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ABSTRACT
 The importance of personal selling cannot be over emphasized. This has informed this study which is on the impact of personal selling on the marketing of beverages. A case study of Milo. The objective, the study among other things include: 
- To determine the impact of personal selling on the marketing of Milo. 
- To find out whether personal selling strategy adopted in the marketing of Milo has any significant impact on the sales volume of the product. 
- To determine whether the personal selling strategy adopted in the marketing of Milo is adequate. 
Based on this, an indepth literature review was conducted on related materials and data were also sourced using questionnaire and personal interview.

The population of study include consumers of Milo, dealers and employees of Nestle makers of Milo. 

Statistical techniques and method such as topman and Bournleys formulaa were used to determine the sample size while tables and percentages were used for the analysis. 

Data collected were clinically analysed and used in the testing of hypothesis formaulated. 

Thus the following findings were made.  That personal selling strategy adopted in the marketing of Milo have positive impact on the performance of the product. 
 That personal selling strategy builds good will  for both the company and its product. 
 In the light of this, recommendations were made on how to effectively and efficiently exploit the benefits of personal selling strategy particularly in the marketing of Milo within Ilorin metropolis. 
CHAPTER ONE

1.1
BACKGROUND OF THE STUDY


Personal selling is one of the components of the promotional mix. Advertising, sale promotion, product, publicity PR and packaging combined with personal selling to form the total of what is occasionally to as promo tools.


Red Molley (a sated by future Cureles, 2022) said that nothing happens until somebody sells something. It is true that all components of the promotional mix complements the efforts of each other towards the marketing of the promotion products but it will not be out of place, if one says that, there is non of the promo tools that make exchanging to be possible if not personal selling it should be remembered that the aspect of marketing that make exchange to be possible is personal selling. A product does not have many utility get to the hands of the consumers. No matter heavy does of advertisement they might have been affected to make the product know and lord pursuit along the distributive retail out lasts. These are one of the promo tools that can replace the vital role which personal selling play in the marketing of the product.


Despite the importance of the other tools, there is more of them that can bring the organization into direct contact with its only the physical contact the prospects are made to be convinced to accept value offered by the organization in exchange for a price sought by the firm.


In a place like United States of America, personal selling is still the major promotional tool no matter the way, it is measured in term of number of people employed, total expenditure or expenses at a percentage selling however, do not only end with the exchange transaction.


Important information is passed down from the company to both the channel members and prospect, they also receive vital information from the firms customers which they pass on to management. Management utilize these data towards the product of move quality offerings for their customers sales people are also know to provide post-sale customers service (which is not possible with the other promo-tools) directed towards the avoidance of customer cognitive dissonance or disharmony that may result from right ofr product brand.


Personal selling involve two way of communication between the seller and buyers in a face to face encounter designed top influence and persuade a person or group with advance in telecommunication, personal selling also takes place over the telephone through video teleconferencing and through interactive computer links. Personal selling has therefore become easier that was some decades before.   

1.2
STATEMENT OF THE PROBLEMS


Personal selling is one of the components of the promotional mix and deal with integrated communication that cut across all channels of marketing products or service in industries. It is a very important strategy which varies with the size and resource of the organization and the length of the distribution channel employed to each the final industrial or consumer buyers.


However, dispute its relevance in marketing activities many studies confirm that personal selling is not without some inherent problem especially on organization performance one of such is high cost of personal selling. Empirical investigation reveals that high cost of personal selling coupled with advertising cost of reflect on the charged by organization of goods produced or service rendered and this subsequently affects their performances.


Also, noted are employment of unqualified sales personal selling and these sums together may lead to the failure of meeting desired objective of personal setting by opinion problems, the study will aim to explore way by which organizations can drive maximum benefit from personal selling therefore, the following problems will be examined.

a.
Establishment of the relationship between the personal selling activities of Nestle Nigeria Plc and actual sale volume. This is because we are not sure of the contribution 16 actually makes on the volume of the products, so we want to know the actual contribution total sales performance of the product to the company.

b.
Ascertain the degree of relevance of other promotional elements.


Personal selling in Nestle Nigeria Plc. This is because when we want to know the actual effect from other promotional tools.

c.
Examination of whether there are logistic problem that make personal selling in effective in Nestle Nigeria Plc plc. This is a problem because logistics plays a greats role if the sales personal activities will function effectively.

d.
Establishment of whether the salesman adequately equipped it will cause the problem emanating from it in term of job satisfaction. There is the saying that when a salesman is adequately motivated and equipped, the sky is his/her limit.

e.
Highlighting the benefit that Nestle Nigeria Plc may get from the use of personal selling. This is a problem the cost of using salesman is high. So we need to know the benefit the company derived from using it.

f.
Assertion selling in the organization, because if these factors are identified, the problem is half solved and solution offered.

1.3
RESEARCH QUESTION

i.
What are the benefit of sales representative in marketing of industrial product.

ii.
How could personal selling influence the increase in sales volume of industrials product?

iii.
How could personal selling build the image of an organization?

1.4
OBJECTIVE OF THE STUDY


The study was basically aimed at providing or organization with information as to how they could derive maximum benefit from personal selling. This become necessary since promotional strategy service different purpose for different organization at different point in time. As a result of its, the organization will need to avoid wastage of resource in term of personal selling.


The study will also determine the extent to which personal selling as a promotional strategy have been impacting on public awareness of the organization consequently on organization performance of the bank.


The study will also provide the basis on which further research could be undertaken therefore the following will be looked into.

a.
To find out the relationship between the banking manager activities in Nestle Nigeria Plc and the sales volume.

b.
To find out the degree of relevance of promotional element to personal selling in Nestle Nigeria Plc Nigeria plc.

c.
To examine whether there are logistic problem that will make personal selling as a promotional strategy effective in Nestle Nigeria Plc.

d.
To highlight the benefit that the organization may get from personal selling identify factor militating against personal selling.

1.5
HYPOTHESIS

Ho: Personal selling does not influence the increase in sales volume of industrial product.

Hoi: Personal selling influence the increase in sales volume of industrial product.

Ho2: The attitude of a company’s sales representative do not build the image of the company.

Ho2: The attitude of a company’s sales representative builds the image of the company.

1.6
SIGNIFICANCE TO THE STUDY


Personal selling has been contributing tremendously to the swift service marketing in Nigeria. It plays pivotal roles in the sales of service especially in a more competitive market and different attitudinal consumers.


The effects of personal selling as promotional strategy for service marketing in Nigeria cannot be over emphasized. It has efficiently survived the economic standard of Nestle Nigeria Plc since existence some decades ago helpful hand in ensuring their financial stability and growth to a high heaven where by aptly rise boost their knowledge on the imperative of information strategies and consequently making their service equally accessible, affordable and unquestionable to the demand and needs of potential consumers.


It has encourage the society to valuable know everything required about service in the market environment personal selling exhorts member of the marketing ambience to equally have the factual information and idea about the content manufacturing policy, standard and economic benefit of a product or service in the market especially a competitive one.


The significant of the study to the researcher is principally to open the mind of researcher in ensuring much familiarity with value and impeccable instrumentally of personal selling as the most suitable tool to be employed in service.

1.7
SCOPE OF THE STUDY


The scope of this research work covers the area of problems associated with personal selling as a promotional strategy service marketing in Nigeria. It emphasized on saving money in the company by Nestle Nigeria Plc Nigeria plc. The area of coverage of this work include the following:

i.
Theoretical Scope 

ii.
Geographical Scope 

iii.
Time Scope

iv.
Industrial Scope

I.
THEORETICAL SCOPE


The theoretical scope is concerned with the idea and principle on which the study is based rather than with practice or experimental analysis. Therefore, this study covers the area of how to manage the performance of personal selling as a promotional strategy for service marketing in Nigeria and tool in marketing product.

II.
GEOGRAPHICAL SCOPE


Geographical scope is study covers the whole Nigeria as a country and its state and local government area where the researcher made use of the resource from the employees of the company as well as the distributors of tier product every region.

III.
TIME SCOPE


The study cover the period of 4months based on the technicality and labourious search for fact, principles and theories about topic pursuing. The analysis and report show that case study has been employing personal selling as there.  

1.9
DEFINITION OF TERMS


Some term used in the study are defined for purpose of understanding the context in which they are used. This is necessary because these terms may be understood by readers in various contexts.

I.
INDUSTRIAL GOODS AND SERVICE


These are goods and service destined to be sold for the purpose of input for further production of good and service.

II.
INDUSTRIAL MARKET


This is a market consisting of individual groups or organization that purchase specific kind of product for sales, for direct use in producing other products or for use in day-to-day operation.

III.
PERSONAL SELLING


A process of informing prospective buyer and persuading them to purchase product through personal communication in an exchange process.

IV.
PRODUCT


This is the element of marketing mix that represents the basic offering being made to consumers.

CHAPTER TWO

LITERATURE REVIEW

2.1
INTRODUCTION


Personal selling serves major roles in a firm’s overall marketing effort. Personal selling is to make sales, making sales includes creating product awareness, arousing the interest of customers, developing product preference negotiating prices and other terms, closing a sales and providing post transactional reinforcement.


Personal selling reduces to the berest minimum the wasted effort by the organization in their trying to reach uninterested audience it is equally more flexible than the other promo-tools tailoring sales representatives to the needs of prospects. The aspect of the promo tools which is the bread gather which turns all employee effort into cash to be well managed and compensated by management due to the impact of personal selling to either make or unmark the organization, the researcher sees an urgent need and concern to look into ways of improving personal selling to impact an organization performance positively. 

Personal selling deals with integrated communication that cuts across all channels of marketing products or service in industries.

2.2
CONCEPTUAL FRAMEWORK


The concept of personal selling involves around the understanding and generalization as concerned with the habit and decision of customers in equally identifying what is to be pursued needed and wanted at a specific period in the market terrain seeking to better understand these the decision tends to put forewords a group roach to service. In this conceptual respective the product to which the service are such as a services is solely and exclusively doing work.


Most consumers when thinking of making a purchase they look first at the raw product when about to decide what they are willing and able to buy. However they are influenced by many factors of which product are only one part. They have high expectation of their requirement over and above the product. This expectation gives customers a sense of satisfaction and creates a feeling of goodwill toward an organization.


This concept of personal selling involves the creation of product awareness and negotiating price also permits the adjustment reserving to adopt services to individual needs of each buyer consisting of the interaction of product pricing promoting and distribution strategies.


Promotional tools are obviously the choice of a target and formulation of the most appropriate promotion mix to influence it. It is a strategies plan which can be constructed to identify business alternative and progress ploy. Establish challenging goals, determine thee optimal marketing mix to attain these goals and detail implementation.


Promotion tools has to do with finding the appropriate market for a product and utilizing all aspects of the promotion such a advertising and discount used to promoted the product to a particular market.


Therefore, to enhance and improve sales policy and standard of a promotional tools, a continuous personal selling policy is necessary which should include transaction and negotiation re-enforcement personal confrontation cultivation and responses. These focus on long-term organization objective and involves planning marketing programs so that they helps in realizing the organization goal. Therefore, remain a conscious approach to accomplishing and achieving a desired end.


The concept of personal selling may be considered synonymously with that of marketing as explained by a layman while personal selling is concerned with selling what has already been decided and is directed towards identifying. The needs and wants of customers an planning of satisfy the customer on the long run Philip Kother, (2002) fundamental of marketing social interest and obtaining profitable sales volume.


Furthermore, the difference between selling and marketing could be compared to the differences between tactics and strategy selling the sales man adopt more and more skills in order to achieve his ultimate objective personal selling can be divided into (3) stages.

1.
Preparation Stage

2.
Persuasion Stage

3.
Final Stage

1.
PREPARATION STAGE: This involves the preparation for sales of the product service which includes everything that takes place the customer is approached.

2.
PERSUASION STAGE: This involves the showing of prospect that a customer needs a particular or service and how best the salesman can solve the needs.

3.   
FINAL STAGE: This is the transaction stage which gives and receives information on the spot of selling. This can be regarded as the spot where every decision is pursued. In conclusion the management of selling function is better carried out with the utterance of personal selling. Through collective bargaining, it helps in bringing service between customers and the organization.

2.3
THEORETICAL FRAMEWORK


The theoretical framework is concerned with the idea and principle on which the study is based rather than with practice or experimental analysis. Therefore this study cover the area of how manage the performance of personal selling as a promotional strategy of service marketing in Nigeria and tool in marketing product. 


There has been a lot of research by behavioural scientist and marketing scholar to examine whether selling is an art or science and various theories have been developed to explain the buyer seller buying process. The process of influencing other to buy may be viewed from four different angles on the basic of different theories thus there ae four of selling by Shreyasi Ghose.

i.
AIDAS theory of personal selling.

ii.
Right set of circumstances theory of selling.

iii.
Buying formula theory of selling

iv.
Behavioural equation theory. 

I.
AIDAS THEORY OF SELLING

This theory, popularly known as AIDAS theory (attention, interest, desire, action and satisfaction) is based on experiment knowledge this theory is very common.


According to this theory potential buyer’s mind passes through the following stages.

1.
Attention Getting: It is crucial step in the AIDAS process. The objective is to put the prospect into the right state of mind to continue the sale talk. The salesperson has to convince the prospect for participating in the fact to face interview. A good beginning of conversation may set the stage for a full sales presentation. The salesperson must apply his social and psychological skill to draw the attention of the prospect to his sales presentation.

2.
Interest Creating: The second step is to intensify the prospect’s attention so that it involves into strong interest. To achieve this the salesperson has to be enthusiastic about the product. Another method is to hand over the product to the prospect and let him handle it. Brochures and other visual aids services the same purpose throughout the interest phase the hope is to search out the selling appeal that is most likely to be effective.

3.
Desire Stimulating: After the attention getting and creating interest the prospect must be kindled to develop a strong desire for the product. This is a ready-to-buy point. Objection from the prospect will have to be carefully handled at this stage. Time is save and the chances of making a sale improved if objection are anticipated and answer before the prospect raise them.

4.
Action Inducing: If the presentation has been perfect the prospect is ready to act that is to buy very often here may be some hesitation on the part of the prospect at this stage the salesperson should very carefully handle this stage and try to close the deal effectively. Once the buyer has asked the seller to pack the product then it is the responsibility of the seller to reserve the customer that the decision was correct

5.
Satisfaction: The customer should be left with the impression that the salesperson merely helped in deciding. After the sales has been made. The salesperson should ensure that the customer is satisfied with the product. The salesperson should sense the prospect mind and brief fits talks.
II.
RIGHT SET OF CIRCUMSTANCE THEORY OF SELLING

It is also called the situation responds theory it has its psychological origin experiments with animals. The major emphasis of the theory is that a particular circumstance prevailing in a given selling situation will cause the prospect to respond in a predictable way. The set of circumstance can be both internal and external to the prospect. This is essentially a seller oriented theory and it stresses that the salesman must control the situation in such a way as to produce a sale ultimately.

III.
BUYING FORMULA THEORY OF SELLING


The buyer need or problems receive major attention and the salesperson’s role is to help the buyer to find solutions this theory purports to answer the question what thinking process goes on in the prospect mind that cause the decision to buy or not to buy? The name buying formular was give to this theory by strong. 


The theory is base on the fact that there is a need or a problem for which a solution must be found which would lead to purchase decision as shown below.

Source: Field Survey, 2025.


When ever an individual feels a need, he is said to be conscious of a deficiency of satisfaction. The solution will always be a product or service or both and they may belong to a producer or seller the buyer develops interest in buying a solution.

In purchasing the solution involve two parts: 

1.
Product, service or both.

2.
The brand name, manufacturer or the salesperson of the particular brand name.



Source: Field Survey, 2025.


The product or service (Brand name) must be considered adequate to satisfy the need and the buyer must experience a pleasant feeling or anticipated satisfaction. These ensure the purchase.


Source: Field Survey, 2025.
IV.
BEHAVIOUR EQUATION THEORY OF SELLING


This theory is a sophisticated version of the “right set of circumstance” and this theory was purpose by Howard using a stimulus response model and using large number of finding from behavioral research. This theory explains buying behaviour in terms of purchasing decision process viewed as a phase of the learning process four essential element of learning process included in the stimulus response and reinforcement which are give below in brief.

1.
Drive is a strong internal stimuli that impel buyer’s response innate drives stem from psychological needs and learned drives such as striving for status or social approval.

2.
Cues are weak stimuli that determine when the buyer will respond. Triggering cues activate the decision process whereas new triggering cues influence the decision process.

3.
Response is what the buyer does.

4.
A reinforcement is any event that strengthen the buyer’s tendency to make a particular response.


Howard believed that selling effort and buying action variables are multiplicative rather than additive. Therefore, Howard incorporated these four element into a behaviourable equation that is.


B
=
P x D x K x V


P
=
Response or internal response tendency. i.e. the act of purchasing a brand or a particular supplier.


D
=
Present drive or motivation level.


K
=
Incentive potential that is the value of product or brand or its perceived potential value to the buyer.


V
=
Intensity of all cues: triggering product or information.


Rovert Louis Stevenion stated, “Everyone lives by selling something” the people who do selling are called salesman, sales representative sale persons account executive sales consultants sales engineers, field representative, marketing representative e.t.c personal selling and salesmanship are some differences between the two. Personal selling is a broader concept Philip Kotler is of the opinion that personal selling involve oral presentation in a conversation with one or more prospective purchasers for he purpose of making sales. Personal selling is a greatly distinctive from of promotion, personal selling is also a two way from of communication. It involve individual and social behaviour. Each person is contracted by face to face conversation personal selling influence the buyer to buy a product.


Personal selling reaches the goal of marketing effort i.e. to increase profitable sales. The purpose of personal selling is to bring the right product into contract with the right customers and to made certain that ownership transfers take place.


The American marking association define the term salesmanship as “the personal or impersonal process of assisting and/or persuading a prospective customer to buy a commodity or service and to act favourably upon an idea that has commercial significance to the seller.


Advertising, sales promotion and personal selling ensure the process of selling of the three personal selling is more important. It contact the concerned persons in person and hence it is more effective.

CHAPTER THREE
METHODOLOGY

3.1
INTRODUCTION


Methodology is the systematic, theoretical analysis of the methods applied to a field of study. It comprises the theoretical analysis of the body of methods and principles associated with a branch of knowledge. Typically, it encompasses concepts such a paradigm theoretical model, phase and quantitative or qualitative technique.


A methodology does not set out to provide solution. It is therefore, not the same as a method. Instead, a methodology offer the theoretical under pinning for understanding with method set of methods; or so called “best practices” can be applied to specific case for example to calculate a specific result.

It has been defined also as follows:

1.
The analysis of the principles of method rules and postulates employed by a discipline.

2.
The systematic study of methods that are can be or have been applied within a discipline.

3.
The study or description of method.


Relationship among methodology, theory paradigm, algorithm and method.


The methodology is the general research strategy that outlines the way in which research is to be undertaken and among other things identifies the method to be used in it. These methods described in the methodology defined the means or modes of data collection or sometime how a specific result is to be calculated.


Methodology does not define specific methods even though much attention is given to the nature and kinds of processes to be followed in a particular procedure or to attain an objective when proper to a study of methodology, such processes constitute a constructive generic framework, and may therefore be broke down into sub-processes, combined or their sequence changed.


A paradigm is similar to a methodology in that it is also a constructive framework. In theoretical work the development of paradigm satisfies most or all of the criteria for methodology.


An algorithm like a paradigm is also a type of constructive framework meaning that the construction is a logical rather than a physical array of connected element. Any description of a means of calculation of a specific result is always a description of a method and never a description of a methodology it is thus important to avoid using methodology as a synonym or body of methods. Doing this shits it away from its true epistemological meaning and reduces it to being the procedure itself, or the set of tools or the instruments that should have been its outcome. A methodology is the design process for carrying out research or the development of a procedure and is not in itself an instrument or method or procedure for doing things.


Methodology and method are not interchangeable in recent years however, there has been a tendency to use methodology as a pretentious substitute for the word method.

3.2
RESEARCH DESIGN


The design of the study is scientifically assured research which allows the administering of questionnaire as its main tool. 


This also requires personal interview which allows the internal and external (staff and customers) to satisfactory reacted over the subject of the behaviour the researcher used this method of scientific approach to investigate on how an evaluation of personal selling tend to suitable promotional strategy for service marketing in Nigeria which was carried out within the terrain Nestle Nigeria Plc Ilorin.

3.3
POPULATION OF THE STUDY


The population of this study consists of 50 selected staffs and customers of Nestle Nigeria Plc Nigeria, Ilorin whose age ranges between for this work was gathered from the Ilorin branch of this bank 30 member of staff and 70 customer who was equally a member of 200 respondents were used as sample size. The information gathered from these categories of respondents was strictly used to generalized for the entire organization. 

3.4
SAMPLING TECHNIQUES AND SAMPLE SIZE

Sampling is the process of selecting a portion of the population to represent the entire population. It is then a subset of the population.  The study of the total population is sometime not possible (Singh 2018) therefore this study incorporated sampling to get a representative of the population. Simple random sampling was used to select the sample size one official from each of the selected women groups was used as the respondent. This gave a total of seventy nine respondents.

3.5
SOURCES OF DATA COLLECTION          


     
This study makes use of percentages table of analysis the data collected for presentation in chapter four as expected. The study employees both primary and secondary source of data collection.


The questionnaire was distributed in the marketing and sales department of the Nestle Nigeria Plc. However, interview and personal observation were also used in studying the simple population.

3.6
METHOD OF DATA ANALYSIS


The procured data for this study were strictly analysis as explained table was constructed for each item of questionnaire to determine the numerical score of each response categories.


This was made easier by the fact the response categories were perceived and scaled item relevant to testing the hypothesis under question were singled out and subjected to chi-square analysis (s2). The analysis accommodate frequency statement which was relevant to the study as it will show whether the finding occurred by change or where the true position of operating in Nestle Nigeria Plc generalization of what is happening in the Nigeria bottling company.


On the basis of statistical analysis, hypothesis were conformed or rejected reasonable and influence draw and comments passed on the finding not directly related to the hypothesis. A comprehensive response the percentage were coded in sample at 0.1 for reliability purpose this giving allowance for minor or error which might have occurred.

CHAPTER FOUR

4.1
DATA PRESENTATION AND ANALYSIS INTERPRETATION 


The statistical tables under neat were drawn to present collected data based on the analysis of the 200 copies of questionnaire aptly filed. Completed and submitted by the respondent. The high rate of return was 100% which was due to painstaking monitoring.


The imperative purpose of presenting the data is to provide complete understanding from the stand point of the researchers. In the research series of questions were drafted out as the questionnaire administering was based on the representative of view of selected members of staff of Nestle Nigeria Plc Ilorin and customers respectively.

4.2
ANALYSIS OF DATA

Sex Distribution

	Variable
	Respondent
	Percentage%

	Male
	150
	75%

	Female
	50
	25%

	Total
	200
	100%


Source: Field Survey, 2025.


The table above shows that 150 respondents at 75% were male. While the remaining 50 respondents at 25%. This depicts male has the highest numbers of population in the patronage of Nestle Nigeria Plc.

Age Distribution

	Variable
	Respondent
	Percentage%

	20-25
	100
	50%

	26-30
	80
	35%

	31-above
	20
	12%

	Total
	200
	100%


Source: Field Survey, 2025.


The table above show that 20-25 year were 100 respondent at equally 50%, 2e6-30 years were 80 respondents at 38% and 31-above has the lowest respondents of 20 at the percentage of 12.

Marital Status

	Variable
	Respondent
	Percentage%

	Single
	115
	60%

	Married
	85
	40%

	Divorced
	0%
	0%

	Total
	200
	100%


Source: Field Survey, 2025.


This table drawn above analysis that, 115 respondents at 60% were single, 85 respondents representing 40% were married. None of the respondent was divorced this means the highest number of people patronizing Nestle Nigeria Plc, Ilorin were unmarried.

Education Qualification

	Variable
	Respondent
	Percentage%

	SSCE
	50
	25%

	ND/NCE
	100
	50%

	Others
	50
	25%

	Total
	200
	100%


Source: Field Survey, 2025.

 
The above drawn statistical table shows that, 50 of the respondents at 25% were SSCE holder same also transpired to others however, ND/NCE holder have the highest number of patronage at Nestle Nigeria Plc, Ilorin statistically 100 respondents at 50% were OND/NCE holder.

Nationality

	Variable
	Respondent
	Percentage%

	Nigeria
	200
	100%

	Non-Nigeria
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025.


The table above reveals that all the 200 respondents at 100% citizens Nigeria.

Question 1: How do you relate with Coca-Cola Company Ilorin?

	Variable
	Respondent
	Percentage%

	Variable
	30
	25%

	Customer
	170
	75%

	Total
	200
	100%


Source: Field Survey, 2025.

 

The above table show that out of the 200 copies of questionnaires shared 30 copies of 25% were filled by number of staff of Nestle Nigeria Plc Ilorin. The remaining 170 copies of 75% were duly filled by potential customer of Nestle Nigeria Plc, Ilorin.

Question 2: How often do you patronize Nestle Nigeria Plc, Ilorin?

	Variable
	Respondent
	Percentage%

	Regularly
	180
	90%

	Sporadically
	20
	10%

	Total
	200
	100%


Source: Field Survey, 2025.


The above statistical table shows that, 180 respondents at 90% patronize the banks on regular basis, while 20 respondents 10% visits the Nestle Nigeria Plc, Ilorin on sporadic basis probably if they had a complaint or a way forward to improving their services.

Question 3: What type of account do you operate?

	Variable
	Respondent
	Percentage%

	Current
	90
	45%

	Saving
	100
	50%

	Fixed
	10
	5%

	Total
	200
	100%


Source: Field Survey, 2025.


The above table shows that 90 respondents which represent 45% operated current account 100 respondents at 50% operated saving account and fixed account was. Operated by 10 respondents 5% of the population.

Question 4: How long have you been patronizing Nestle Nigeria Plc?

	Variable
	Respondent
	Percentage%

	2-5yearss
	150
	75%

	6-10years
	30
	15%

	11-above
	20
	10%

	Total
	200
	100%


Source: Field Survey, 2025.


The above show that, 150 respondents at 75% of population have been patronizing Nestle Nigeria Plc for 2-5. 30 respondents at 15% were between 6-10years and 20 respondent representing 10% have been with the Nestle Nigeria Plc, Ilorin since 11years and above.

Question 5: How would you rate them in term of promotion strategy?

	Variable
	Respondent
	Percentage%

	Excellent
	95
	48%

	Fair
	100
	50%

	Weak
	5
	2%

	Total
	200
	100%


Source: Field Survey, 2025.


The above table shows the impression of customers on the promotional strategy of the bank 95 respondent at 48% rated them excellent while 100 respondents 50% believed their promotional strategy was fair and 5 respondents at 2% opined it week.

Question 6: How did you come to know about Nestle Nigeria Plc, Ilorin?

	Variable
	Respondent
	Percentage%

	Through Advertising
	120
	60%

	Through Personal Selling
	65
	30%

	Through Friends
	15
	10%

	Total
	200
	100%


Source: Field Survey, 2025.


The above table show that, 120 respondents 60% came across Nestle Nigeria Plc through advertising, while 65 respondents at 30% were believed to know the Coca-Cola company through personal selling and 15 respondents represent 10% of the population come to know Nestle Nigeria Plc through introduction by friends. 

Question 7: To what extent has personal selling influence your choice of service?

	Variable
	Respondent
	Percentage%

	Greatly
	50
	25%

	Partially
	140
	70%

	Never
	10
	5%

	Total
	200
	100%


Source: Field Survey, 2025.


The table above painstakingly shows that 50 respondents at 25% believed personal selling greatly influenced their choice of service while 140 respondent at 70% to believe it partially influences their choices and 10 respondents at 5% believed it never influence their choices as far as patronizing 7up is concerned.

Question 8: Which type of promotion strategies ways you consider suitable for the stride of the service?

	Variable
	Respondent
	Percentage%

	Social Media
	60
	30%

	Contests
	60
	30%

	Customer referral incentive program
	70
	35%

	Others
	10
	5%

	Total
	200
	100%


Source: Field Survey, 2025.


The above table shows that, 60 respondent at 30% believed social media was the best promotional strategy for their service progress. Another 60 respondents believed contests was the most suitable while 70 respondents of the population at 35% believed at 35% believed customer referral incentive program was the best tool that can improve their service and some 10 respondents at 5% stood against all the options given by assuming something else was the best promotional strategy to improve them.

Question 9: Personal selling best in Nigeria Bottling Company?

	Variable
	Respondent
	percentage%

	Yes
	100
	50%

	No
	100
	50%

	Total
	200
	100%


Source: Field Survey, 2025.

 
The above at 50% believed personal selling is the best in the Nigeria Bottling Company system. While equal number of respondents opposed that personal selling was the most suitable in the Nestle Nigeria Plc.

Question 10: Which type of the incentive have you enjoyed since patronize Nestle Nigeria Plc, Ilorin?

	Variable
	Respondent
	Percentage%

	Cash Reward
	-
	-

	Big Discount
	50
	25%

	Brand Promotional Gift
	50
	50%

	None of the above
	100
	50%

	Total
	200
	100%


Source: Field Survey, 2025.


The above statistical table shows no respondents has ever enjoyed cash prizes from the banks which 50 respondent at 25% enjoyed by discounts and other 50 respondents at 25% have enjoyed branded promotional gift. However 100 respondent of the population representing 50% were believed to have never any incentive since patronizing Nestle Nigeria Plc, Ilorin.

Question 11: Can you advice a friend toward Nestle Nigeria Plc, Ilorin patronage?

	Variable
	Respondent
	percentage%

	Yes
	200
	100%

	No
	-
	-

	Total
	200
	100%


Source: Field Survey, 2025.


The above drawn statistical table shows that 200 respondent representing 100% of the population believed and confidential with Nestle Nigeria Plc by feeling they can convince friends towards the Nestle Nigeria Plc patronage.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1
SUMMARY


Lots of efforts were made to impact of personal selling as an effective promotional tool in marketing of industrial goods in Nestle Nigeria Plc of Nigeria. Personal selling is one of the component of the promotional strategies, with other which include advertising, sale promotion, publicity and packaging combined with personal selling to form the total of what is occasionally referred to as promotional tools choosing Nestle Nigeria Plc as case study that many of their customers  were adequately informed and accessible to all the service of the bank from of hypothesis tested, it is agreed that promotional strategy through personal selling.

5.2
CONCLUSION


From the research work it a matter importance that promotion is quite necessary for an organization to increase its profit. The impact of personal selling as an effective promotion on Nestle Nigeria Plc Limited is to motivate respective customers to patronize their products and service and it’s also provides a necessary medium to remind customer of the existence of the organization.


Personal selling involves personal commitment by the organization but the relevance and importance that promotion does to the image of the organization which is consequential to increase in profit for out ways the ocst of promotion involves in calculation the enormous publicity generated by and organization through promotion creates awareness of their good and service boost sales make product and services available to the customers and also increase the profit magine if the company.


Therefore, promotion should be seen as an indispensable means of increasing sales of goods and service.

5.3
RECOMMENDATIONS


This research work is designed to assess the impact of personal selling as an effective promotional in the Nigeria soft drinks market using Nestle Nigeria Plc as the case study the organization should be more involves in making use of promotional tools like personal selling trade fair e.t.c. These result in instaneous increase in the profit organization of each promotion in comparison to non-promotional period.    


The necessary funds that will be require for successful participation of the company in trade fair or exhibitions shoveled be readily provide by the management of the organization. This will also facilitate adequate planning by the organization so as to have effective representation at the venue which should be consequential to increase response from customer and marketing communication person education.
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