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CHAPTER ONE
INTRODLICTION

LI Background to the Study

The business environment hos become very competitive in the 2lst century due
to the growth in technology, infrostructure ond access to informaotion around the globe,
This hos mode the environment very complex and consumer preferences keep changin
n because of the low switching cost in the market, Due to this increosing demand of con
sumers in the market, manogement of business argonizotions hove to increose their re
cources with oltention focuced more on oltrocting ond retaining its customers [Kotler, 2

L),

The ever incrensing competition in the global market hos prompted orgonizotion
< to be determined and ensure satisfoction of customer needs and wants more efficien
thy ond effectively than ones competitors (Kotler, 1985, Sales promaotion is an initiotive
undertoken by organizotions to promote and increoce <ales, veoge or trial of o product
or services (Aderemi, VDA, Sales promotion refers to the provision of incentives to cus
tomers or to the distribution chonnel to stimulote demaond for o product, it is an import
nnt component of an orgonizations cuerall morketing strotegy olong with edvertising, pu
hlic relations and personal selling. Sales promotion octs os o competitive weapoan by pro
viding an extra incentive for the target audience to purchose or support one brond cver

the ather. it is particularly effective in spurring product trials ond unplonned purchoses

(Aderem, dilld].

Soles promotion is a marketing octivity thot odds to the basic value proposition b
ehind a preduct (e, getting more for less) for alimited time in order to stimulate consu

mer purchosing, selling effectiveness or the effort of the caoles force (Aderemi, cD3). Th
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s implies thaot, sales promotion moy be directed either ot end consumer or ot <elling in

termediaries such as retailers or sales crews.,

Soles promotion con be an effective tool in o highly competitive maorket, when th
e obiective is to corvince retailers to carry a new preduct or influence consumers to ce
lect it cuer those of competitors. Wore so, sales promaotion tend to work best when it s
npplied to items who<e feotures can be judged ot the point of purchosze, rather than m
ore complex, expensue items thot might require hands of demonstrotion (Kotler and K
eller, cUB) Sales promotion includes communicotion eetvities that provide extro vaiye
or incentives to ultimote customers, whole<alers, retailers or ather orgonizotional cust

aomers. It also stimulates sales product trial (Kotler and Keller, dU0G].

Soles promotion tools are used by the most lorge orgonizotions including monufo
cluring and retailers but some of the orgonizations foil to perform ot the high level and
thisis becouse some of the techn’nques uced in coles promotion either con be not cotisly
ing their consumers or sometimes their marketer do not sell their brands well to their

customers, [Arnould, Frince & Zinkhan dd).

Sales promotion refers to any consumer or trede progrom of imited douration th
ot odd tangible value to o preduct or brond. Soles promotion low and vsoge vary around
the world but maony consists of many of the following, promotional pricing toctics, conte
sts, sweepslokes and gomes, premivm and specioities, dealer loeder, merchandizsing m
nteriols, tie-ins and cross promotions, pockaging, trode shows and sponsarship, (Keego

n, clilid].

The success of sales promotion hed o major impoct on organizotion profitability t
hroughout the yeors ond also hos resulted in similor programes being developed by com
petitors, Such promotions show that edvertising is not the only integrated marketing co

mmunication tool with o rich ond interesting history, bt soles promotion and other pro
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mo tools are still very vital means to boost the revenue of any given establishment.

Urganizotion’s profitability and woys of improving it ore hotly deboted isso
es among manogers and scholors, Hence, identifying the cources of varotion in firm-le
vel profitability is an important research theme in economics, strategic manogement o
nd occounting and tinonce (Coddard, et al,, 2UUS)L Subsequently, understanding the det
erminants of heterogeneily in firm profitability s arguobiy one of the most fertile fields
of onalysis both for industriol economists ond stroteg’'c maragement researches [Kolt

uman, et al., 2.

Frofitability refers to earnings of compan’es that are generoted from revenues o
iter deducting all expences incurred during o0 given period (Owolabi & Ohido clld), it s
considered ane of the most important goals that monogement of every company strives
to achieve, without which companies will cense. Ultimately, the goal of the tirm is tom

nximize the wealth of its shareholders by increosing the value of their stocks (Owulahi

A Obida Alld)

However, literature in linance provide evidence of strong relotionship hetw
een earnings ard stock volues. Accordingy, if earnings announcements come os expec
ted or belter, stock prices will increose. On the other hond, if earnings announcements
fell short of expectations, the stock prices will decline /Al-Jofari ond Somman 1G] The
reason is, determining the profitability of manufocturing companies is crucially importao
nt, being the main strotegy economic development, os well os requirement for any cou
ntry edopting an export-orented industrinlizot'on policy within on open economic enuir

orment (Fratheepan, dll4).
1.2  Statement of Research Problem

Apart from the problem of recognition, sales promotion is the most recent prom
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otion in strotergy use by many establishment to boost and increose the market share of
many enterprices. Sales promotion isalso one of the bockbones of any successiul organi
zotion effort in the contest of marketing. Therefore, componies spend o lot of money on
cales promotion. Some companies with [ittle budget for soles promotion have recorded

drastic fall in profit which hos resolted in retrenc hment of workers.,

Some orgonizations are not owore of the impact of soles promotion on phormoce
ptical industry in Nger’a ond the economy at large orgonizotions toassist consumers’ o
ititude towards sales promotion can be seen os a cotastrophic, since the organizotion ¢

annot forecast the demand for product,

Uther orgonization hos not been able to discover the sales promotion strotegy th
ot can be utilized to incrense profitobilily ond coles volume growth in organizotions duri
ng economic recessions, There isalso o minor strotegy syndrome by orgonizotion who ¢
oncentrotes soleiy on type of edvertising methed while failing to realize the potentialily

of sales promotion on turnover relative to other formes of advertisement.

There is also the problem of decoding which choice of coles promuotion oct ity is

cost effective for o specific situation.

Soles promotion compa’gn need to be just ond fair in extension to enahble the riy

ht nudience to henefit from the programme.

However, commun’cation, finance and transportotion focilitates are hardily oder

uate to support the programme especinlly at sell of time.
1.1 Research Questions

M What kind of coles promotion are uced by Tuyil Pharmocestical Industry, lorin, K

wara State to increase profitability?

. Are the =ales promotions done by Tuyil Fhormocestical Industry, llorin, Kworo St
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nte influencing customer in purchasing products?

i, What ore the benetits of <ales promotion towards Tuyil Fhormaoceutical Industry’

< profitability, llorin, Kwara Stote?

1.4  Research Ohjectives
Main Ohjective

To examine the impoct of cales promotion on Tuyil Fharmocewtcal profitahility, 11

arin, Kwara State Nigeria,
Specific Objectives

b To exaomine the kind of coles promotion used by Tuyil Fharmocestcal Industry, 1l

arin, Kwara State.

ih. To examine if coles promotion influences customers in purchasing products offer

ed by Tuyil Fhormaceutical Industry, llorin, Kwaro State.,

. Toexamine the benelit of sales promotion towards Tuyil Fharmoceutical Industr

v's profitahility, llorin, Kwara State.,
1.5  Research Hypotheses

To ochieve the objective of this study, the following hypotheses would be formuloted an

d tested:

Hol: Sales promuation does not hos influence on customers in purchosing products offer

ed by an organization.

Hed: Sales promotion does not affect the rate of turnover in Tuyil Pharmocestical 'ndus

try.

He3: Saoles promaotion hos benefits towards Tuyil Phormaeceutical industry's Profitabilit
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Y.

L6 Significance of the Study

This study will give insights to orgonizotions on whaot kind of cales promotion oppe
nl most tothe nudience who hos the same charocters of Tuyil Fharmocestcal Industry,
Uther marketers make errors on setting up sales promotion compaign due to the foct t
hat they fail to locate preciseiy target nudience. This study will also expoze challenges t
hat argonizotion moy face during soles promotions, This signilicance will show where po
ssihle barriers con emerge so thot o morketer moy hove a power to escape or negotiote

them.

The study will also improve credibility of <oles and/or marketing professionals he
couse the study will reveal challenges thot a company moy foce during sales promotion
nlzo it gives insights on appropriote oudience to torget according to their chorocterist’c

-
e

The lindings obtained from this study will also ke used os reference moterials for

future researchers in the area and in the organization.
1.7 Scope of the Study

This ccope of this study wou'd be on the impoct of <ales promotion onorgonizotio
n profitability in Tuyil Pharmoceutical Industry, Horin, Kwora State, it is concerned with

the validity that exist hetween sales promotion and profitahbility.

its alzo intended to examine how companies use <ales promotion tools in influenc

ing growth, consumer buying habits and toincrease turnover,
1.8 Definition of the Key Terms

Frometion: these are incentives to stimulate the purchose or sale of the product usuall

y in the short term.
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Sales promotion: comprices a wide variety of toct’cal promations tools of the short term

incentive designer to stimulate strong market response.

Advertising: it '= any poid form of non-pre<entation and promoetion of ‘deas, goods or <er

vices by an identified sponsor,

Sales PFromotion: These are marketing octivities ather than edvertising, personal selling
and public ity thot are des'yned to stimulote consumers purchasing ond deoler effective
ness such os demuonstration, context premium, discount and other various non-current

=elling effort,

Marketing: Is a cocial and monegeriol process by which indviduals and groups obtain wh
ot they need ond want through creating ond exchonging preducts ond volues with other

T

Brand: This is a name, terms symbols or designed or o combination of them to identifyin

n goods or servicesamd to differentiote them from those of the competitors,

Sample:ls a part of the population of a subset from the et of unit which is provided by

SOITE Process,
Freference: It means o great interest in or desire.

Ferfect Competition: t s a situation in which there are many buyers and many <ellers i

nwhich no single seller can influence the ruling price inthe market,

Consumption: This is the act of buying and using products,



CHAPTER TWQ

LITERATLURE REVIEW
2l Introduction

This chopter providesa review of the existing literatures on the effect of <oles pr
amotion on organization profitability, The main cections included therein are: theoretc
nl framework, conceplunl framework, critique of existing literature relevant to the stud

v, and summary.
2l  Conceptual Framework

2l Concept of Sales Promaotion

According to Adirika (cU07) defined sales promotion os comething extra that con
nrouse interest, create o buying desire, spark an immediote reoction from customers,
middlemen comparny's soles force. He further exploin that sales promotion s o nome th
ot is npplied to special kinds of sales secelerating, personal selling or publicity, it is consi
dered os o special selling effort. it consist or short terms incentives designed to stimuln

te huying action.

While nceording to S N WMoamaoh [cU10) exploined thot sales promotion s differe
nt from promotion for <ales. He further exploined that promaotion for soles invoives all p
romuotional efforts including edvertizing, personal selling and publicity while on the othe
r honds defined <aoles promotion os thoce marketing octivities other thon edvertising, pe
reanal selling ond publicity that are designed to stimulated consumers purchosing and d
ealers effectiveness such os demonstration context premivm discount and offer various

non-current selling efforts,

2l2 Ohjectives of Sales Promotion
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The ohjective of cales promuotion = to encourone purchose by improving the valu
e of 0 brand. An orgonizotion moay honts for the need for coles promotion option in orde

r to achieve certain ohjectives these ohjectivesare as follows:

i Fegain Buyer/Consumer Altent’an: In spite of the foct that a lot of awareness b
ns earlier been created through the use of edvertising, part of his owareness us

e may at the maturity stage be declining in terms of achieving sales.

b. To Achieve Cuick So'es: Sales promuotion os incentives bocked technques is com
etimes oimed ot quick sales, especialiy during o given peried in the husiness col
endar semionnualiy or annually by woy of clearing goeds in stores inorder to si
mplify inventory taking and restocking).

= Mew Freduct Intreduction: A successiul launch of a new product moy not be oc
hieved through edvertising alone seeing is believing. This is why certoin product
s must he given a during product introduction os free sample.

d. Frevide o Drog-Net for Fishing: The incentive offered s ke a fisting net, it i= dir
ected at non-brond users totry the brond and to reward brand foyal uzers to co

ntinuing with their loyalty.
=8 It helps to stimulate sales in off-senson

cld  Types of Sales of Prometion

Escentolly, cales promuotions are cotegorized into three depending on the initiot

or and the target of the promotion,
Theze include:
Consumer promotions

Consumer promotion are those efforts aimed ot influencing the trial consumer

Eom’duro, clllii]. They are promotions offered by manufocturers directiy to consumers
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Blottherg and Neslin, 1550]. Such promotions are des’gned to motivete consumers to i
mmediate {or nearly immediote] oction (Courtlond and John, 15921 Consumer's promuoti
on technques con be vsed to drow people into o particular store, to induce new produc
tor to promote established preducts, To occomplish this tosk, markets hove developed

nuite o variety of sales promotion techninues or tools,
Retailer promotions

Retoiler promotions are promotions offered by retailers to consumers. Theze inc
ude ollvwances and discounts, foctory-sponsored in-store demonstrotion, trode shows,

soles contests, cooperative advertising, ete,

Trade promotions

Trade promotions are promotions offered by manufocturers toretailers or other
trode entities [Blolthery and Neslin, 1550), They are the ospect where the manufocture
ris concerned not only with promoting the product to the consumers bot also with whe
ther the product is on the retollers” shelves when the customers go to the store to huy

(euyala, 1998).

Consumsr
promaotion

Retailer

Consumer



Fig 1: Types of Sales promuotion.
cl4 Importance of Sales Promotion

Sales promotion s inecreasing becoming importance in marketing os o way of incr
ensing the demond of product/cervice, sales promotion octivit’es are usually used to pr

oduce immediate short terms sales.

While o marketer uses odvertising or personal <elling either non o continuous or
cyclical bosis, soles promuotion oetiities makes valuable contribution to marketing effect
weness by supporting edvertising, personal selling and publc relotion octivities ond the
re by increoses producers profit specitically soles promotion preducer profit, Specilical

Iy sales promotions have the following uses,

Frices Determination: Sales promotion permits marketers to proct’ce price discriminag
tion, chonging different customers, price to different customers price diserimination, o
lso exploins the use of coupon and price special oimed ot the more price <sensitive cons
pmers who will make effort on his preferred brond. Sales promotion also enables produ
cers to proctice price discriminotion over time by edjusting to variotion in demond ond

supply.

Trede Eehoviour: Sales promotion alzo encourage the trede to provide temporary displa
y price cut odvertising features that makes customers buy come gquantities from troder

s to consumers,

Sales promotion enables preducers and their marketers to reach the deal pone to cust
omers and encourage the consumer to switch, Though sales promoetion, consumers are

exposed to pew products there by reducing the risk in stocking new product,
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215 Problems of Sales Promotion
Sales promotion hos the following negative effects and they are:

Dearth and information: There is usualiy Ittle or no information to be given, there s e

ually problem of an approoch time of the sales promotion offer.

Further problem foced in the use of sales promotion is that of illiterocy, ‘gnorance, con
ceruationand sentiment even if the promotional messoge s clear the metheds of entry

15 usually highly procedural.

Froblem of dishonesty: The arqanizers of a cales promotion campa’yn may exclude cert

nin people from participating in the interest of foirness.

Ro'e confiict: ideally, the brand manoger s in charge of manoging the <ales promotion p
rogramuimes, but when the incentive is altroctive the brond monoger moy not be guen o

free hond to run the soles promotion progromme.

Fregromme distribut’on: The distribution of incentive may not be done freely os expect

ed the distribution even he directed tothe wrong sources,
216 Planning Sales Promotion

When it comes to considering the range of =ales promaotion tools and techninues

we all face with almost hewildering verity.

Two excellent review of the range of tales promaotion tools are those given by Dn
vidson (1987 ) ond Coulzon Thomas [1583) The intention here is to point to the users of sal
es promotion in morketing planning together with some of the vsers which arize inon o
ttempt to monage this element more effectively with many varieties of <ales promotion
techngques, however, we need to be sure thot the plonning of sales promaotion is syste

matic,

—
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The starting point in planning of sales promotion s the identifcotion of the target

nudience and specific ohjective we intend our sales promotion toachieve.
The following are the factors to bhe considered in planning sales promotion stratengy;

Nature ef the Morket. Thiz means the <ales, the locat’on compositing, exposure, and d

emuography.

Culture of Tredition: This takes into occount the perception of the incentive in termes of

the culture religions, economic and social class as well as political conside ration.

Cest Copsderation: The <eller shou'd be able to gscertain the impoct of the incentive ¢

nst of the profit realize.

Competition Nlidd'lemen can organize competition for members of the public as o way

of creating owareness, stimulating interest and desire in order to enhance sales,

Frometiongl Ob’ectives; The promotion should be selected on the hos’s of promotional o
hiectves, loss leoder pricing is a short term incentives for ottrocting buyers to the sho

p.
22  Theoretical Review

2.2l  Sales Promaotion Theory

Soles promotion s giving the customer something extra, rewarding them for the

ir behovior on this particular purchosing occasion, There are cseveral theories which sup
. e H [

port the concept of reward os o0 motvator, The conditons of cales promotion ore closs’c
ol and aperant conditioning, Whereos closs’cal conditioning is largeiy oscocioted with od
-, —_ . e
vertising, operant conditioning is seen as an explonotion for consumer behouior in reloti
on to coles promotion. Operant conditioning sugnests the response of the indwidual is

kely to he affected by positive reinforcement {reward),
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Negotive reinforcement {punishment] the affect is likely to cense when the reinf
arcements are taken owoy. Edwaord Thorndike sugnested thot the ‘low of effect’, which
hed to dowith positive and negotive concequences of octions, is also relevant to sales pr
omotion. The low states that the concequences of behavior now will govern the consequ
ences of that behouior in the Tuture. In other words once a buying pattern is ochieved it
will continue into the Tuture, John Watson, LS psychologist and founding fother of Ame

rican be hoviouralism, introduced the conce pt of shaping, chaining, and priming.

Shaping: John Watson states shoping suggests that afiral response con be exploined os
‘nppearing ofter preceding octs which; token together, constitute o chain of successive
npproximations’. Shoping breaks the desired behoviors in o ceries of stoges and the par

t= are learnt in sequence.

Chaining: Chaining sugnests behoulor emerges from cequences of octions in which the
preceding action becomes the diceriminotive stimulus for the final response (induceme

nt > purchase),

Friming: De Felsmocker (cUU]) states, priming suggests thot a short exposure to o parti
cular stimulus can evoke an incrensed drive to consume more of a preduct, So this all t
heories offer renzons why we con motvate people to buy mare by offering incentives ol

though the continuation of these he hoviors s open to douht,
22.2 Pull Theory

The Full Theary is about trying to market directly to customers to increoce their
demand for your preduct, Advertising and tie-ins with other preducts or services is the
key to this strotegy. The theory goes that if you incresse the demand for your preduct b
y consumers, they will in turn demand the product from retailers, retailers will deman

d more of your product from wholesalers and wholesalers will demand more products f
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rom you. This is o woy to increose your soles without decreasing the sale value of your
merchondise. Most of the costs are in odvertising, <o using o tie-in with arelated produ

ctoor service con disperse this cost ocross both companies.
22.3 Push Theory

Using the Fush Theory, you con incrensze sales by creating incentives to wholesal
ersor retoilersto sell more of your product, In this method you wou'ld offer discounts to
wholesalers or retailers who buy your product in bulk, This Teoves them with more of yo
ur merchandise on hand and drives them to sell more of your preduct, Giuing them the
hara discount "pushes” them to buy more of your product ot a lower price to increoce t
he omount of money they make. In turn they must " push” your preducts to customers b
ecouse they will make o better return on them than on similar preducts supplied to the

m by your competitors.

2.4 Comhination Theory

This theary requires both of the above theories working together, The "push” s o
ced to get more products into the honds of retailers ond wholesalers while edvertising o
nd product tie-ins with other products ore veed os a " poll” to get more people towant t

o by the product,
2.3  Empirical Review

This cection concentrotes in writings from other researchers pertoining to this st

udy.

Soles promotion s a key ingredient in market compaigns and consists of a divers

e collection of incentives tools, mostiy short term desiyned to stimulate quicker or gren

—
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ter purchose particular preducts or services by consumers, Sales promotion are those

nctivities other than stimuolate consumer purchase, (Kotler, 1997).

According to Cdunlomi and Counsij, (cU) intheir recearch study “effect of soles
promotion os o tool on orgonization performance (o cose study of sunshine plostic comp
any;", found that majorily of respondents cccepted the foct that <oles promotion aifects
company <oles volume especialiy when is organized occording to degree of competition.
Alen the recsearcher concluded that the effective implementotion of coles promotion too
ls leod to increase in <ole volume and higher protit, the effectiveness of sales promotion
can sustain life of o foiling preoduct, suificientiy toenahble its recover from its decline an
d <oles promotion is important ot all fevel of product life cyele but it is more importont

nt the introduvctory and growth stage,

The research conducted by Fouwels, Silua-Risso and Hanssens, (D3] depicts th
nt the effect of cales promation on firms' revenue which they call os first line performa
nee, firms' income which is boltom line performance and on market to book value rotio
which s named os firms" values s encouraging for the short term. While in the long run
the zales promotion is positive for top line performance but it is negative for bottom lin
e performance and firm’s value. This proves the foct that impact of <oles promotion on t
he value of firm is not in the long run, but in the short run it hos positive impoct the pro
fitahbility of the firm. The study conducted by us combines this ospect with the long ter

m impact of sales promotion.

In another reseoarch conducted by Fouwels, (cUU2] in his study Short Term and L
ang Term Impact of Soles Fromotion on Organization Frofitability (A comporative study
between Conven‘ence and Shopping goeds) be exaomined the permaonent impoct of cole
o promotion on occumulotive annual cales for the two product cotegories which inciude

storahle and perishable products, it wos found thot perishable and storable product cot
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eqories lnck permanent effects of cales promotion. Furthermore it is revealed that effe
cte of sales promotion are short Tved ond persist only on overoge & weeks and ot most e
‘ght weeks for both preduct cotegories, The research’s resuits prove the common cone
ept that soles promotion makes oniy benelits which are temporary for the estahlished

brands.



CHAPTER THREE
METHODOLOGY
10 Introduction

Ceneraly, this chapter deals with the actvities invowed in the collection of nece
seary dota and informotion required for the finding that will makes the research work v
nlid.

The purpose of this research is to examine impoct of sales promotion on organiz
otion profitability in Tuyil Pharmoceutical Industry, llorin, Kwara State, Nigerio, it explo
in the various procedure or technigue that are followed and the instrument vced in coll
ecting the dota or information required for the course of this study.

11  Research Design

This study edopts descriptive survey research Lype. The descriptive survey resen
rch type was cons’dered suitable for this study becouse it allows the respondents to ve
w and analyse the opinions or views of the respondents without been hios or manipuloti
an.

12  Population of the Study

In the woy of gothering importont or vital and timely informaotion on this recearch
work, the surveywos conducted and it is oimed ot enabling the researcher to determin
e 0 particular situation from the reaction of this subject concerned with study,

The reason of defining the population in this research work is not just to identify
the element but to enhance the meosure ment of certoin charocterist’cs which con he
eliminated ond clossilied cecording to the requirement of o particulor survey. Further
more, this research work on the population of the study shall be limited to the entire st
off and monogement of Tuyil Fhormaoceuticol Industry, llorin, Kwara Stote. The stoffof T

uyil Fharmocestical ledustry, llorin, Kwara Stote, is further sub-divided into senfor ond

N |
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junior staff form the dota ovailable from Tuyil Fharmaceostical Industry, llorin, Kwara St
nte. This study convers tifty-three (53] cenior stolf and forty-seven (47] nven to total po

pulation of One hundred (1),



131 Sample Size and Sampling Techniques
Sample size

A stondord sampling technigue wos used in celecting staff from which the compo
ny wns locoted, According to Fedro (201, cl% cou'd be used has the cample size, S0%
of U0 is equal to cll which reprezent the entire population which is bos’colly selected fr
am various deportment of the compony, Saompling inresearch project gives the researc
her room for thorough study complete coveroge from all populotion. it enohles the rese
archer to abtain a quicker result,

The sample size using Taro Yomane 1967 is formulated below:

n = Sample size

N = Mo of population

e = Dengree of error (5%

n= 24
n = Hil
Sampling Technigue

In this research, the methed used for celecting camples torepresent the populot
on of study wos simple random sampling. In simple rondom sampling, members of the
populotion of the study staff were drown randomiy in the sample. The recearcher odopt
ed random compling technigue to moke sure thot every element in the populotion hos t
he same chance of being drown in the scample. The sampling technigue used in this res
earch work 's method where novarinhle s yced. The number of respondents wou'd be
divided by the responze level such os strongly agreed, dischorge strongly disogreed and
undec'ded, Strotilied sampling technigue would alzo be cdopted to celect the responde

nts from the study populotion, The sampling technigques odopted cotegorize element of

N |
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the population into strota on the bosis of vital characteristics. The methed wos uze espe

cially hecouse of its efficiency in maximizing the required time.

Fe = How Total x Column Total

Grand total

14 Nethods of Data Collection

The method of dota collection to be used for this study are the primary and the s
econdary source, The Frimary and secondary doto entails the edministration of questio
nnaire to obtain dota about chonge monegement and corporote performaonce amonrg sto
if of Tuyil Pharmaceustical Industry, lorin, Kwara Stote. The questionnaoire wou'd be diui
ded into two parts nomely bic-dota information and performaonce appraisal of stoflf pred
yetivity, The edministered questionnaire by the researcher ond researcher ossistant fo
r ensy odministrotion of the instruments tothe respondents ond which wou'd be collect
ed ot o loter date, Alco, the ceif-odministered questionnaire wou'd be followed up with
personal interview in such o way that it would gue rooms to acguire the reoson, effect
5, merts ond demerits of the contribution of sales promotion on organization profitabili
ty, being o case of Tuyil Fhormaceutical Industry, llorin, Kwara State, Migeria,
15  Instruments of Data Collection

In this research, the instrument use: personal inte rview, sample that is random
campling methed (to auoid bios), questionnaire, textbooks, presentation in ceminor and
journals,

M. Luestopnoire: They are queston stotement formats tapping reedily auailable inf

aormation. They contain carefuliy selected questions about the construct being m
posured by the researcher fixed aiternotive type of guestionnaoire s being uced |
n specific fromes of reference.

i, Textbook Fresentot 'vn of Semingr: 'n this area of study moy reveal useful inform

ation of interest to the research,

N |
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i, Jowrna's it is oot lkely thot he will find recent and current a tide relevant to his
research that hove not yet appeared in the appropriote index.

. Intervew: it = a foce-to-foce interoction situation in which the interviewer asks g
vestion directly and the interviewee is expected torespond to the question oske

d,

16 Methods of Data Analyses

Doto collected wos anoiyzed, summarized and interpreted. Tables were formula
ted for ensy understanding of the information thot wos ocquired from guestionnaires, D
escriptive stotistical technigues invowing total ccore and simple percentone were empl
vyed. Eoch table waos followed by logical explonotions or interpretotions of the results of

the tahle. The technigue adopted is regression analysis.

17  Historical Background of the Case Study

Tutil Fhormoceutical Industry. Ltd is o privately cowned business ond wos established on
the lst of Moy, 99600 lorin, Kwora Stote, ot Mo 22 Stedivm Roed, lorin Kwara Stote, it
s a Fharmaceutcol company that manufoctures both human and animal preducts inciy
ding potable table woter. Due to its ropid expansion in production octivit’es, the compan
ny moved to its permaonent site at No /2 Mew Yidi Roed, llorin. Kwaora State on the dod

of June, clUS and wos commissioned by Governor Bukola Saraki and former Director of

NAF DAC, [Late] Frof Dora Akuyil s special guest.



CHAPTER FOLIR
DATE PRESENTATION, ANALYSIS AND PRESENTATION
41  Introduction

Every research is pursued to get the relevant findings of the study by which the coneciy
sion of the research can be drown and the objectives of the study are evaluated in ter
ms of the respondents of the samples. This cection of the research will initinte the resul
ts of survey questions that hove been conducted on the samples to find out the outecom
es reqgarding ohiectives, This survey questions hove been designed in quantitotive formao
t and thus the findings will be shown with different quantitative meosures, The anoiysis

of the gquantitative dota is elaborated in the following:
42  Demographic Profile of the Respondents

'n conducting the survey and anolyze the lindings of the results, demogrophic anolysis i
s an importont part, Demographic anoiysis dictotes the noture of demogrophy of the <o
mples who took part in this survey, The survey questionnaire contains some demuographi
e guestions emphasizing the name, oge, gender, educotional qualificotions and professi
onal stotus of the respondents. Demographic analysis will support the survey resuits in
relation to the relevancy of the reseoarch issue with the right demography who octualiy

reflects the cons'deration of the impoct of <oles promotion on orgonizational profitabilit

Y.

Tahle 4.2.1 Gender of the Respondents

Gender Frequency Fercentaoge
Wiale Gh GEM
Female 44 440




\ Total 100

Source: Field survey, 2025
The ahove tahle represents that the respondents of the survey were SE% male and 4

A% female. So, the researcher got more male respondents than the female responden

ts.
Tahle 422  Age
Age Frequency FPercentage Cumulative Percentage
Below 2l H H% H%
1l-35 b 6% 440
36-50 A1 A% B4 %
51 or ahove I 16% 100%
Total [ 100%

Source: Field survey, 2025

The age of the respondents is crucial for this research os the age of the respondent can
define the experiences of products and <ervices. In this term poper, the below cll-year-
o'd respondents were B%, cl-3%-year-old respondents were 36%), 36-5-yenar-o'd respo
ndents were 40%, and the Sl-year-old or above respondents were 6%, So, from the o
noiysis, we can see thot the most respondents were 36-5U-year-old which is a good thin

r for the research as they are all experienced.,

Tahle 4.2.3 Education Qualification of Respondents

Respondents IF requency Percentage Cumulative Percentage
Below B, 5 ch bl ht
B.5c/HMD Bl = HG04
Frofessional 15 1504 100%

Total 100% 100%




]

Source: Field Survey, di25,

L

The ahove tahle shows that only 25 respondents were below unversily qualificotion whi

ch represent 5% while B have first decree on HM D which is from BU% of the total re

spondent 15 respondent were professional gqualificotion with cuer 15% of them being ed

peated upand ahove the B.5c level.

Tahle 4.2.3 Sales Promotion affects Company Sales Uolume

Scales Frequency Percentage Cumulative Percentage
Strongly Disogreed 11 1% 1%
Disagreed 19 19% AWy
Meutral H H L
Anreed e A2 BU%q
Strongly Agreed dl 1% 100%

Total 100 100%

Source: Field survey, 2025

Tohle 4.2 3 above shows that cll% of the respondents strongiy ogreed, 42% ogreed, 11%
strongiy disogreed and 15% disogreed, while E% are neutral, This s'gnifies thot the notu

re of products determine the type sales promotional strotegies to be odopt by the orgo

mization.

Tahle 424 Sales Promotion helps to Increase the Profit of the organization

Scales Frequency Percentage | Cumulative Percentage
Strongly Disagreed G G0 G0
Disogreed cd c 3% cH
Meutral / /M 5%

Anreed 410 41 /9%
Strongly Agreed 5 ol 100%




Tatal 0 10N%
Source: Field survey, 2025

Table 4.2.4 above indicotes thot £5% of the respondents strongiy agreed, 40% agreed,
G strongly disogreed, 23% disogreed ond 7% were neutral with the statement. This

means that the profitahility of the organization s determine by sales promotion,

Table 4.2.5: Degree of Competiton Determines the Sa'es Promotion of the Crgonizati

on
Scales Frequency Percentage Cumulative Percentage
High G 5% £a%
Wl ode rate 45 45% 7%
Low 15 15% B2%
Lndecided 15 15% 100%
Total 100 100%

Source: Field survey, 2025
' analysis of table 4.2.5, 45% of the respondents indicote thot the degree of competiti
on s moederote, 25% shows high degree, while 15% indicotes low ond undecided, This s
hows that the degree of competition in the market ploce determines the soles promoti
on of the organization.

Tahle 4.2.6: Sales Promotion Enhances the Purchase of Organizational Products

Scales Frequency | Percentage |Cumulative Percentage
Strongly Disagreed / e /%
Disagreed 15 15%0 oo
Meutral I1 1% 3%
Anreed 43 4 I /b%




Stronnghy Agreed o4 4% 100% |
Total 100 100% |
Source: Field survey, 2025

Tohle 4.2 b above establishes thot 4% of the respondents strongly ogreed, 43% ogree

d, while 7% strongiy disogreed and 5% disegreed, while 1% were reutral, This implies

that the purchaoses of the organization products are determined by sales promotion.



Tahle 4.2.7: Sales Promotion helps in Increasing Market shares of the Company

Scales Freguency FPercentage |Cumulative Percentage
Strongly Disogreed 9 9% 9%
Disagreed 11 1% %

Meutral (E 13% 3%

Anreed 45 45% /%

Strongly Agreed o et 100%
Total aa 100%

Source: Field survey, 2025
Table 4., 7 above, designate thot /2% of the respondents strongly agreed with the stat
ement, 5% ogreed, 5% strongly dizogreed, 1% disogreed, while 13% were neutral. Th
s connote thot the sales volume and morket share of the orgonizat’on ore enhonced by

effective sales promotion.,

Takle £.2.8  Does zales prometion have infivence on customers in purchosing preduct

s offered by an organization?

Scales Frequency | Percentage |Cumulative Percentage
Strongly Disogreed It 0% [LET
Disagreed G Ll 15%
Meutral 5 L% %

Anreed /U 7% 9%
Strongly Agreed I\ (1L 100%
Total aa 100%

Source: Field survey, 2025

Tahble 4.2 B above establishes that 1% of the respondents strongly ogreed, 710% ogree
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d, while 10% stronmgiy disogreed while 5% disogreed and neutral respectiveiy. This impli

es thot soles promotion hove influence on customers in purchosing products offered by

an arganization.

Tab'e £.25. Does :oles prometion affect the rate of turncver in Tuyil Pharmeceut’cal |
ndustry?

Scales Freguency Percentage | Cumulative Percentage
Strongly Disogreed G G 5%
Disagreed Il (L 15%
Neutral G G o
Anreed b5 B5% H5%
Strongly Agreed 15 1504 100%

Total a0 100%

Source: Field survey, 2025

Tahle 4.29 ahove indicotes that 15% of the responde nts strongly agreed, 0% agreed,

G% strongly disagreed, 0% dizogreed and 5% were neutrol with the stotement. This m

eans that sales promotion affect the rate of turnover in an organization.

Tab'e 4.2.10: Soles prometion hos benetits towards Tuyil Phormeceutcal 'ndustry's Prof

itahility.

Scales Frequency FPercentage lCumu lative Percentage
Strongly Disagreed G Gl G0
Disagreed 1Ll 1L 15%
Neutral 5 Gl %

Anreed b5 B5% Ba'%
Strongly Agreed 15 15%, 10094




