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ABSTRACT
This study examines the impact of sales promotion on organizational profitability, using Kam Wire Industries Limited, Ilorin, as a case study. Sales promotion, as a strategic marketing tool, plays a crucial role in enhancing customer attraction, boosting sales volume, and improving brand loyalty, which collectively contribute to organizational growth and profitability. The research employed a descriptive survey design, collecting primary data through structured questionnaires administered to selected staff and customers of Kam Wire Industries. The data were analyzed using statistical tools such as frequency tables, percentages, and chi-square tests. The findings reveal that sales promotional activities—such as discounts, trade incentives, and promotional giveaways—significantly influence consumer purchasing behavior and positively impact the company’s revenue generation and overall profitability. The study concludes that a well-structured sales promotion strategy is essential for sustaining competitive advantage and financial performance. It recommends that Kam Wire Industries intensify its promotional efforts, align them with market demands, and continuously evaluate their effectiveness to maximize profitability.
CHAPTER ONE
1.1
BACKGROUND OF THE STUDY


The survival of any business organization depend to a very large extent on the patronage that it  enjoys from those who consume its product thus, promotion means to push forward, to advance in idea in such a way as to gain acceptance and approval for it.

And also one the crucial components in the selling of the consumer product is promotion which is used in pervasion and communication which could either be form of advertisement personal selling’s, sales promotion, as a competitor in the market hope to influence as many consumers as possible to choose their product over alternative product. Sales promotion is an effective strategy in an organization and is an important ingredient in most promotion program through which a consumers are persuade and convince to buy a product or service and commonly support by sales promotion this belief is strengthen by port (2018), whose work have attempted to spell out Experiment analysis of the theory of sales promotion in relation to consumption.

Also according to Ray Wild (years) promotion is concerned primarily with the persuasion gained largely at securing increasing the sale of the actual market  prior to this study, the researcher was able to observe restriction in the use of sale promotion in consumer product effective in consumer product, however, this shows that the effective promotion strategies will diminish market effort.

While the presence of effective promotion strategies will bring about good performance on set goal as techniques of sale promotion is to complement and reinforce effort towards the achievement of set goal.

The sale promotion is an effective marketing strategy for selling consumer product. Need to identify their goals, plan, strategies and facilities within this limitation to reach those goal effectively execute their plan and evaluate their performance, the relevance of this paper to became obvious, its important to know the various promotional activities embark upon in selling of product and its effectiveness in the marketing of her product.

Promotion is an exercise aimed at information, persuasion and communication about a goals or services to potential consumers in a manner designed to illicit positive action.
Luck (2018)   communication process to comprise communication message, media, production, it is still long sufficient to make a complete satisfactory product.
The potential customers must be told why it is so satisfactory. Sales promotion strategies can be development as a promotional goal.
Sales promotion can be defined as any marketing activities outside personal selling, advertising and publicity. Sales promotion is used as a compliment way to other promotional strategies and auction.
There are different classes of sales promotion namely;
Consumer promotion; this, aims at generating sufficient sales promotion for a particular product which includes lottery, free sample and cash and trade discount etc.
Introduction promotion: This is to increase sales or demand of industrial goods or product through quality trade discount, credit, sales, free sample and industrial exhibition etc.
Trade promotion: this encourage the channel of distribution of purchase the product or an organization, this can be accomplished by means of competition among middle men. Sale promotion major objective among others is to enhance the sales of cut over of a company’s product which will bring about increase in the co-operation profit. Sales promotion strategy is a part of the overall marketing plan and is normally in conjunction with other strategies. A price reduction for example would probably be supported with advertising. A new product would be introduced by a sales promotion campaign, an expansion of the sale promotion. The sale promotion is been tenancies of a market shares, the expansions of a territory.

The elimination of our lets. The promotional goal, the long serve the firm’s ultimate goal. The long run of profit.

The sales promotion is a selling activities that co-ordinate advertising and personal selling into an effective persuasive force. It is claimed that sales promotion move buyer towards the product. Many sales promotion campaigns involve the use of incentive. Incentives are something of financial nature added to an offer to encourage some over behavioural response.
a.
Sample: To give out the sample free f charge to consumer.
b.
Contest and Games: This desires to win easy monetary reward via games of chances is now spreading like wild fire.
c.
Trade Shows Exhibition: This is where they will demonstrate the product in a different product.
1.2
STATEMENT OF THE RESEARCH PROBLEM

The researcher found it difficult to gather relevant information for the preparation of the project because of some difficulties, some of which were:

Relevance of superior officer to allow the researcher to some vita information needed for the project.


Questionnaire distributed to some member for sample where not returned. Financial constraint on the part of the researcher, no much fund was available to enable the researcher to move around and acquire more relevant information.

Getting the staff list of salesmen from the marketing department, was a though task due to negative attitude of Nigerian to researchers.

The other difficulty was the aspect of getting people to answer the questionnaire because most of the time the work force were busy, but after much persuasion they cooperated with the researcher.

Time constrain on the part of researchers due to the nature of the programme of hand.
1.3
RESEARCH QUESTIONS

i.
What are the impacts of sales promotion on organization profitability?
ii.
Does sales promotion help organization to achieve its aims and objectives?

iii.
Is there any challenges facing manufacturing in terms of selecting appropriate sales promotion model?

Iv
Is there any solutions to the challenges?
1.4
OBJECTIVES OF THE STUDY

The aims and objectives of the study are as follows:
i. To find out the impact of sales promotion on organization profitability
ii. To determine the best medium for effective sales promotion strategy
iii. To analysis the like challenges facing the organization in terms of sales promotion

iv. To find Lasting solutions to the challenges

v. To make meaningful recommendations to both the organization, the society and the government.

1.5
HYPOTHESIS

Ho:
Sales promotion does not have any effect on marketing of consumer goods.

Hi:
Sales promotions have effect on marketing of consumer goods

Ho:
Sales promotion does not have effect on company sales profit.

Hi:
Sales promotions have effect on company sales profit.

1.6
SIGNIFICANCE OF THE STUDY


This study will assist in formulating effective marketing programme in the manufacturing industry with the aim of improving customers’ satisfaction, importance of sales promotion at profit and close monitoring of the action of competitions. It is strongly believe that this research work will be readable and useful to all manufacturing company as a whole.
1.7
SCOPE OF THE STUDY


This research work has been limited to the manufacturing industries mostly within Kwara State because of the nature of the state and the cultural imbalance mostly observable in different parts of the state. Basically, the area of coverage of the study are:

Conceptual scope:
For simplicity of the study. The conceptual scope of the study will be based on sales promotion, emphasis will be laid on manufacturing industry.

Industrial Scope:
The company name is Kamwire Industries Nigeria Limited, Ilorin which engages in manufacturing activities.

Geographical Scope:
The geographical scope of this study is Ilorin in Kwara State and all of the information used was gathered in Ilorin.

Time Scope:
This cover the periodic depth of the study. Therefore, the time scope of the study is three (3) years back. All the data will be the one that existed between 2013 and 2025. The entire event that happened is what I want to evaluate and make use of. These, however, made the project to be made variable and achievable.

1.8
BRIEF HISTORY OF CASE STUDY 


Kam Wire Industries Nigeria Limited was registered in 2018 under the Companies and Allied Matter Act of 2017 of Nigeria. 


The company started its operation in 2017 with few nail cutting from a location at Asa-Dam Road, Ilorin with three members of staff as operators at the time of inception, the Chairman/Managing Director, Alhaji Kamoru Yusuf was the company’s engineer. The company relocates to its (8 acres) permanent site factory in 2016. The company is into manufacturing and exporting of nail and other iron and steel products located in Ilorin, the Kwara State capital. The company is owned by indigenous person with the Corporate Affairs Commission (C.A.C) as a manufacturer of nails, British Reinforcement Concrete (BRC), Binding Wire and other wire related products. 


However, with the MD/CEO’s wide experience and vision, he was eager to produce quality nails of various kinds, as well as wire mesh to meet the nation’s increasing demand. The company’s share of the market increase rapidly overtime making them one of the major players in the nails and wire industries in Nigeria. Their primary products are nail shanks of various size, umbrella nails, and couper nails, British Reinforcement Concrete (B.R.C.) mesh wire, building wires, bale tiles, drawn wire, straightening and cutting wires etc.


Recently, they acquired another factory as an extension construction and installation of machinery have been concluded for the production of black and galvanize EM8, black and galvanized EM10, A142, Pp. Packaging nylon and woven socks with host of other product. The management team ranges from engineering, administration, medical to security. 


The diagram below shows the organizational structure of Kamwire Industries, Asa-Dam Road, Ilorin, Kwara State.

ORGANIZATION STRUCTURE OF KAMWIRE INDUSTRIES LIMITED


Source: Company’s Annual Report, 2025

The above structure shows the organization of the management of Kamwire Industries Nigeria Ltd. Ilorin, Kwara State. 
1.9
DEFINITION OF TERMS
Sales promotion: sales promotion can be defined as any marketing activity outside personal sense, promotion has been defined as any identifiable effort with part of the seller to persuade buyer to accept the seller information and store it in retrievable form.
Sampling: To give out the sampling free of charge to consumer.

Contest and game: The desire to win easy monetary reward via game of chance is now spreading like wild fire.
Trade and show Exhibition: This is where they will demonstrate the product. According to OSUAGWU AND ENIOLA (2017) sales promotion has major effort which include:
Marketing:
Marketing is the process of getting product to the consumer which involve a number of related business operation, i.e find out what consumer wants, designing the product so that the consumer can buy it and the manufacturer will also benefit in term of profit.
Strategy:
PETER AND DONAELLY (2022) defined strategy as all activities aimed at getting product into all activities aimed at getting product into the dealers pipeline and accelerating sales by offering inducement to dealers, retailers and sales people.

According to STRATOM AND FUTRELL (2014) strategy is a promotion aimed at middlemen, who are the next link forwarding the manufacturer distributions channel. Many manufacturer consumer goods use this marketing strategy.
Selling:
Selling simply means asking prospect customers to buy more to the point, goods sales membership is selling goods that will not come back to people who will.

Sales membership creates satisfied customers, not just cash producing sales. For a sales one made is ended but a satisfied successful sales consist of certain element of:
Consumer:
Consumer simple means the last possessor of the last stage of production.

The level of awareness of most Nigerians are still the major factor responsible for the slow face of involvements of consumerism in the country. Many Nigerians are illiterates as such they do not know their rights as consumer in their exchange relationship with manufacturer of marketing intermediaries.
Product:
A product can be defined as a set of tangible physical attributes assembled in an identifiable form e.g apple, orange, shoes, table etc. product attributes that appeal to consumer motivation and / or buying pattern are insignificant in this narrow meaning.
Expansion of production mix: A product can be expanded by increasing the number of the product lines and or increasing the depth within a line.
Contraction of product Mix: A product mix can be throne out by elimination an entire line or by reducing the assortment within the line.
Product Positioning: The ability ot management to position a product appropriately in the market could be a major determination of profit.
Trading up trading down: This strategy involves essentially an expansion of the product line. Trading up means adding higher priced prestige products to a line in the hope of increasing sales of existing low priced products.
CHAPTER TWO:

LITERATURE REVIEW

2.1
INTRODUCTION

This chapter deals with literature review where the various of authors that talks about sales promotion will be revealed. Sales promotion, like advertising may be diverted at almost consumers or buyers, consumers oriented  promotion include (a) free sample of the product (b) contents, sweeptakes, and games (c) Premium (d) Coupons and (3) Production demonstration.
Kotler P (2016), defines sales promotion as a non personal form of communication conducted through paid sponsorship. This definition shows sales promotion involves presentation to product services, or odes by an identified individual or organization.

American Marketing Association states that sales promotion is any paid form of non personal presentation of ideas, goods and services by an identified sponsors.

This definition shows that sales promotion is done by individual, groups of individuals or an organization who paid for any form of non presentation of ideas goods or services.
2.2
CONCEPTUAL FRAMEWORK

Dake Lewison (2016), defines sales promotion as an indirect via medium and paid for by an identified sponsor. Sales promotion offer the advantage of reaching larger audience for a relatively low exposure, using a wide range channels to reach different target market.

Water Dill Soofs (2017), states that sales promotion message should be presented in such a way that the reader or listener associated with his/her our experience and he believes that this is the best done appealing to his ruling interest and motive.

The basis or the major objectives of any business is to maximize profit. The firms product must have high demand which require promotional strategy to induce or persuade target consumer. Since the effectiveness of an organization is usually subject to its ability to serve and with reasonable profit over a period of times, this makes promotion very important. Every organization is consistently faced with problem of improving sales.

Sales promotion is becoming increasingly important in marketing as a way of increasing the demand for new product, more of which reach the market each year, as substitutes for price competition and as a way of offering similar products.

Blaverg and Nelson (2022) says sales promotion consists of diverse collection of incetive table mostly shorts term designed to stimulate greater prucahse of a particular product or service by consumers.

Thus, sales promotion is a short-term incentive employ to encourage trial and purchase

Sales promotion is sometimes thought of a catch all term of miscellaneous uncalssification methods of stimulating sales. Certainly its boundaries are less clearly cut than the use of say personal selling, while an increase number of companies have sales promotion departments  and sales promotion manager, in many organization responsibility for this activities is not clearly assigned and tend to be carried over by either sales management or the advertising department.
2.2.1
OBJECTIVE OF SALES PROMOTION


The basic goal of sales promotion is directly or indirectly to sell product. There are some other objective of sales promotion namely;
· To Attract New Customers: Effective marketing executives are constantly on the lookout for a ways to attacrt additional consumers, In most cases, new consumer must be won away from able comprises samples, premium, contest and similar devices are used to encourage product or shift their patronage to a new outlet.
· To introduce New Products: Sales promotion are often used to motivate or induce consumer to trial, sampling or the giving away of free samples as a sale promotion technique frequently to introduce the consumer product.
· To help Company Remain Competitive: Since sale activities are conducted by virtually all companies, marketing consumer products as a company may have engaged in sales promotion others in soft drink industry are almost compelled to follow suit.
· To induce present consumer to buy more: Manufacturer of certain product use sales promotion to encourage consumer to think of more ways and more occasion for using consumer product. E.g with top prize of 10,000,000 by MTN who want to be a millionaire, not only provide new recipes but ensures the greater deal of publicity for the company (MTN) as well.
· To increase sales in off seasons: Since majority of consumer products have seasonal consumption pattern on important aim of many sales promotion campaign is to encourage the use of the product in off seasons. This is common among soft drinks industry in Nigeria especially Coca-Cola and 7up bottling companies. The above are the objective of sales promotion.
2.2.2
SALES PROMOTOPM PLANNING STRATEGY


Sales promotion which is an integral part of promotion, is complex the complexity is born out of its multi-facet nature of it. This has to do with the multiplicity or devices  or tools that can be used in carrying out the nature of objectives available. Then, there is need for sale promotion strategy which must be plan effectively. The following are the steps in sales promotion planning strategy.
· Establishment of sales promotion objectives: Sales promotion basic objective is to sell, but there are so many reasons why a company engages in sales promotion. These could be the induce new buyers to introduce new product, to encourage sales during off season, to have company remain competitive or the combination of all. The objective for involving in sales promotion must be clearly stated and this will decided the next step which is selection of sales promotion method.
· Selection of sales promotion method: In this steps, there are some necessary thing that must be considered by selection of the method to be adopted firstly, the size of incentive. The marketers or company has to determine how much to offer a certain minimum incentive is necessary if the sales is to success.
A higher incentive level will produce considered by selection of the method to be adopted. 

Firstly, the size of incentive, the marketers or company has the to determine how much to offer a certain minimum incentive level will produce more sales response, but at a diminishing rate.
Secondly, condition for participation, incentive might be offer to do every one or selected groups. A premium might be offered only those who have proof of purchase seals.
Thirdly, distribution vehicle for sales promotion, it is very important do decide how to promote and distribute the promotion programme. Each distribution methods involve a different level of reach and cost.
Lastly, duration of sales promotion, if the sales promotion period is too short, many prospect will not be able to take advantage, since they may not be repurchasing at the time, if the sale promotion period is too long, the deal will lose some of it “act now”.
Force, haven satisfied with al these, the next step is development of sales promotion.
-
Development of sales promotion: Although, sales promotion programmes are designed on the basis of experience, pretest should be conducted to determine if the tools are appropriately, the incentive size optional and the presentation method efficient.


Sales promotion direct at consumer market can be reaily perfected consumer can be asked to rate or rank different possible deals or Trial test can be run in limited geographical area. Under this, the brand or product manager need to develop calendar dates, for the sales promotion, the date will be used by production, sales and distribution.

Also the sales budget must be develop. This can developed in the ways, it can be built from the ground up where the marketer chooses the individuals promotions and estimate their cost. This cost consists of administrative cost and the incentive cost multiply by number of units that will be sold on the deal. The more common way to develop the sales promotion budget is to use a conventional percentage of the total promotion budget. E.g coke may get a sales promotion budget of 80% of the total promotion budget. Haven develop the sales promotion, the next step is to implement the sale promotion program.
-
Implementation of sales promotion program: Implementation and control plans of ech individual sales promotion should be established. Implementation planning must cover lead time and sell time. Lead time to launching is the time necessary to prepare the program prior to lauching it. It cover initial planning, design and approval of package modification on material to be distributed, notification of field sales personal, establishment of allocation for individual distributors and finally, distribution to the retailers.
Sell-in-time begins with the launch and ends when approximately 95% of the deal merchandise in the hands of consumers, which may take one of several month depending on the real duration.
-
The last stage is evaluation of sales promotion result evaluation is crucial requirement and yet evaluation of promotion programs receives little attention even when attempt is made to evaluate promotion. It is profitably is even less common. Manufacturer can use different method to measure the sales promotion effectiveness.

The most common method is to examine the sales before, during and after a sales promotion.

This diagram shows the sales promotion planning strategy.
Establishment Of Sales Promotion Objectives
Selection of sales Promotion method

Development of sales promotion program
Implementation and control of sales Promotion programs
Evaluation of sales promotion results
2.2.3
FACTORS DETERMINE THE SELECTION OF SALE PROMOTION.

It must be stressed that management has to determine what combination of promotional tools will make the most appropriate promotional program for the company.

The following factors should be considered and taken into account in selecting of sales promotion.

· The nature of product:
i.
Consumer goods and industrial goods: frequently require different strategies. Within the categories of consumer products, a promotional mix is influenced by whether the product is generally considered a convenience, shopping or specially good. It industrial goods, installation are not promoted in the same way as operating supplies.

Company manufacturing or marketing consumer goods will normally rely heavily on  sales promotion and advertising edition addition to dealer display.
ii.
The state of the product life-cycle: The product lifecycle will determine the selection of sales promotion. A product that is in growth, decline and maturity stage can heavily rely on sales promotion to attract new users, to improve sales, to find new user for the product etc.
-
Fund Availability: The find available for promotion or organization promotion budget will determine the selection of sales promotion. A business with ample funds can make effective use of sales promotion than firm with limited resources. Lack pf finance may even force a company to use a less efficient sales promotion.
-
Competition: Competition plays a prominent role on determination of sales promotion. A company went to be competitive and remain leader, in a competitive market environment e.g Coca-Cola Nigerian bottling company went on aggressive sales promotion sometimes ago, the 7up Bottling company also followed n a larger scale and off season.
-
The nature of the maker: This sometime known as consumer characteristics. As it is true in most problem areas in marketing decisions, the sales promotion will be greatly influenced by the nature of the market.

2.3
THEORETICAL FRAMEWORK
2.3.1
CONSUMER PRODUCT


A consumer product is generally any tangible personal property for sale and that is used for personal family, or house hold, for non-business purpose.

The United State Consumer Product Safety Act has an extensive definition of consumer product as any article or component part thereof, produce or distributed (i). For sale to a consumer for use in or around a permanent, or temporary household or residence, a school, in recreation, or otherwise, or (ii) for the personal  use, consumption or enjoyment of a consumer in or around a permanent or temporary household or residence, a school in recreation or otherwise; but is not customarily produced or distributed for sale to, or use or consumption by, or enjoyment of, a consumer.


Jame D.T (2000) defines consumer goods as goods designed for final consumption. These goods are purchased are could be resell to the consumer for personal use.
2.3.2
TYPES OF CONSUMER PRODUCT
CONSUMER GOODS

Shopping Goods

Convenience goods         Specification goods
-
Slopping goods: There are items consumers are willing to buy after making substantial purchasing effort. The efforts are geared towards comparisons of price, quality, suitability, style design etc. Consumers are always willing to devote substantial time and efforts to purchase slopping goods because the probably satisfaction or gain derived from is considered what the extra required. These goods are high moderate prices, durable, less frequently purchased, consumer is indifferent to the brand of product. Eg Dresses, shoes, bags household appliance etc.
-
Convenience goods: These are goods that consumers purchase with minimum efforts, the gain usually resulting from moving around the market to compare price and quality is not considered worth the extra time needed. These goods are frequently purchased , with very high replacement rate. Consumer do not buy in anticipation of consumption, rather they are consumed immediately, these goods are not durable, not bulky, low price and they are not effected by fashion e.g sweet, biscuits, cigarettes, chewing gum.
-
Specialty goods: These are items consumers are wiling to make special effort in their purchase. The special efforts are because of the unique characteristics of degree of brand identification or both possessed by the product.

Therefore, consumer already known the product and is willing to make effort in locating them. These goods have a very low replacement rate, high consumption period, and high gross margin, e.g drugs, shoes, bags, television etc.
2.3.3
EFFECTS OF SALES PROMOTION OF MARKETING OF CONSUMER GOODS.
Sales promotion like every other promotional mix have positive effect on marketing of consumer product among there are:
· It helps to introduce new consumer product.
· It helps in modifying consumer behaviors so as to stimulate sales.

· It helps to increase sales during off season.
· It helps in consumer product acceptance.

· It helps to increase the number of user for a particular consumer product.

· It helps to build positive good image
· It helps to persuade and influence purchase of consumer goods.
· It enhances consumer trial of new product.
· It helps in contract rumour and negative publicity e.g case of indomie in 2022 where there is rumour that indomie kills.

CHAPTER THREE
3.0
RESEARCH METHODOLOGY
3.1
INTRODUCTION
This chapter explains the methodology that was used in this study. It starts with an over view of the research design, and then detail the methods for the studies in terms of survey instrument development, sampling administration to respondent and statistical methods for the data analysis.
3.2
RESEARCH DESIGN
This study adopted a descriptive method of survey. It is structured to provide data relating to impact of motivation on organization performance. Data were collected from randomly sampled staff member of KAM INDUSTRIES NIGERIA LIMITED, to describe the effectiveness of impact of motivation on organization performance. 

3.3 POPULATION OF THE STUDY
The population for this study was restricted to only the staff of KAM INDUSTRIES NIGERIA LIMITED. They formed the units of analysis for this study and their nature is determined by the survey objectives. The numerical value of the population is 288 staff.

3.4 SAMPLE SIZE AND SAMPLING TECHNIQUES
A representative sample of 167 staff were drawn from the population. This sample size is determined by the Yoro Yamini method of sampling technique. This is given thus: 

n=    N

     1+ N(e)2
Where n = sample size

N = population of the study = 288

E = tolerable error (5%)

n =       288             

      1+288(0.05) 2
n = 167
3.5
METHOD OF DATA COLLECTION
The collection of the primary data were through questionnaire administered personally to KAM INDUSTRIES NIGERIA LIMITED. The questionnaire consisted of two sections: section A include the demographic data of the respondent while section B detailed questions carefully drawn and capable of eliciting the required information from the respondents. The item statements of the questionnaire were structured using Likert method of scaling of strongly agree, Agree, Undecided, Disagree and Strongly Disagree.                                                                      
3.6 METHOD OF DATA ANALYSIS
The essence of data collection is to make something good out of it. The data collected were treated and analyzed using descriptive analysis.
t = x- N
     s /√n

N = Population mean

S=population standard deviation

n=sample size

x = means

x =∑fx
      N

   = √∑(x-x)2
            N

This population standard deviation 

O = √∑f(x-x)2
                  ∑(f-1)

or = √∑(x-x)2
                   N – 1

CHAPTER FOUR
DATA PRESENTATION, INTERPRETATION AND ANALYSIS
4.1
DATA PRESENTATION AND ANALYSIS

Table 1:
Sex Distribution
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Male
	10
	12.50

	Female
	70
	87.50

	Total
	80
	100


The above table shows sex distribution of the respondents 12.50% while female has 70 respondents which indicates 87.50% of the selected sample.
Table 2: Age Distribution
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	15-25
	10
	12.50

	26-35
	25
	31.25

	36-45
	30
	37.50

	46-55
	10
	12.50

	56 years and above
	5
	6.25

	Total
	80
	100


The above table revealed that the age distribution of the respondents. Respondents within 36-45 years has largest percentage of 37.50%, followed by respondent within 26-35 years which as 31.25%, followed by 16-25 years and 46-55 years which have equal percentage of 12.50% each while the least go to 56% above with 5 respondents which rep.

Table 3: Marital Status
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	SINGLE
	40
	50

	MARRIED
	37
	46.25

	DIVORCE
	3
	3.75

	TOTAL
	80
	100



The above table shows the marital status of the Respondence. Single has the largest percentage of 50%, followed by married with 46.25% while divorce has 3.55%.
Table 4: How do you get to know about the company product (Nails).
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Through Friends
	18
	22.50

	Through Advertisement
	25
	31.25

	Through Publicity
	15
	18.75

	Through Sales Promotion
	22
	27.50

	Total
	80
	100



This to revealed low respondents get to know about the company product. Through Advertisement has the largest percentage of 31.35%, followed by through sales promotion with 27.50%, followed by through friends with 22.50% while through publicity has. 18.75%, without any doubted mind, all as contributed to product acceptability by consumers. 

Table 5: Where did you prefer to Buy your needed Kamwire product?

	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Market Place
	20
	25

	Boutique
	15
	18.75

	Outlet
	15
	18.75

	All of the Above
	30
	37.50

	Total
	80
	100



This table shows where respondents prefer to make purchase. It all of the above has highest respondents of 30 which represent 37.50% followed by market place with 20  respondents which represent 25% while both Boutique and outlet share equal respondent of 15 and equal percentage of 18.75%.
Table 6
What Aid Your Decision to buy in Such Place?
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Nearest to market
	20
	25

	Price comparison
	25
	31.25

	Product Quality
	33
	43.75

	Total
	80
	100



This table revealed reason for buying the needed Kamwire product at a particular place. The highest percentage is that of good product quality with 43.75%, followed by price comparison which has 31.25% while the least is for nearest to market with 25%.
Table 2: Age Distribution

	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	15-25
	10
	12.50

	26-35
	25
	31.25

	36-45
	30
	37.50

	46-55
	10
	12.50

	56 years and above
	5
	6.25

	Total
	80
	100


Table 7:
Do you get your needed Kamwire Product Anytime?
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Yes
	63
	78.75

	N0
	17
	21.25

	Total
	80
	100


This table shows the opinion of the respondent about the product availability. Yes has the highest percentage of 78.75% while No has 21.25%. this table shows that the Kamwire should embark more on effective distribution of their product to ensure that final product get to final consumer.
Table 9: Did You Benefited From Company Sales Promotion.
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Yes
	58
	72.50

	N0
	22
	27.50

	Total
	80
	100



From the above table, Yes has highest respondents of 58 which represent 72.50% while No has 22 Respondents which represent 72.50%. This shows that majority of the respondent have benefited from the Kamwire Sales Promotion.
Table 10: How will you Rate the Kamwire Sales Promotion Programme.
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Very Effective
	75
	93.75

	Not Effective
	5
	6.25

	Total
	80
	100


This table revealed respondents opinion of Nails sales promotion programme with very effective has the highest respondents of 75 which represent, 93.75 while Not Effective has 5 respondents, which represent 6.25%. Therefore, the company should strength their level of sales promotion to improve the effectiveness.
Table 8:
Did you aware of the company sales promotion programme?
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Yes
	80
	100

	N0
	0
	0

	Total
	80
	100


This table revealed the knowledge and awareness of the respondents which represent 100% of the selected population while No has no respondent 0%. This means that all the respondents are aware of the Kamwire Sales Promotion. Yes has 80 respondents which represent 100% of the selected population while No has no respondent )%. This means that all the respondents are aware of the Kamwire Sales Promotion.
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Table
Sex Distribution
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Male
	14
	70

	Female
	06
	30

	Total
	20
	100


This table revealed the knowledge and awareness of the respondents on Kamwire Sales promotion of the selected population while No has no respondent which represent 0%. This means that all the respondents are aware of the Kamwire sales promotion.
TABLE 2: EDUCATION QUALIFICATION
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	O’ LEVEL
	4
	20

	OND
	10
	50

	HND/B.Sc
	6
	30

	Others
	-
	-

	Total
	20
	100



This table revealed the education qualification of selectd staff. HND/BSc has the highest respondents of 10 which represent 50%, followed by OND with 6 respondents which represent 30% while O level has 4 respondents which represent 20% of the selected sample.
Table 3:
How will you rate your company sales promotion on consumer behaviors
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Very Effective
	15
	75

	Not Effective
	5
	25

	Total
	20
	100



The above table shows how effective is company sales promotion on consumer behaviors, very effective has the highest percentage of 75% followed by effective with 25% while Not effective has 0%.
Table 4: What is the consumer reaction towards your product during the sales promotion?
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Very Strong
	10
	50

	Strong
	6
	30

	Good 
	2
	10

	Fair
	2
	10

	Bad
	-
	0

	Total
	20
	100



From the above table, Very strong has the highest percentage of 50% which represent the half of the sample selected, followed by strong with 30% while both Good and Fair share 10% each and the least go to bad with 0%.
Table 5: How Often Do Your Company Embark On Sales Promotion.
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Very Effective
	20
	100

	Not Effective
	-
	-

	Total
	20
	100



This table shows the opinion of selected staff on how often the company embark on sales promotion. Frequently has 20 respondents which represent 100% while Not Frequently has no respondent which represent 0%.
Table 6: Does Sales Promotion Help increasing the company Sales and Profit.
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Yes
	20
	100

	No
	-
	-

	Total
	20
	100


This table shows how sales promotion embark Nigeria Nails Manufacturing Company increases their sales volume and profit, the whole respondent indicate Yes which means Yes has 100% while No has 0%.
Table 7: What is Customer Relationship and Sales Promotion 
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Very Good
	12
	60

	Good
	8
	40

	Poor
	-
	0

	Total
	20
	100%



This table show relationship between consumer and sales promotion, Very Good has the highest percentage of 60% followed by Good with 405 while poor has 0%.
TESTING OF HYPOTHESIS

H0:
Sales Promotion does not led to increase in sales volume and profit.
Hi:
Sales promotion led to increase in sales volume and profit.

In testing this hypothesis, Chi-square is used which formular shows below.
X2 = ∑ (0i-Ei)2

   E
O
=
Observed value

E
=
Expected Value
∑
=
Summation of all classes
X2
=
Chi-square
The hypothesis will be tested of alpha level of 2.5% degree of significance.
TABLE 6:
DOES SALES PROMOTION HELP INCREASING SALES VOLUME AND PROFIT
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Yes
	20
	100

	No
	-
	0

	Total
	20
	100


Chi-square is calculated as follow;
	Observed
	Expected
	Oi-Ei
	(Oi-Ei)2
	(Oi-Ei)2
Ei

	20
	10
	10
	100
	10

	0
	10
	-10
	100
	10

	
	
	
	
	20


X2i = 20
Degree of significance is 0.05
(n-1) (c-1)
Where is number of row

Where C is number of column

: . (2-1) (2-1)
1 x 1

= 1

At 5% level of significance with 14 degree of freedom of X2 = 
5% x 1 x 20
100


= 1

X2i :. X 2  level of significance

20 – 1


= 19

Decision Rule

Since the X2c is greater than X2o i.e 20 > 19 therefore, the Ho should be rejected and Hi should be accepted.
 Be used in other to present findings in summary form and clarity to the presentation.

DISCUSSION OF FINDINGS
In analyzing the data collected by the researcher, descriptive method were used. This enable researcher to used percentage in calculating the data collected and chi-square were also used in testing the hypothesis.
CHAPTER FIVE
5.0
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1
SUMMARY

This findings where obtained from both primary and secondary source of data collected and personal interview.

In the course of this project work, it was discovered that sales promotion helps the consumer to try the product and encourage them to buy more of the product. Although others promotional mix such as advertising, publicity, Personal selling has help in marketing of consumer goods but the most new thing discovered was through friends. Some consumer get to know about the Kamwire product through friends which means ability to satisfy one consumer will extended to another consumer.

Also among the findings was that of product quality, Consumer will spend last Kobo on product that will satisfy them. The product quality is also behind the reason why some consumer buy a particular product.

Product availability also help increasing the sales volume of the company since the right product, in right quality at right quantity will reach the right consumer. This also help the production process to complete.

It was also discovered that the relationship between sale promotion and consumer is very strong, and this account for reason why the company embark on sales promotion frequently.
5.2
CONCLUSION


One may question the need for sales promotion in marketing of Nails. This does not difficult to explain.  The nature of and type of the product demand account for reason for sales promotion study.

It was essential that manufacturing company like Kamwire Nigeria Limited move away from Sales orientation, which is characterized with marketing of some manufacturing product in Nigeria they should work toward designed better and good quality product and embark on sales promotion strategies that will help them build product image and cooperate image.

Thus, the need for manufacturing firm in Nigeria to re-appraise the importance of sales promotion which is one of the promotional mix rose due to increase in number of manufacturing company for back, advancement in technology, and positive government posture and encouragement which has able to increase the product supply in excess of demand.
-
The economic situation of the country has led to fall in purchasing power, which further reduce the demand for some products of the company and also due to the nature of the product i.e vary durable.
5.3
RECOMMENDATIONS

Based on the findings of this study, the following are recommended fore effective sales promotion in manufacturing of Nails sector.

The manufacturing company should continues sales promotion since it is clearly seen that sales promotion strategy has always increases the sales volume and company’s profit.

Aside this, sales promotion has enhance the performance of the company. It is also recommended that others promotional strategies should be used at various time to complement one and other.

The company should ensure that they strengthening their distribution channels and also improve on their distribution strategies to ensure product availability.


Competitors’ action should be monitored by the company (Kamwire) to enable them to design better promotion strategies.

Lastly, in their promotion strategies a consumer altitude should be considered. The company product is important as well as consumer, therefore, they should known that consumer is the king and work towards satisfy them.
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