than the level of significance of 0.05; thus, the null hypothesgided. Therefore, there is a significant
difference among the responses of the two groups of resporoetiits level of profitability in NEMCO.

This simply meant that the NEMCO management has different perceptionmred to its members
when it comes to the level of profitability in NEMCO. Therefore, NEMCO mganeent and members have
different awareness othe generated profit of NEMCO. Though an annual Members’ meeting is being
conducted to report the results of operation, some Members may notiliar fath the actual data. On the
other side, the Management is of course well aware of the actual fiuhe ®ottom line being in the
operational side of the business.

Nevertheless, both management and members have contributed share€aopkeative. Every
member and management staff of the Cooperative is a sharehodaesequently, Bekmezci (2015), stated
that profit is one of the most important factors that signify the business’ success. The bottom line is the
shareholders’ satisfaction, an attraction for investors, and the market for thecompany’s sustainability.

Table5
Test of Significant Relationship Between the Level of Implementation of Mark8tnagegy and Profitability
in NEMCO
Level of Implementation on Level of Profitabilit r value Pvalue Decision Remarks
Marketing Strategy y
Product 767 .000 Reject H Significant
Price 737 .000 Reject H Significant
Profitability . -
Place .648** .000 Reject H Significant
Promotion 719** .000 Reject H Significant
**Correlational at the level 0.01 *Correlatioretl the level 0.05(Two-tailed)

As shown in Table 5, the r values of all the variables were interpreted as moyderaitive
correlation as to the level of Implementation on Marketing Strategy and LevelofifaBitity, and the
computed probability values were less than the level of significant (PxQhus, the null hypothesis is
rejected. The result showed that there is a significant relationship betwedapedent and independent
variables.

It can be concluded that the implementation of marketing strategy particutagyoduct, price,
place, and promotion has a significant relationship with profitability leMdEMCO.

Correspondingly, Nuseir and Madanat’s (2015) study on marketing mix mentioned that it positively
affects the organization in the form of customer satisfaction, loyaity building a good reputation. The 4Ps
marketing mix focuses on customers’ intentions that boost customer satisfaction that later turns into loyalty.
Customer satisfaction and royalty can be translated to profitability. Wh#g2017) added that 4Ps should
be given a new definition. Marketing strategies must be transformethdoneeds of the 21st-century
generation that focuses on customer relationships and creating significedt ealue in the future for
sustaining profitability.
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7. Recommendation

Sustaining the marketing strategy of NEMCO will provide comtirapperation and profitability of
the organization. Enhancing the marketing strategy for product desigrcobglucting a product
research/survey to have a basis for innovating new products emfiancing an existing profitable product at
hand is a good strategy. Likewise, offering competitive prices afugte and services by applying risk-
based pricing applicable to every product and service may improve profistread increasing customer
volume, NEMCO may expand its service areas to unventured locatidhe megion by marketing clients
within the scope of operation where the number of custoliseas a minimum. For catching up with
technological advancement and consumer-friendly operation, NEMCO may eitisgpragnotional platform
by marketing products and services through streaming an operational NEMCO WEsiteestablishing
and implementing a formal marketing plan to enhance the marketing steatddgr sustainable operation
and increasing profit is a feasible approach.

Below is the proposed marketing program of NEMCO for implememtatidhe next two years of
operation. This particularly detailed the marketing strategies to be implementedst@aghieving greater
market share and maintaining client relationships. The proposed mragrludes the budget proposal and
responsible people to accomplish the marketing plan of the organization bagbeé diPs marketing
assessment.
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Appendix A
The Proposed Marketing Program

AREAS OF OBJECTIVES STRATEGIES/ TIME PERSON BUDGET SUCCESS
CONCERN ACTIVITIES FRAME INVOLVED INDICATOR
Product To increase e  Conduct product Year 1 Management  P10,000.00 1-2
profitability research (for research)  new/enhanced
e Innovate/develop new products for
For Product products for offer to the offer to the
Innovation market market

. Enhance the existing
profitable products at

hand
Price To increase e  Conduct market Year 1 Management P10,000.00 10% increase in
profitability research/benchmarking (for research) net income
e Apply risk-based
To maintain price pricing 10% increase in
competitiveness customer volume
(end of financial
year upon
implementation)
Place To increase e Develop new markel Year1l-2  Management 5% visibility of
profitability niche for products anc clients from
services unventured
For the . Position the productro areas/location
expansion of websites and social
service areas media to create
awareness
Promotion To increase e Develop awebsite and Year1-2 Management P25,000.00 Operational
profitability social media platform NEMCO
to enhance marketing Website
To enhance and business operation
Marketing 10% increase in
Channel income

10% increase in
customer volume
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