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ABSTRACT
Sales promotion generally has very dominant role to play in efficient marketing activities of any business organization and it has become the fastest growing segment of the promotional mix. Promotion is a communication of information between the seller and the buyer to change attitude and behaviour. It can also be said that marketing communication activities attempt to inform and remind individuals and persuade them to accept resale, recommended or use of a product idea. Moreover, for the desired profit to be achieved in any organization, sale promotion must be made and also make the company’s product to vane right uses. The right sale promotion programme must be applied and the producer may prefer to implement sales promotional activities as major channel of communication with supplement to other forms of communication tools. The objectives of this research topic aim at finding solution to the effects of promotional campaign as consumer buying behaviour in Nigeria. The methodology of this research focus on the purpose of the project literature search and survey of knowledgeable person who have ideas on the subject of the work study and measurement would be sought. The findings shows that promotional campaign has a greater effect on consumer buying behaviour. The researcher which to the recommendation that marketing department should pay more attention into consumer buying behaviour and develop more dependable adaptation strategies. 
Key words: promotion, promotional campaign, consumer, consumer behaviour.                  

CHAPTER ONE
1.0 INTRODUCTION
This chapter discussed general background of the study, statement of the problem, research objective, research question and research hypothesis.
1.1	BACKGROUND TO THE STUDY
	The continued existence of any business is a function of its ability to capture dynamic environment. The success of any company is also a function of the successful performance of various marketing activities such as branding, pricing, product development, promotion and the selection of effective channel of distribution by the marketing execution executives. Consumers who are personally householder uses of company’s product are different in their purchasing and consumption patterns.
	Specially, sales promotion is an important aspect of promotional tools is more widely accepted in soft drink industry. Promotion programme is designed to involves more customers and to sell the product that is known and yet to be known. It may also contribution to the building of awareness or favorable attitude. They are primarily used to achieve a lot of awareness and varying degree of response on the part of consumers. Many companies have engaged in sales promotion activities, the most popular ones are super Express’ competition campaigns, price reduction, tradeshow, coupon, free samplings etc.      
Consumer buying behaviour can be seen as the way consumer buy and react in an exchange process covers both the behaviour of the prospective buyer and that of the household users. Consumer behaviour are human beings respond way and their level of awareness and response. Very in relation to potential buyer interest attitude; level of caption etc. 
	This behaviour can be measured in term of campaign between sales volume and after sales promotion campaign programme. The result of this could come in terms of increase in sales of such product which went through sales promotion. www.google.com. 
1.2	STATEMENTS OF PROBLEMS OF THE STUDY
	There is a need for product to complete with another product in the market, place, which makes promotion an essential variable in achieving competitive edge. Also, it was observed that promotional mix required a huge amount of money to embark unit. Therefore, all problem will be critically examined.
1. How do organization manage their promotion strategy in other to challenge other products in the market place 
2. Does promotional campaign help the organization to persuade more customers.
3. Do people appreciate the promotional programme being used by the company
4. Is there any provision for after sales buying in other to access if customers were satisfied or not. 
1.3	OBJECTIVES OF THE STUDY
	The main aim and objectives of the study to highlight the impact of sales promotion on consumer buying behaviour. The project is aimed at finding out the course of positive and negative derivation of the actual sales promotion activities being used and recommended corrective. Action Also, the study aims at buyer’s behaviour as it related to buyer sensitively awareness, attitude and intention and to examine the flow of information. 

1.4	RESEARCH QUESTION
	This research work will intend to provide answer to the questions
1. Can organization rely on promotional campaign to persuade more customers?
2. Does organization need to study the customer attitude towards the company’s product?
3. Does promotional campaign determine the sales volume of an organization?
4. What gain those promotional activities provided to an organization
1.5	RESEARCH HYPOTHESIS
	Ho: Promotional campaign does not affect consumer buying behaviour 
	Hi: Promotional campaign has no impact on consumer buying behaviour
	Ho: Promotional campaign has no impact on consumer buying behaviour 
	Hi: Promotional campaign has impact on consumer buying behaviour.
1.6	SCOPE OF THE STUDY
	The study will cover a sales promotion of Nigeria bottling company to his customers who are majority who have the wide sales, retailers and individual consumers in Nigeria. The scope of the study is gathered from the research manager of the company. The manager gives a vital explanation on the sales of its products nationwide particularly in ilorin. 



1.7	SIGNIFICANCE OF THE STUDY
This research work will be of great benefit to these following groups:
1. The company 
2. The library
3. The general public
4. The researcher
	The company: - This research work will be of advantage to the company’s because it will help them to direct the company’s product to the right users and the right sales promotion programme to be adopted. Also, this write-up is needed because prospects are no longer conscious about certain promotion as it was used to before. It also helps the advertising agencies to know the better method of designing sales promotion programme in the best way that will appeal to consumer. It is more important so as to give solution to all sales and to attract new potential consumers to it and enhance better company’s image.
	The library: it is of great benefits to the library because this project work is a viable one and it will be useful to so many students that needs to know anything pertaining to the project topic 
	The researcher: It will be of great benefits to the researcher because it helps to widen the know ledge of the researcher and increases the researcher thinking.
	The general public: It so much help the general public for instance, a writer that needs some information pertaining to this study. The research work will be of review to the writer. 

1.8	LIMITATION OF THE STUDY
	There are lots of factors which limit the researcher ability in carrying a wide study of the write-up out of which included the following factors: 
1. Financial constraint
2. Time constraint
3. Respondent constraint
Financial constraint: The study of this write-up requires a lot of time, the investigation was faced with conflict with some other programme that the researcher engaged into, such that the project work and academic were competing for limited time available for the researcher. But still, the researcher manages to make use of the little time to reach the peak of the study.
Respondent constraint: this are the major problems researcher face from the respondent in such a way that some organizations restrict their employees from disclosing some secret to the researcher. 
Respondent constrain: respondents are shy and afraid to give out information. Despite the assurance by the researcher that the information given would be treated confidently 
1.9	DEFINITION OF TERMS
 ADVERTISING: any impersonal forms of communication about ideals, goods or service that is paid for by an identified sponsor. It is paid form of non-personal presentation of ideals goods and services by an identified sponsored. It is creation of awareness of production 
ATITUDE: Feelings that expresses whether a person likes or dislikes object in his or her environment (According to pride and ferrel marketing 4th edition). Symbol of combination of these elements that is intended to hole entity the goods and services and differentiate them from those of competitors.
BUYERS: Joan Frain, in principles and practice of marketing 1st edition defines this as “the purchase of a product in the exchange system”
COMMUNICATION: The process of which a seller transferring message regarding his product to the target market (according to pride and ferrel marketing 4th edition).
CONSUMER: In the exchange process who uses a product 
COUPON: A dedication from the list of prices in the form of cash or something else of value.
GOVERNMENT MARKET: A set of federal, state country in local agencies that buy goods and service for use in meeting social needs. 


CHAPTER TWO
2.0	LITERATURE REVIEW
2.1	CONCEPTUAL REVIEW
The independent variable on the study is promotional strategy. It as the combination of the different channel that can be used to communicate the promotional message to the consumers. The channels to be used are advertising public relations and publicity, personal selling, sales promotion and direct marketing tools that the company uses to persuasively communicate customers value and build customer relationship (Armstrong and Letter, 2009).
Asiwhoa (2000) viewed marketing promotion strategy as the design and management of a marketing subsystem for the purpose of informing and persuading present and potential customers and clients. The promotional elements are organized, for organic, for example, advertising can be seen as the taking of the horse to the stream whole personal selling is forcing the horse to drink some water.     
Osuagwu (2002) submitted that promotion strategies are substantial importance in the efficiency and effectiveness of a company’s marketing efforts. He further argued that marketing promotion elements play varying roles towards the achievement of corporate marketing goals and objectives. Adetayo (2006) opined that the overall promotion effect usually includes several individual promotion strategies. He defined promotion strategy as an interrelated serves of promotion activities designed to accomplish a specific objective. The goal of promotion management according to Adetayo (2006) is to ensure that all the individual elements of the promotion mix work to get there to accomplish the organization’s overall promotion activities.
According to Enokanselu (2008) company that wants than “Walt on” sales must develop an effective program of communication and promotions. Successful promotion is an essential ingredient on marketing strategy. Prospective buyers must team about both the products’ distinctive wants satisfying characteristics and its availability. Establishing and maintaining communications with targets markets segments are the man task assigned to marketing promotion. The elements of marketing promotions mix are involved in communicating information to customers, clients or potential users about goods or services on offer. Their fundamental aim is prompt customers, clients or potential users to take positive action by placing orders, making enquires and purchasing on a continuous basis. The elements on the promotional mix are not mutually exclusive. 
A firm will require some mixture of two or more of them depending on the type of product or service including its like cycle; the market competitors, the marketing promotion objectives, among others. Armstrong and Kother (2009) defined personal selling as personal presentation by the form’s sales force for the purpose of marketing sales and building customer relationship. Enokanselu (2008) opined that personal selling involves two or more persons communicating directly with each other face to face, and person to audience.   
Advertising is nay paid form of non – personal communication about an organization, good, service or idea. By an identified sponsor sales promotion represents an election collection of various promotional incentives designed to stimulate volume or speed of purchase.     
Foshe (1980) defines public relations as a form of communication management that seeks to influence the image of an organization and its products and services. Public relations usually focus on communicating positive aspect of the business.
2.1.1	MARKETING CONCEPT
Marketing decision makers are increasingly aware of the importance of the shareholder’s value maximization which calls for an evaluation for the long-term effects their actions a product – market response. (Amit and Dominique, 2010). The quest of the decision makers to determine the influence of their strategic relations with their environment together with having sustained competitive edge in the market called for the evaluation of the influence of promotional strategy on market share and profitability. Marketing literature to date has focused on the sales results of marketing actions (Amit and Dominique, 2010). The relative importance of marketing strategy on market share and profitability of companies have not been focused. It is therefore the objectives of this paper to examine the impact of marketing strategy on marketing share and profitability of the selected companies. the research will equally answer the question: what is the impact of promotional strategy on market share and profitability of coca – cola and 7up companies following this introduction, section two of the paper considered the review of literature, section three discussed the methodology of the paper, and section four.
ACTA UNIVERSITATIS DRANUBIUS  
Presentation the analysis, result and discussion while the last section dwelled on the conclusion and recommendation.



2.1.2	PROMOTION INVOLVES DISSEMINATING INFORMATION 
About a product, product line, brand of company. It is one of the four key aspects of the marketing mix. Adetayo (2006) opined that promotion seeks to inform, remind and persuade target consumers about the organization and its product. He further argued that promotion is often used to help and organization differentiate its products from rivals. A promotion campaign is an inter – related series of promotion activities designed to accomplish a specific objective. The obvious goal of promotion management it to ensure that all the individual elements of promotion mix work together to accomplish the organization’s overall promotion activities. An organization adopts different process or strategies to disseminate information about is product, product line brand or company. These various processes are described as the promotion strategy.
2.1.3	A promotion strategy can be considered as a process whereby information about the organization’s products or services is encoded into a promotional message for delivery to the customers. In effects, firms have a variety of alternative information delivery system available to them, which can be used to construct an appropriate promotional mix strategy. This portfolio of alternative delivery mechanism includes majority, advertising personal selling, public relations. Publicity, direct marketing and sales; promotions.
2.1.4	2.6 COMSUMER BUYING BEHAVIOUR
The impact of sales promotion on consumer buying has been widely stated in many researches and studies, they have shown that there are a lot of factors can affect consumer buying behaviors either to buy or not (Nagor, 2009: Smelser and Balts, 2001). According to Mijs Dekinpes Steen Kamps and Hassens (2001) sales promotion have a huge impact on consumers buying behavior such s purchase time, product brand, quantity and brand switching moreover, consumers purchase decisions sometimes based on the price sensitivity, individuals are more attracted to promoted products (Bridges, Briesch and Yim, 2006). According to Schiffman and Kanuk (2004) there are four views for explaining consumer decision and behaver such as, economic view which it has the more impact following by passive view, emotional view and cognitive view, they also stated that consumer buying behaviors concerned on how customers decide what product they want and how that evaluation is going to be and its impact on future purchases. According to Naimah and Tan (1999) some factors affects consumers to buy as high purchasing power and other sales physical surroundings. Kother (2003) argued that other social and economic factors may affect consumers decisions for example culture and fundamental factors of consumer behavior.
2.1.5 To determine the impact of promotional strategy on market share and profitability in the selected organization, survey research was designed. Primary data were collected from Nigeria bottling company (NBC) and Seven-up (7up bottling company Lagos Nigeria). The population of study were the people in marketing positions in the selected companies talking 220. (NBC – 12, 7UP - 100). The two dominant players were selected because of their active and intensive engagement of promotional strategy as a strategic tool by Yamane formula was selected using stratified sampling technique to accommodate different levels of positions occupied by the commercial staff of the organization. The questionnaire was develop based on existing literature and pretested with selected marketing staff to ensure clarity and comprehension, as well as to guide average completion time. Minor revisions were made in question wording and order as a result of the pretest. Because of careful monitoring, the total 172 questionnaire were retained representing 100% response rate. To cases the internal consistency of the instrument, cronbach’s salpha was run and a reliability coefficient of 0.836 resulted. The instrument was validated through content validity. The instrument was structured and multi – continuous in design using the like scale type of responses ranging from net at all, to very slight extent, 20 a moderate extent, to a greet extend and to an extreme extent the Yamane formula adopted in the determination of the sample size is stated below.
2.2	THEORETICAL FRAM WORK
The frame works discussed below are sued to explain how consumers’ behaviors are influenced by the operation of promotion strategy in provoking purchase action on the part of time consumers.
2.2.1 THE HEIRARCH OF EFFECTS THEORY, (LAVIDGE AND SKINNER), CITED IN OSUGWU (2002)
The theory describes the effectiveness of promotion is jump – stat the sequence of events need before a consumer will buy a product and ultimately achieve the marketing objectivity. The theory describes six steps
2.2.2	PLANNED BEHAVIOUR THEORY 
According to the planned behaviour theory, behavior may be modified by sales promotion stimuli, which change beliefs, attitude and eventually intentions and behavior, if the intervention influences customers. It changes intentions and eventually changes the behaviors. The relevance of the theory is that a worthwhile promotional incentive from the organization influence the behaviors of the consumer to buy.

2.3	EMPIRICAL REVIEW   
Study on the effect of promotional strategies on performance revealed a position correlation between promotional strategies and sales performance. Aphonic, Urctor, Fredrick, Patrick, Beatrice, and Odhainbo, (2012). It was reported that at 5% level of significance, there was positive relationship between the promotional strategies and profit because as the cost on the promotional strategies increased so did the profits.
Grankuist, Kollberg, Perterson (2004) in their study in which they focused on promotional strategies for banking services, concluded that all element of promotions mix were used to some extent for promotion of banking services. This view was supported by Ananda & Muingallah (2003) who carried out similar study on financial industry and recognized the importance of promotional strategy in influencing performance in the sector. In his finding Kristina (2006) recommended that promotional strategies should be designed as per the nature of services to be promoted. The impact of promotional strategy was further noted by Ghannon (1985) when he opined that promotion attract deal-oriented consumers who are likely so switch banks rather than new long accounts.
2.3.1	PROMOTIONAL STRATEGY AND CONSUMER BEHAVIOR  
Promotion is a too that is used by the retailers or manufacturer to invite consumers to purchase more. The results which we get by the sales promotion the sue of high amount of reserve, intuiting a lot of new customers and additional increase in sales although all the marketing activities are linked with sales promotions that gives outcomes in growing consumer purchases and improving intermediaries or retailer’s efficiency and co – operation.
According to withier & More (2007) many purchase situations are so usual that shoppers conduct a very minor cognitive activity. Actually, it is hard to stimulate behaviour such as brand switching or increasing in the number of units purchased. The rising interest in the use of sales promotion as a marketing strategy has resulted in a surprising growing of research in this area. For instance, there is huge body of literature on consumer response due to sales promotions. The increasing interest in the use of sales promotion as a marketing tactic has resulted in an unusual growth of research in this area.
Sales promotions consist of a huge variety temper planned promotions tools which plan is generating a preferred response from the consumer (Gilbert and Jackaria, 2002) one of sales promotion tools benefits is that it can encourage the consumer to think and evaluate brand and purchase opportunities. Hence, different types of promotion tools and promotion strategies are utilized by the markets so that they can know consumer first choice and boost their sales. This indicate that many consumers are easily tamped when they recognize the term sale promotion according to Gilbert (1999) either than price lessening coupons or refund given by the retailer as well as other marketing tools such as free sample and buy one get one free were found to be including consumes buy more than they expect different kind of promotion ladies are used by the seller to attract the customer and increase their sales. The earlies studies has shown that farming at adult rising messages and presentation of price information influence the consumers view about price and their willingness to purchases (Das 1992; sinha and smith, 2000 and sinha et al, 1999) 

The fore purpose of this research paper is to study the impact of difference sales promotion tools on consumes buying behaviors hence, the research on promotional tools is certainly vital to recognized the most influencing tools to compete with its competitors. The purpose of research is to study closely the fondness of customers on a vanity of promotional tools with the help at this information, the marketer and retailer could well plan their resources to get the highest profit. This research aims to examine the partiality of consumer on different promotional tools, marketer and retailers will able to conscious of the consumer buyer behaviours so that they can make use of the right and the most successful promotion techniques to catch the attention of the customer, the usual promotion tools include samples, price discounts buy one–get–one-free-coupons, in pack premiums, price offs and so an.
But in this study, we will discuss the impact of buy one get one free, price discounts, coupons and physical surroundings on the consumer buying behaviour. The physical surroundings are a situation factors which affect consumers buying behaviours. These promotional techniques affect the consumer buying behavior during the shopping earlier research has revealed that these factors have important relationship with consumer’s buying behavior. The impact of these tools differs from country. So, our study can produce different results from the earlier study.
2.3.2	PROMOTION EFFECTS ON CONSUMER BUYING BEHAVIOR
Promotion is a utensil that used by the retailer or manufacturer to attract consumer and purchase more or tries a service or product. The result of the sales promotion is the used of high quantity stock, appalling many new customers and more increase in sales. Chandon, Wansink, and Burent (2000) indicated that sales promotion may be gorgeous for well promotion prone consumers for reasons beyond price saving: many consumer change brands so that they could receive greater deals that replicate and build up their smart buyer self – perception, and these consumers are favorably promotion pone these consumers make an attempt to try a new product or service that have been promoted for an example, decrease in price for a limited period to attract more a  new consumer is refers to as price promotion sales promotion means any activity that as utilize by the producer  to give confidence that trade (retailer, wholesaler, or network associates) as well as make consumers to purchase a brand and boost up sales force to assertively sell it the term sale promotion refers to several types of selling incentives and methods concave to yield immediate sales effect (Totten & Block, 1994).
2.3.3	ADVERTISING STRATEGY AND CONSUMER BEHAVIOR
The word of coupon advertising is related to those customers two gained voucher are eligible to get allowance on the products at its usual price (Odubisi & Chew). Coupons are defined as vouchers or certificates, which help consumer to a price reduction on a specific product (Fill, 2002). The value of discount or price cut is set and the coupon must be presented when customer purchase product according to cook (2003) coupon are easily understood by the customer and can be extremely useful you trial purchase. Coupon is a confirmed method by which producers can communicate with customers and it can be used as a strong brand – switching tool, Gardner and Trivedi (1998) reported that for many years as a means of presenting the customer a onetime reduction in price and construct brand consciousness 



2.3.4	PERSONAL SELLING STRATEGY AND CONSUMER BEHAVIOR
Mohd & Wanner (2012) on their study noted that personal network promotional tool comprised of promotion through family / friends (asking friends or relative to advertise), sales promotion (special sale price, purchase with purchase, greenway with purchase and free sample) and distributors (which moving around office, schools, clinics houses and any premises showing the products) have impact on performance. In the study conducted among women on Kenya by Arunlucy (2012) it was found that most woman groups used personal selling on prompting their products. This was due to the fact that other promotional elements require a lot of money and the groups do not have sufficient found to carry out those other promotional elements. Advertising was only used once by the groups providing services just to create awareness of their existence so that they may get donors to fund their activities. The deferent elements of the promotional strategy impacts on performance were also noted in the precious studies.
Chalarsough and Savory (2002) on the study on effect sales promotion as a tool on customer attention to purchase concluded that introducing Khodor’s products through sales promotion attracts customer’s attention to purchase. 50% of the participant selected the agreement choice believing that sales promotion will bring about customers attention and promotion of selling, formell, Robinso, and Wernerfelt (1995) argue that sales promotion can play a dual role on that it can be involved on both “habit promotion” as well as on “habit destruction”. 
Mentually (1997) explained the variations on the growth rates of advertising expenditure of consumer goods and services in Australia during the period 1975 – 1995 by developing and testing a number of hypotheses.
The regression results indicate, among other findings, that the growth on advertising expenditure is strongly correlated with the growth in sales and that movement on market shares exerts a significant effect on the growth in advertising expenditure. This view was corroborated by delompe and Hassens (1995) who used to vector auto regressive modeling to show that temporary increases on advertising have a long team carry effect on the brand’s performance on some, but not all the stores. Andras and Snoovewsan (2003) highlighted the importance of higher advertising intensity on performance especially profits. The view of Joshi and Hanssens (2004) was not different from Andras and Sronovasan who concluded on the impact of advertising and R & D spending on sales and profits and also went on to show that there is a positive impact of advertising on market capitalization. Next purchase, consumer frequently try to from an assessment of their post mall and store experience on the physical surroundings and services provide. These factors jointly persuade customer quality tope.
2.2.5	SALES PROMOTION STRATEGY AND CONSUMER BEHAVIOR
“Buy one get one free” is one of promotion method of sale promotion in which an extra product is offered to the customer at normal price but with greater impose in package. The customer could easily influence to purchase the produce because there is no condition of any additional price and it should be more unlined by the customer to perceived (Sinha & Smith, 2000). Gardner and Trivedi (1998) have written that larger size of package and proper advertising of the product help to make the promotion more attractive. When the extra produce is contained without any additional price, the customer could convince to purchase the produce if the consumers has since that their money can be kept with this deal. The banks package inspires the consumer to purchase the produce (Percy, Rossiter, and Plott, 2001) the bonus packs liked by producers or manufactures because it should increase the product trial, switch a product and force stores to stock product according to Li, sun & Wang (2007). His technique of promotion would be very useful to manufacturers because it should help the retailers to clear the stock more hastily as contrast price promotion. Loyalty, for this purpose coupons have been used as key promotion tool actually, coups have increased brand switching and influence purchase, indicating that consumers are influenced by the discount declared in the coupon. In the previous study it was found that six months after getting one of these coupon proposals, customer were between two and five times likely to buy and used the promoted brand in the post than were a control group of as like customer who had not acquired colophon customers who got the coupon deal were also double as possible to show that they would purchase the promoted brand in the future. Wayne (2002) in new consumer research on three recent coupon programs showed that the promoted brands gained incremental sales through enlarged trial and succeeding non – coupon purchases. They also unite that coupon advertising was between the least used dual and not accepted marketing tools by customers so we hypothesize as.
2.3.6	PUBLIC RELATIONS STRATEGY AND CONSUMER BEHAVIOR
	Now a day’s shopping centers had different kinds store and most of countries cutch similar sales advertising yearly. Throughout the sales advertising retail shops frequently changes in physical surrounding with various kind at music decor and sales discount ranging from 25 to 78 percent. This friendly environment transform would motivate and influence consumers purchasing behavior. His frequent to watch that shopping malls lean to put up amazing physical surroundings as extrinsic value to draw customer to the mall and stores in addition the picture at the shopping Centre encourages consumer store condescending (Sit et al; 2003). This “front line” picture attraction is useful to retail store the elements that are include in physical surrounding such as arrangement interior design and decoration, lighting, music, smell and cleanliness (Baker, 1987). It would be observed that during festive period like Christmas, individual footwear store’s sales persons decent in festive clothing adds glamour its environment – other researches also show optimistic relations by purchase to the physical surrounding which loan to encourage their useful requirement (Kim, 2002 and Keng et al; 2007). In the
2.8.7	CONSUMER BUYING PROCESS
	A buying process is the series of steps that a consumer will take to make a purchasing session. A standard model of consumer purchase decision – making include recognition of needs and want, information search, evaluation of choices, purchase, and post – purchase evaluation.
i. Problem need recognition: This is often identified as the first and most important step in the customer’s decagon process. A purchase cannot take place without the recognition of the need, the need may have been internal stimuli or external stimuli or extern stimuli such as advertising.
ii. Information search: having: recognized a problem or need, the next step a customer may take is the information search stage, in order to find out what they feel
iii. Evaluation of alternatives: as you might expect, individual will evaluate different products or brands at this stage on the basis of alternative product attributes. A factor that heavily influences these stages is the customer’s attitudes involvement is another factor that influences the evaluation process.
iv. Purchase decision: the penultimate stage is where the purchase takes place. Philip Lather (2009) states that the final purchase decision may be ‘disrupted’ by two factors. Negatives feedback from other customers and the level of motivation to accept the feedback.
v. Post – purchase behaviour: in brief, customers will compare products with their precious expectations and will be either satisfied or dissatisfied. Therefore, these stages are critical in retaining customers. This can greatly affect the decision process for similar purchases from the same company in the future, having effect at the information search stage and evaluation or alternative stages.
On the basis of being either satisfied or dissatisfied, it is common for customers to distribute their positive or negative feedback about the product. This may be through reviews on website, social media networks or word of mouth. Companies should be very careful to create positive post – purchase communication, in order to engage customers and make the process as efficient as possible.              
	
    


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	RESEARCH DESIGN
A research design is the step-by-step guide of the research procedure.
The design adopted for the study is exploratory survey design permits the use of a well-structured research instrument for obtaining primary data that was used for this study. The design follows accordingly.
3.2	POPULATION OF THE STUDY 
Research population can be defined as the total number of people or things organizations specified geographical area. For the purpose of this research work, the population consists of 100 consumers of 7UP Nigeria Bottling Company, Ilorin, from Jan 2018 to June 2018.
3.3	SAMPLING TECHNIQUE
The study adopted random sampling technique. All members of the population were represented equally.
3.4	SAMPLE SIZE DETERMINATION
The sample size refers to the number of elements from the numbers or population that was selected to form part of the study. The statistical formula adopted is n-2202.
Where n= sample size
Z= the research population
δ= standard deviation
d= tolerance limit or allowable error.


3.5	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorized into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structured interview and self-administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 13 questions were used for the survey questionnaire. 
3.6	THE RESEARCH INSTRUMENT
The survey instrument was adopted for this study. A well-structured questionnaire and interview were used to measure the dependent and independent variables.
3.7	VALIDITY OF RESEARCH INSTRUMENT  
Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contributions as well as the approval of the supervisor. In addition, the research variables were validated using factor analysis.  
3.8	METHOD OF DATA PRESENTATION AND ANALYSIS
Method of analysis involved descriptive and inferential statistics. The descriptive statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other. Descriptive items such as mean and standard deviations. The inferential analysis was done using chi-square statistical tools.   




CHAPTER FOUR
4.1	PRESENTATION OF DATA
	Data presentation is the display of information in its raw state. As it was earlier recorded in this chapter that one hundred copies of questionnaire were produce for the purpose of this study, out of which only seventy-six copies were complex and returned so that the remaining twenty-four were regarded as no response to.
TABLE 1 ANALYSIS OF DATA ACCORDING TO OCCUPATION DISTRIBUTION
	OCCUPATION
	RESPONDENT
	% OF DISTRIBUTION 

	Student 
	10
	13.2%

	Civil servant 
	30
	39.5%

	Business men
	7
	9.2%

	Business women
	9
	11.8%

	House wife
	20
	26.3%

	Total
	76
	100%


Source: field survey 2025
	From the table above 13.2% of the respondent is student, 39.5% were civil servant, 9.2% where business man was 11.8% were business women and 26.3% are house wife. 



TABLE2 ANALYSIS OF DATA BY SEX DISTRIBUTION
	SEX
	NO OF RESPONDENT
	% OF DISTRIBUTION 

	Male
	42
	55.3%

	Female
	34
	44.7%

	Total
	76
	100%


Source: field survey 2025
	From the above 55.3% of the respondent are male while the remaining 44.7 were female, this implies that male respondent are more than females. 
TABLE 3: ANALYSIS OF DATA INCOME DISTRIBUTION 
	LEVEL OF INCOME
	NO OFRESPONDENT
	% OF DISTRIBUTION 

	Below 2000
	5
	6.6%

	2000-10,000
	14
	18.4%

	10,000-20,000
	36
	47.4%

	20,000-30,000
	21
	27.6%

	Above 39,000
	76
	100%

	Total
	76
	100%


Source: field survey 2025
	From the table above, it can be deducted that 6.6% of the respondent earned below 2,000 and above 3,000 respectively, 14 respondents earned between 2,000-10,000 36 of the respondents covered these that earned between 20,000 and 30,000.


TABLE 4: ANALYSIS OF DATA BY EDUCATION DISTRIBUTION
	EDUCATINAL LEVEL 
	NO OFRESPONDENT
	% OF DISTRIBUTION 

	Primary school 
	0
	0%

	Post Primary
	44
	57.9%

	Higher Institution 
	32
	42.1%

	Total
	76
	100%


Source: field survey 2025
	From the above table shown that the large of the people are educationally wise this factor greatly influence consumer to challenge the action on product.
TABLE 5: ANALYSIS OF DATA WHICH OF THE FOLLOWING DO YOU BUY MOST
	OCCUPATION
	FREQUENCY
	PERCENTAGE

	Sprite
	12
	15.8%

	Coke 
	35
	46.1%

	Fanta
	29
	38.2%


Source: field survey 2024
	From above the sought coke most often, that is more often taken while 29 respondents bought Fanta most often 38.2% of the total respondents bought coke than the other given brands.
TABLE 6: WHAT BRAND OF SOFT DRINK DID YOU TAKE DURING THE CAMPAIGN

	RESPONSE
	FREQUENCY
	PERCENTAGE

	Coca-Cola 
	49
	64.5%

	My old brand
	7
	9.2%

	Any soft drink
	20
	26.3%

	Total
	76
	100%


Source: field survey 2025
Table 6 shows that 64.5% of the prospect bought Coca-Cola product during the campaign 9.2% of the respondents still take their old brands while the remaining 26.3% bought soft drink that was readily available. This implies that sales promotion activities have a great impact on the consumer buying behavior for the fact that, the campaign will motivate the information changing their attitudes, taste sensitive and perception towards the product launched. 
TABLE 7: HOW DO COMPARE NIGERIA BOTLING CAMPAIGN’S ENTIRE SALES PROMOTION ACTIVITIES TO OTHER
	RESPONSE
	FREQUENCY
	PERCENTAGE

	More renaming 
	35
	45.1%

	Less regarding
	0
	0%

	More consumer
	20
	26.3%

	Oriented 
	0
	0%

	Less consumer oriented
	21
	27.6%

	Total 
	76
	100%


Source: field survey 2025

	From the ongoing therefore, we can conclude that Nigeria Bottling Company sales promotional activities very rewarding. The campaign always offers all the promotional items in order to increase their market share and image building strategies 

TABLE 8: HOW DID YOU VIEW THE RETAILER CONSTITUTIONS TO THE CAMPAIGN
	RESPONSE
	FREQUENCY
	PERCENTAGE

	Significant 
	56
	73.7%

	Less significant
	7
	9.2%

	In significant 
	13
	17.19%

	Total 
	76
	100%


Source: field survey 2025
Table 11 shows that 73.7% of the prospective buyer felt that the result contribution to the success of the competition was very significant, it was judged less significant by 10% of them, while the remaining 10% considered it is insignificant
This implies that retailer’s contribution is very significant judging from the point of the consumers
	HYPOTHESIS 1 ALTERNATIVE
	O
	E
	O-E
	(O-E)2
	(O-E)2

	Yes
	45
	38
	-7
	49
	1-29

	No
	31
	38
	-7
	49
	1-29

	Total 
	76
	
	
	
	2-58


Computed Xr2r = 3.08	
Degree of freedom = r-1 =2-1
Level of significant = 0.05
Table X2r = 0.05,1 = 3.841
	That means the null hypothesis (Ho) is rejected while the alternative. The hypothesis (H2) which stated that “promotional 
Campaign can affect consumer being behavior will be accepted.
HYPOTHESIS 1
	ALTERNATIVE
	O
	E
	O-E
	(O-E)2
	(O-E)2

	A
	30
	22.67
	7.33
	53.7
	2.37

	B
	26
	22.67
	3.33
	11.08
	0.4

	C
	20
	22.67
	2.67
	714
	0.31


Computed Xr2r = 3.08	
Degree of freedom = r-1, 3-1=2
Level of significant = 0.05
Table X2r = 0.05,2 = 2.991
	That implies that null hypothesis (Ho) will be rejected while the alternative hypothesis, (H2) which state that “promotional campaign has impact on consumer buying behaviours” will be accepted.

4.2	RESULT OF FINDINGS
	The result of finding here will be based on the result of the hypothesis tested, which is as follow: Hypothesis number one, we could observe that if all the promotional campaign are appropriated used it will tend to affect consumer buying behavior, this means that if an organization make use of promotional campaign. It can lead to increase of sales volume that can result information of higher profit. In the case of hypothesis two, the finding states that promotional campaign has impact on consumer buying behavior. This means that promotional campaign plays great roles on consumer buying behavior, and the desired result will be achieved. 


CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATION   
5.1	SUMMARY OF FINDINGS
	The research is an impact of sales promotion on “consumer buying behavior” in general, super express campaign in particular, because important issues due as the wide publicity and the campaign recovered when it was in progress. The researcher through personal interview gathered, some relevant information from the marketing section of the company in the area of management of the supper express number competition. These causes effectiveness of the competition among others. The administered questionnaire which was duly completed and returned by the prospects were analyzed to sick under views obtain from additional information. 
	The investigation has explained that consumer impact on super express competition, which was significantly high and the retailers significantly contributed to the success of the programme, writing price is the major determinate factors why the prospect consumer participated in the competitions and the motive for the purchase of the company’s product as indicated by majority of the consumer because of the selling price. The liquid content was also another prominent motive behind the patronage of the products.
	Furthermore, investigation has also show that, several factors have constituted immensely to the growth in sales promotion, the major ones among them are the continues increase in brands of products especially the soft drinks industry, this made the consumer to be more promotion minded putting the products and marketing managers under greater pressure to receive sales response. 
	According to the available details despite the several advantages of sales promotion, it still has some short comings like, time lag between the period of campaign and the subsequent increase in sales which makes it difficult to measure its effectiveness of sales promotion as tactical promotional tools that are short time in nature. Thirdly, it cannot be used in isolation as a supplement.
	Finally, sales promotion can be seen practically and attract competitor’s reaction. For instance, immediately after the “super express” campaign another company followed suit with thrown the millionaires’ competition and which town the management of the other company into state of in somnia throughout this period. Eventually as to region some lost ground they lunched another sales promotion strategy named “Naira mania”
5.2	CONCLUSION 
	From the foregoing so far, it can be concluded that sales promotion has become an indispensable segment in marketing. And it has contributed in so many ways to the efficient marketing of goods and services and its impact have been felt in profit maximization.
Business trend change in day in day out with the entrance of new manufactures and new brand of product competing with existing ones, but it is obvious that, If the recommendations manufacturing for marketing-oriented forms, they will have less marketing problem in future 



5.3	RECOMMENDATIONS
	Based on the presentation of data in the previous chapter and summary of the whole project, it becomes pertinent to make the following recommendations
	Any company that intends to implement sales promotion programme as a tactical promotional tool designed to stimulates the interest of the target market, should engaged in an intensive public enlighten programme through which they can wining price (the generally of the price and management readiness and willingness to give out the price. The country’s economic problems which will in turn reduce if not totally eliminated.
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