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ABSTRAC

There is a growing interest o understanding how appropriate alignment between
mdustry strategic markel variables and business performance leads to creating
superior value for buvers, However, previous studies showed that fumiture produced
bv the Northern Province manufacturer failed 1o fullill customer needs. In other
words, the industry is currently a producer-led and not a market-led. As a resull
Northern Provinee manufiacturer lost thewr competitiveness i this industry. The 1ssue
is therefore. to what extend Northemn Pravince manulacturer operate with a marketing
variables and how its affect their husiness performance. This study examines the
efects of marketing variables on business performance in lumiture industry in
Northern Province, The data was collected lrom Northem Provinee  lumniture
manufactures. using convenience sampling method and takes 100 samples for this
studv, This study emploved a correlation study by using a cross-sectional survey
design, which aims to lest the relationship between marketing variables and husiness
performance among Northern Provinee furmiture industry businesses, The results
show that the Northern Province furniture businesses which adopted marketing

variables have better business performance
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