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CHAPTER ONE
                                             INTRODUCTION

1.1 Background to the Study
	Selling is one of the oldest professions in the world. The people who do the selling go by many names. Sales people, sales representatives, account s executives, sales consultants, sales engineers, agents district managers, marketing representatives, and account development reps, to name just a few.
	The term salesperson covers a wide range of positions form the clerk selling in a retail store to the engineering sales person who consult with client companies. The term sales person covers a wide range of steps. At one extreme, a sales person might be largely an order taker, such as the department store sales person standing behind the counter. At the other extreme are order getters, whose position demand the creative selling of products and services ranging from appliances, industrial equipment, or airplanes to insurance, advertising, or consulting services. Other sales person for pharmaceutical company whole calls on doctors to educate them about the company’s drug products and to urge them to prescribe these products to their patients.
	Therefore; personal selling is the interpersonal arm of the promotion mix. Advertising consists of one-way non-personal communication with target consumer groups. In contract, personal selling involves two-way, personal communication between salespeople and individual customers whether face to face, by telephone, through video conferences, or by other means, personal selling can be more effective than advertising in more complex selling situation. Salespeople can probe customers to learn more about their problems. They can adjust the marketing offer to fit the special needs of each customer and negotiate temrs of sales. They can build long term personal relationships with key decision makers.
	The role of personal selling varies form company to company. Some firms have no sales people at all, for example, companies that sell only through mail order catalos or companies that sell through manufacturer’s reps, sales agents, or brokers. In most firms, however, the sales forces plays major role. In companies that sell business products, such good stuffs, the company’s sales people work directly with customers. In fact, to may customers, sales people may be the only contact.
	The sales force serves as a critical link between a company and its customers in many cases, sales person serve both masters the seller and the buyer. First, they represent the company to customers. They find and develop new customers and communicate information about the company products and services. They sell products by approaching customers, presenting their products, answering objections, negotiating prices and terms, and closing sales. In addition sales people provide services to customers, carry out market research and intelligent work, and fill out sales call reports.
	A company’s move toward a stronger market orientation, their sales forces are becoming more market focuses and customer oriented. The old view was that sales people should worry about sales and the company should worry about profit. However, the current view holds that sales people should be concerned with more than just producing sales they also must know how to produce customer satisfaction and company profit.
	Beyond winning new customers and making sales, hey must be able to help the company to create long term, profitable relationships with customers. 
1.2	Statement of Problems
	The problem of this research work is to find out the degree of effectiveness of promotional tools particular personal selling in marketing of consumer goods. (a case study of NNPC in Ilorin metropolises]. This problem is concerned with effect of using personal selling as a promotional tool in marketing of consumer goods. That is whether the cost of maintaining the sales forces (promotional variables) justifies the benefits demand by companies.
	This problem involved the evaluation of personal sales in the competitive homogenous marketing of consumer goods. this project will explore  these brotherly questions concerned with the problems.
· Is personal selling more effective than other promotional tools?
· What proportion of promotional budget should be allocated to personal selling?
· Does the cost of personal selling justify its benefits?
· Is personal selling really the most effective promotional tools and should such effective be related with the appointment of the promotional budget?
1.3 Research Questions
1. What are the benefits of sales representatives in the marketing of industrial product 
2. How could personal selling influence the increase in sales volume of industrial 
3. What are the problems of sales representatives in their personal selling effort
4. How could personal selling build the image of an organization 
1.4  Objectives Of The Study
This project set out the best procedure on the personal selling process and crystal the concepts of personal selling as a promotional tool in the oil sector.
The aims and objectives of this study was to prove that personal selling is more effective than other promotional tools in the marketing of consumer goods,
This includes the followings:
· To guarantee flow of products in order to avoid scarcity.
· To determine the immediate and benefit of personal selling
· To investigate the appropriate of personal selling in the most other promotional tools.
· To ensure that transit by drives or through poor storage
· To improve sales at the particular filling stations by introducing patronage.
· To achieve proper monitoring and security of distribution equipment e.g. pipeline, pumps and personal.
1.5 Research Hypotheses 
· 	This study is meant to know the personal selling as an effective promotion tool in marketing of industrial goods of NNPC. The following hypothesis are therefore formed for the study. 
· H0: Personal selling of activities of NNPC do not create of their product. 
· H1: Personal selling activities also in the marketing of NNPC product do not awaken the customers interests. 
· H2: Personal selling activities adopted in the marketing of NNPC Products awaken the customer interest. 
· H03: Personal selling activities of NNPC foes not head to increased customers patronage of their goods. 
· H3: Personal selling activities of NNPC leads to increased customers patronage of their goods. 
· H04: Personal selling activities of NNPC impacts negatively on the profit of organization 
· H4: Personal selling activities of NNPC does impact negatively on the profit of the organization. 
1.6   Significance Of The Study
The significance of this research work is that it will enable the researcher to understand in full, what personal selling is all about and the various ways of improving personal sales services by researching into their problems it will also improve the practical application of personal selling concepts to the industries, which is marketing firms and the research finding and recommendations will enable them to see the real effects of personal selling.
1.7   Scope Of The Study
The theoretical scope of research work lover the various principles and concept of personal selling activities.
The geographical scope of this project deals with consumers/ customers of NNPC petrol filling station in Ilorin metropolises.
The industrial scope implies specification of the industry of the study, therefore, this research work deals with oil industries such as total Nigeria Plc, Texaco, Oando etc. this research work focuses on NNPC Nigeria Limited in Ilorin only.
The time scope is the periodic depth of research, therefore the periodic depth of this research, cover five years that is between 2004 to 2009 in which the daturn for five operational year of the case study (NNPC Nigeria Ltd).
1.8	Definition of Terms 
The following terms used in this study should be taken to mean the following: 
MARKETING: Marketing is defined as a societal process by which individual and groups obtain what they want an need through creating offering and freely exchanging products of value with others. 
   PROMOTIONAL: Promotional tools include all activities or strategies involved communicating with a target market of audience. It seeks to inform, educate, persuade and influence the target audience. These messages could be sent through advertising, personal public relations (the promo tools) 
PERSONAL SELLING: Personal selling is a face to face presentation of sales. It is a personal contact between the seller and the buyer for the purpose of marking a sale. It is characterized by verbal exchange, gesture which allows for flexibility and adjustment of messages to suit buyers needs, interest and reactions. 
CAPITALS (INDUSTRIAL) GOODS: Capital are those goods that are technical in nature which is purchase on the basis of specifications for production of other goods rendering further services.      






















CHAPTER TWO
                                	LITERATURE REVIEW
2.0 Introductions
This chapter consists of review of relevant literatures that capture the variable one entrepreneurship development and economic development. It entails the conceptual review, empirical review and theoretical review.
2.1 INTRODUCTION
	Marketing has been defined in various ways by different writers. Each discussant of term tends to give out his or her own idea, but no matter the way the words are phrase they bare down to the same meaning. According to M.J Baker, classified the definition as old and recent definitions. Some of the old definition are:
	Firstly, marketing is defined as the movement of goods from producers to buyers at a profit.
	Another definition given is that, marketing moves goods from place to place, store them and effects changes in ownership by buying and selling.
	The definition given above are incomplete definition of marketing and therefore not correct because of the criticisms given below.
	The definitions are criticized because it presuppose production before marketing i.e. they fail to identify the existence of marketing before goods are been produced.
	Also the definitions do not consider the desire of buyers before goods are produce. i.e. producer only need to produce what they can best produce and that can summer will buy it.
	Another reason for rejecting the definitions is that it simply that marketing ends with exchange of goods and services for money between producer and buyer, and fail to indicate marketing’s activities after exchange has been made or consummated e.g. after sales services, trade deals, call back etc. it therefore do not recognize post purchase feeling of buyers. The more recent definition, defines marketing as follows:
(a) Marketing is the set of activities that facilitates exchange transactions involving economic goods and services for the ultimate purpose of satisfying human needs.
(b) Marketing is a science of identifying consumer needs and product innovation by promotional mix.
(c) Marketing can also be defined as the management process responsible for identifying customers requirements profitably.
(d) It also defines as the set of human activities directed at facilitating and consulting exchanges.
The more recent definitions agree that marketing is concerned with people’s want rather than with only distribution of what the producer can produce to the consumers. The definition shows that the producer can only produce what can be marketed.
	Marketing seeks to find out what people want before products meant for the people are produced (i.e. the existence of marketing before production). Having find out people’s wants, marketing translates and converts the wants into concrete goods and services (product development), passes information about the goods to prospective consumers (promotion) and sells the goods and services to the buyer.
	Therefore, marketing does not end with the sale of the goods services, it goes on to ensure that the consumers really satisfaction from the goods and services by means of after sales service, call backs etc.

THE INDUSTRIAL MARKETING
	Industrial marketing can be defined as all business activities concerned with those goods and services which are purchased, hired or leased for use by producers of other goods and services in their own productive effort.
	The business industrial markets consist of those individuals and organization who buy goods and services for use in other words, industrial goods are not sold to ultimate consumers for their personal consumption satisfaction. Instead they are bought by many kind of business organization, agriculture, forestry and fisheries, transportation, public utilities, construction industries, manufacturing, extractive industries (Those that mines ore or explore for oil) non-profit organizations (Hospitals, schools, churches, comps and recreation oriented firms) and whole host of services industries.
2.2	CONCEPTUAL FRAMEWORK
NATURE OF AND SCOPE OF INDUSTRIAL MARKETING
As industrial marketing being defined above, it can be easily seen that it’s nature is rather complex and it’s scope wide. The definition also shows that marketing industrial products is similar to the marketing of other type of products, such as, it is sometimes difficult to categories a product into either industrial or consumer goods for the border line between them is rather lazy.
Understanding the difference industrial marketing and marketing of other products is their essence for the former involves acquisition of goods for further production, the product are later consumed by the final consumer (its target).
Other means of appreciating the nature and scope of industrial marketing is through its characteristics, for instance, while the marketing of these product did not go beyond its immediate consumer’s need, now that the industrial marketing which move demanding complex and time consuming than marketing of consumer products. 
DISTINCTION BETWEEN INDUSTRIAL AND CONSUMER GOODS
The main difference between industrial and consumer and goods does not rest an difference in the product or services themselves.
Industrial goods for example, raw materials, component, suppliers e.g. coal, carbar paper, services and capital equipment e.g. welding machines are bought by firm, including middlemen such as retailers, in the conduct of their business operations. They are not bought to resell to final no sue holder or individual buyers.
Industrial goods are also bough by government department, local authorities and public bodies.
Consumer goods are goods which are used by ultimate consumer as house holds, in this case they are those goods which are not use for further processing. Example of these foods are bear, soap bread etc. Since these goods are consumed fast and purchased frequently, the appropriate strategy is to make them available in many locations, change only a small mark up and advertise heavily to industrial and build preference.
From the above explanation, what distinguishes the industrial goods from consumer products are:
(a) Difference in the buyer and
(b) Difference in the uses to which products and services are put.

IMPORTANCE OF PERSONAL SELLING TO INDUSTRIAL MARKETING
Personal selling is the oral presentation in a conversation with one or more prospective purchaser for the purpose of making sales.
Personal selling is also the most effective tool at certain stages of the negotiation and sales closing stages. It is important that the company carefully consider when and how to use sales preventatives to facilitates the marketing task. Conversely, personal selling can made a strong contribution in industrial goods marketing. From all the discussion so far, it is easily seen that personal selling is much more than any other promotional tools and is the most relevant and appropriate to industrial product marketing than it is to consumer goods. The major factors that contribute to the importance of industrial goods are as follows:
(1) There is the need for practical demonstration because of the highly technical and complex nature of before and after sales services that can be performed by the sales person.
(2) It is common practice to find sales persons visiting and inspecting the plant and equipment of the industries user. These visit sometimes leads identification of more economical and modern way of producing products.
(3) Due to the high unit cost of industrial products, the buyers are usually more prove as sensitive to potential risks both economic and emotional and assurance may be needed before the purchase could be made.
(4) The sales person act as a trouble shooter for each target individual buyer called upon rather than a mere disseminator of information.
(5) Also, due to the high level of specialization and differentiation that are usually involved in the characteristics of individual products, the service and opinions of the sales persons are some times necessary in order to develop these special feature.
(6) There is usually exists for less number of customers constitute the total market, therefore, personal selling contact with them because less of a case with consumer products.
CLASSIFICATION OF INDUSTRIAL PRODUCTS
	A useful industrial goods classification would suggest appropriate marketing strategies in the industrial market. Industrial goods can be classified in term of how they enter the production process and their relative.
	Attempt to classify this broad arraying will be complete because of the difficulty of establishing mutual exclusive categories. But it is still useful to identify different product categories because it gives an insight into the main influences affecting buying decisions and choice of vendor. Also the way in which buyers themselves classify product will give due to the market about his selling promotional and channel decision.
	Therefore, the following are the main classes in which industrial product can be classified.
(1) Major equipment
(2) Raw and processed materials
(3) Components part and sub-assemblies
(4) Operating supplies.


MAJOR EQUIPMENT
	In this type of category, it includes industrial equipment and machines such as boilers, furnaces, cranes, lather, printing presses and sawmills.
	Some of these items are highly specialized and are build in order to meet the need of buyers, other are more or mess standardized and the used by a number of equipment buyers will consider such properties as productivity, veracity durability, economy of operations and maintenance and time and labour saving features.
ACCESSORY EQUIPMENT
	This is another class of industrial product in an organization. This equipment is used to facilitate rather than to perform the basic operation of a plant. It consist of items such as cutting tools, fork-lift, truck, chain hosts and small motors, equipment e.g. adding and calculating machine. These products are typically built for stock rather than custom built.
RAW AND PROCESSING MATERIALS
	Raw and party manufactured materials are goods that enter into the completed product which must be subjected to further consumer one would also include there material that have gone through a material that have gone through a more elaborate manufacturing process but still have to enter the end product e.g. cloth, structural steel and plate glass. 
COMPONENT PARTS AND SUB-ASSEMBLIES
	Fabricated part with perform a specific function and do not require further modification to be installed as part of the final product are classified change in form.


2.3 THEORETICAL FRAMEWORK
	Operating and maintenance supplies are materials consumed in the operation of a business and which do not form part of the final product. Lubricants. drills, cleaning solvents and abrasives and example of production supplies. Because the typical operation supply is used by many firm in numerous industries, it need to be marketed an a wide spread basis suppliers are the equivalence to goods in the industrial field because they are usually purchase with minimum effort on a straight basis.
	Many contempory authors have defined the concept of marketing. Marketing communications have been defined as the process of presenting and integrated set to stimuli to a target market with the aim of raising a desire set of response within the target market and setting up channels receive, interpret and act on message from market to modify present company messages and identify new communication opportunities (Lancaster and Massingham, 1999). Obviously, marketing communication as a sender and receiver of market related messages, a company can influence customers to buy it brands in order to make profit and at the same time it can stay in touch with it market so that it can adjust to changing market conditions and take advantage of new communication opportunities 
	Insurance is defined as a contractual agreement whereby one party agrees to compensate another party for losses (Dorfman, 1994). Ajaja (1995) describes the phenomenon as a mechanism by which risk is transferred by  a person, business or organization to an insurance company which reimburses the insured for sharing in the cost of losses among all the insured. The term “insurance” is thus seen as a provision of a system of compensation for loss, damage, sickness, death and other unforeseeable circumstances in return for regular payment of a predetermined premium (Oyetayo, 2001). 
	Harries (1998) opined that marketing function  within a marketing framework and is known traditionally as the promotional elements of the four ps marketing (product, price, place and promotion). He added that the paramount goals of marketing communication are: 
1. To reach a defined audience so as to affect its behavior by informing, persuading and reminding 
2. To acquire new customers for brands by building awareness and encouraging trials. 
3.  To maintain a brands current customers base by reinforcing their purchase behavior through the provision of additional information about the brands benefits. 
4. Building and reinforcing relationships with customers prospect and other important stakeholders. 
Ajaja (1995) noted that the nature of the operations of insurance businesses call for the collection of the relatively small and affordable costs of losses(premium) from large number of insured by insurance companies. He thus added that the premiums which are usually paid upfront are subsequently shared among many insurance companies who offer to bear portions of the attached risks. Thus, insurance services embrace intangibility, inseparability, visibility and ownership of title that are transferable (Ikupolati 2008) 
THEORETICAL FRAMEWORK
	As a matter of reality, it has contributed immensely to increasing growth of many companies in various industries. This is because it goes a long way in placing positive mind of potential consumers; this can also influence their buying behaviour. 
	However, the formal study of this write-up requires an understanding of its definitions because advertising itself means different things to different people, i.e. there are many definition to it as there are many authors. 
	In a study of the consumer view of advertising carried out in 1974 by the American Association of Advertising Agencies, more than half of the respondent described advertising as a channel of information from the manufacturer to consumer, some sad it is manipulated, propaganda and misleading. 
	Many scholars, professional bodies and association and various authors have given diverse definitions of advertising. However, it is noteworthy that each definition is unique on its own, thus we can saw advertising is a complex field .
	Longman(2000) says “advertising” is an act of telling people publicity about a product or service in order to persuade them to buy it. 
	Alonge (2001) feel that advertising can be defined as any paid form of non-personal communication is directed to the consumer to target audiences through various media in order to prevent and promote products, service and idea. 
	This means that advertising is branch of commerce which used to create awareness for particular product and it must be paid for. Advertising informs, educates and persuade to buy the advertised goods or services. 
	Gillian (1982) views it as “means of drawing someone’s attention to something or notifying or informing somebody of something” 
	Harri Tuomola says in one his class that advertising must be paid for by identified sponsor and must be persuasive to influence buying behaviour. (Hamk UAS, Finland). 
Tuflinger (1996) says “advertising is the non personal communication of information usually paid for and usually persuasive in nature, about product, services or ideas by an identified sponsor through the various media. So much for academic	double	talk. 
                                                CHAPTER THREE
                                 RESEARCH METHODOLOGY
3.1 INTRODUCTION
	Research methodology as it relates to marketing can be seen the systematic, objectives and exhaustive search the study of the fact relevant to any problem in the field of marketing.
	It is the systematic gathering, recording and analysis of data about the marketing problems to facilitate decision making. Here details of task involved in carrying out the study are stated. These include data collection method, sampling method, presentation and analysis technique used. 
3.2	RESEARCH DESIGN
	The research design used in the study is the combination of personal interview includes NNPC and customer services department while the questionnaire were administered of NNPC numerous customers.
3.3	POPULATION OF THE STUDY
	Ordinarily, population refers to all people in a given geographical region. In research, the meaning of population goes beyond human beings alone. 
	Ary and Jacob’s (1976) defines population as an entire group of people, objectors event all living at least on peculiarities in common.
	Chain (1959) Depicts that a population in research is aggregate of all cases that conform to designed set of specifications. In fact in research and statistics population refer to people, institution or things under the study in a particular area. It is the theoretically specified aggregate of survey element it refer to the entire universe of interest to the researchers. 
Olaitan and Nwoke (1988) conclude that, the population of a study represents the target of the study as defined by the aims and objectives of the study. The population this research up of all customers of NNPC in Ilorin zone (town).
3.4	SAMPLING SIZE AND TECHNIQUES
	Sampling is a method that researcher can adopt for selection of representative from population for a study. Sampling method could be divided into two types namely probability and non-probability sampling is most commonly associated with survey based researcher where you need to make inferences from your sample about a population to answer your questions or meet your objective. These are probability sample method.
· Random sampling
· Stratified sampling
· Area sampling
· Systematic sampling
· Cluster sampling
· Non-probability sampling method are:
· Convenience/ accidental sampling
· Quota sampling
· Judgment sampling
· Panel sampling
· Purposive sampling
RANDOM SAMPLING
	Random sampling is that the method of drawing a portion (or sample) of a population or universe so that all possible sample of fixed size in age and have the probability of being selected. A sample obtained through this method is called a KANDOM sample. A random sample is one in which all the members of that population have a equal chance of being selected for the sample every other member and in which the selection of individual for the sample did not influence the chance of any other individual of being chosen. 
3.4.1 	SAMPLE SIZE
	There is no definite rule as to the determination of the sample size. It depends on a number of fraction viz.
	From the universe. It was the research made form this, that generalization was drawn.
	150 respondents were randomly selected for this research work.
3.5	METHOD OF DATA COLLECTION
	Data can be collected from two major source namely primary and secondary sources.
	Primary source is a way of collecting data, information on research work form the following sources.
Questionnaire
Interview
Observation
Experiment.
	All this were used for collecting data for study.
Secondary data: these are made or existing information which are useful for the purpose of this research work.
	These include organization records, text books, internet, and journals.
          BOTH PRIMARY AND SECONDARY METHOD OF DATA COLLECTION
Both were employed for this study, questionnaire was administered to the staff of NNPC in Ilorin especially those in the marketing and sales department, interview and personal observation were also used to study the sample population.
3.6	INSTRUMENTS ADMINISTRATION
	Generally, there are many methods through which data can be collected. The most prominent are among the many methods is the survey method which includes the use of questionnaire and personal interview which were used for this research. These were to collect the primary data the questionnaire was designed for the personal selling as a promotional tool in marketing of industrial goods, NNPC Nigeria Ltd within Ilorin and some other state within Nigeria. While personal interview was employed to elicit information from the staff of NNPC particularly in the marketing section.
	The secondary source of collecting data are employed by gathering come ready made information from the library of NNPC by going through the literature like magazine, Newspapers and text books.
3.7	METHOD OF DATA ANALYSIS	
This chapter is aimed at presenting data collection analysis and making proper presentation with view to ensuring that the objective of research are accomplished.
The researcher was able to gather some information through the use or questionnaire and personal interview. These were administered in the case study in order to facilitate easier distribution of questionnaire. A total number of 200 (two hundred) questionnaire were administered and 150 (one hundred and fifty) out it were killed properly by the respondents and collected which serve as a basic for statistical analysis. The data were presented in table using ratios and percentages. The data were analyzed using the chi-square method.
3.8 HISTORICAL BACKGROUND OF NNPC NIGERIAN NATIONAL PETROLEUM CORPORATION 
	The Nigerian National Petroleum Corporation (NNPC) is the state oil corporation through which the federal government of Nigeria regulates and participate in the country’s petroleum industry NNPC was established April 1, 19977 as a major of the Nigerian National Oil Corporation and the federal ministry of mines and steel. NNPC by law manages the joint ventures between the Nigerian federal government as a member of foreign multinational corporation, which include Royal Dutch Shell, Agip Exxon Mood, Chevron and Texco (through collaboration with those companies with Nigerian government conducts petroleum and development. The head of Nigerian wing of transparency international says salaries for workers are too low to prevent graft. 
	As September 2007, Nigerian president Umaru Yar’Adua plans to split the company into five new companies  
	The NNPC towers in Abuja is the headquarters of NNPC also has zonal offices in Lagos, Kaduna, Port-Harcourt and Warri. There is also an international office located in London, United kingdom. 
	In play 2009, the NNPC indicate that the Niger Delta unrest, had no impact on its business despite fights between government forces and rebels in this oil producing area.
















CHAPTER FOUR
DATAPRESENTATION,ANALYSIS AND INTERPRETATION
4.1 INTRODUCTION 
Data presentation is a vital aspect of the research efforts in as much as all data used for this research were gathered or collected through the use of questionnaire distributed during the field work. The need becomes apparent to analyze those data that will give sharp meaning, clear and concise information about the data and the reader would not find it difficult to have a good understanding of the data and result.
4.2	DATA PRESENTATION AND ANALYSIS 
	Data presentation and analysis involved information for the data collected to ensure summary description of the subject of study. The aim of the presentation and analysis is to transfer the raw data into meaningful and organized sets to show and measure the results of the research and communicate to the management or anyone that way have the need for the research work.
	The data presented analyzed and interpreted is the position of primary data and secondary data. This will help to clarifys the points.
	During the research 200 questionnaires were distributed to the consumers in which 150 were responded.
	In each of the data collected the statistical analysis shall be followed by simple illustration of responds and total analysis of data collected will be show in tabular from with corresponding percentages of responses for enhancement of easy comprehension. The suggests that were involved in the completion of the questionnaire are male and female. Some are literate while some core illiterate. The subject ranges from drivers students, business centers, and civil fervent.
ANALYSIS OF DATA COLLECTED FROM QUESTIONNAIRES SENT TO THE PARTICULAR COMPANY
Table 1: what department do you belong to?
	Option 
	Number of respondent 
	Percentage (%)

	Marketing department
	25
	16.7

	Sales department
	80
	56.6

	Customer services
	40
	26.7

	Total 
	150
	100


Source: field survey (2025)
	From the table above, it shows that 25 of 16.7 often belong to marketing department, while 85 of 56.6% often belong to sales department and lastly. 40 of 26.6% belong to customer services.
Table II: does total Nigeria Plc promote their products.
	Option
	Number of respondents 
	Percentage

	Yes 
	150
	100

	No
	-
	-

	Total 
	150
	100


Source: field survey (2025)
	The number of respondents says YES that total Nigeria PLC promotes their products were exactly 150 of 100% of the respondent. This shows that all the respondents in that particular. Company are say Yes. There is anyone out them that say No. it also shows that, the company always promote their products, to move customer aware influence and motivate them toward their products and to bring good image to the company.
Table III: how often do the promote their products?
	Option
	Number of respondents 
	Percentage

	Monthly
	15
	10.7

	Quarterly 
	20
	18.2

	Annually
	80
	45.3

	Bi-annually
	35
	18.3

	Total 
	150
	100


Source: field survey (2025)
	From the table it shows that 15 of 10% says that company promote their product “monthly” 20 of 18.2% says that company promote their products “Quarterly” while 80 of 45.3% say company promote their products “Annually” and 35 of 18.3% also said that company promote their products “Bi-annually” therefore, 85 of 45% from the research depicts company promote their products annually in order to promote the goodwill of the products and to create good image to the company.
TABLE IV: PROMOTIONAL ACTIVITIES HELP CUSTOMER TO BE AWARE OF PRODUCT?
	Option
	Number of respondents 
	Percentage

	Yes 
	150
	100

	No
	-
	-

	Total 
	150
	100


Source: field survey (2025)
	From the table above, it shows that promotional activities help customers to be aware of product. Because the exact number of respondents were say “Yes” that is 150 out of 150 respondent.
Table V: what is the most effective means of reading customer?
	Option
	Number of respondents 
	Percentage

	Personal selling
	55
	45.3

	Public relation
	50
	40.3

	Publicity
	15
	16.6

	Sales promotion 
	30
	16.6

	Total 
	150
	100


Source: field survey (2025)
	From the above, it shows that 55 of 45.3% were respond that personal selling is the effective promotional tool 50 of 40.3% were also responded that public relation is the most effective promotional tool of reading customer and 15 of 6.6% were also said that publicity is the most effective promotional tool, while 30 of 16.6% also said that sales promotion is the most effective promotional tool of reading customers.
	Option
	Number of respondents 
	Percentage

	Yes 
	150
	100

	No
	-
	-

	Total 
	150
	100


Source: field survey (2025)


ANALYSIS OF DATA COLLECTED FROM QUESTIONNAIRES SENTS TO CONSUMERS. Table 1: are you consumer of fuel product
	Table 1 above shows that 150 respondents which represent 100% of the respondents are customers of petroleum products. It was found that 100% of the respondents are consumers of petroleum product. Which means that petroleum product is an essential commodities and that every body either make use of DPK (Kerosene) PMS (petrol) or AGO (Diesel)
TABLE II: HOW OFTEN DO YOU BUY FUEL PRODUCTS?
	Option
	Number of respondents 
	Percentage

	Often
	40
	26.7

	Very often
	85
	56.6

	Once a while 
	25
	16.7

	Total 
	150
	100


Source: field survey (2025)
	From the table above. It was shown that forty of 26.7% of the respondents often buy petroleum products, while eighty five (85) of 56.6% of the respondents often buys petroleum products and twenty five (25) of 16.7% of the respondent buys petroleum produces once a while.
	It was discovered that consumer buys petroleum products very often which could lead to increase in the sales of petroleum marketing and it also has the largest percentages of the respondents.
TABLE III: IN WHAT QUANTITY DO YOU BUY FUEL PRODUCT?
	Option
	Number of respondents 
	Percentage

	Small QTY
	95
	43.3

	Large QTY
	55
	36.7

	Total 
	150
	100


Source: field survey (2025)
Table III: above shows that Ninety five (95) of 45.3% of the respondents buys petroleum products in small quantity while fifty five (55) of the respondent buy petroleum products in large quantity.
	It was found that the number of respondent that buys fuel product in small quantity is more than that of large quantity since those that buy in large quantity resell or buy for business purpose therefore the number of respondent that buy in small quantity shows that they are final consumer and small scale business ownership.
TABLE IV: WHICH OF THE FUEL PRODUCTS
	OPTION
	NUMBER OF RESPONDENTS
	PERCENTAGE(%)

	PMS
	70
	46.7

	DPK
	55
	36.6

	AGO
	25
	16.7

	TOTAL
	150
	100


Source: field survey (2025)
TABLE V: FOR HOW LONG HAVE YOU BEEN USING FUEL PRODUCT?
	OPTION(1-2 YRS)
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	1-2 YEARS
3-4 YEARS
5-6 YEARS
7-8 YEARS
9 AND ABOVE
TOTAL
	-
15
10
45
80
150
	-
10
6.6
30
53.3
100


Source: field survey (2025)
	From the table above, it was found that to which represent 46.6% of the respondents say that buy. PMS while 55 of 16.6% of the respondents responded to AGC as the product they buy.
	Table v shows that 15 of 100% of the respondents has been using fuel products between 3-5 yrs, those who had used the products for 5-6 yrs were 10 representing 6.6%, While those that uses it for 7-8 yrs are 45 representing 30% of respondents, While 9 and above has been using fuel products for long time. It was found out that those who had been using the fuel products for 9 years and above are greater than the rest; it shows therefore that the percentage of consumer who had been using the products for long time is higher.

TABLE VI: HOW DO YOU PURCHASE YOUR PRODUCT?
	OPTION
	NUMBER OF RESPONDENTS
	PERCENTAGE (%)

	personal purchase
 Supplied      
 Direct from companies  
 Total
	105
30
15
150
	70
20
10
100


Source: field survey (2025)
	From the above, It was found that out of total respondents 105 of 70% makes their purchase through personal purchase whole those that gets their products through supply were 30 represent 20% of the respondents and lastly, those that buy in direct company were 15 which represents 10% of the respondents.
	Table vii: how easy do you get your product?
	Option
	Number of respondents
	Percentage %

	Yes 
	115
	76.6

	No 
	15
	10

	No response
	20
	13.3

	Total
	150
	100


Source: field survey (2025)
	It was discovered from the above table that 90 of the respondents get. Their products easily which represents 60% of the respondents. Also 30 of 20% of respondents gets their fuel products very easy and 30 of the respondent get their products with difficulty which represents 20% of the respondents.
Table viii: will you say personal selling campaign educate the consumer of full products?
	Option
	Number of respondents
	Percentage %

	Yes 
	90
	76.6

	No 
	25
	10

	No response
	35
	13.3

	Total
	150
	100


Source: field survey (2025)
	The number of respondent that says Yes to effectiveness of personal selling to educate consumer were 115 which represents 76.5% of respondents while those that says No were 15 which were 10% of the respondents are those who from the above table, it was discovered that persons selling and campaign in educating consumers is effective in marketing of fuel products in Nigeria, therefore the consumers needs to be aware of certain brand of petroleum products.
Table IX: which aspect of services rendered by petroleum companies is most satisfying?
	Option
	Number of respondents
	Percentage %

	Good customer relation 
	90
	60

	Attractive price other 
	25
	16.7

	Free technical service
	35
	23.3

	Total
	150
	100


Source: field survey (2025)
	It was discovered from the table above that good customer relation (persona selling) is the key point to successful sales of fuel products.
	The percentage of respondent to good customer relation was 66% 90 respondents, while the attractive price offer is 25 of 16.7% the respondents and those that enjoy free technical services were 35. of 23.3% of the respondents.
Table X: have you experience fuel products adulteration?
	Option
	Number of respondents
	Percentage %

	Yes 
	115
	76.6

	No 
	35
	23.3

	Total
	150
	100


Source: field survey (2025)	
From the table above it was found that 115 respondents had experienced products adulteration which means 76.6% of the respondents had experience the dilution of fuel products while those that says No to the option was 35 representing 23.3% of the total respondents.
	It was also discovered that fuel products are usually mixed up.
4.3	HYPOTHESIS TESTING
	In order to test the validity of the information of the research work the hypothesis formulated has to be tasted using chi-square method.
HO: NULL HYPOTHESIS
	“Personal seeding is infective in marketing of petroleum products in Nigeria”
	Formula X2 = E (O-E)2
	O	= observed frequency
	E	= Expected frequency
	X	= Number of variable in (Row)
	C	= Column
DECISION RULE
	We reject the null hypothesis at 0.05, if the computed value of the test statistic, X2c exceeds the critical (tabulated) value
(C-I) (6-1) = 5
(K-1) = (5-5) = 4
	The significance fuel = 95% = 0.05
X2 = 9.49 
Table X1: Test of Null Hypothesis (Ho)
	Variables
	O
	E
	o-e
	(o-e)2 
	(o-e)2 
   e

	Epspmpp Q1
	20
	11.015
	8.985
	80.730
	7.329

	Epspmpp Q2
	1.917
	11.015
	-10.098
	101.970
	10.182

	Epspmpp Q3
	18.166
	11.015
	7.101
	50.424
	5.035

	Epspmpp Q4
	7.33
	11.015
	-3.685
	13.579
	1.356

	Epspmpp Q5
	7.66
	11.015
	-3.355
	11.256
	1.124

	
	
	
	
	
	25.026


DECISION RULE
	From the table above we reject the null hypothesis of X=0.05 because the computed value of the test statistic X2 = 25.026 exceeds the critical tabulated value (chi-squal value).
	Therefore, we can now say, the null hypothesis should be rejected for alternative hypothesis which is “personal selling is in effective promotional tools in marketing of fuel in Nigeria.
4.4	DISCUSSION OF FINDINGS
	In the light of the above, we were made to know the length in which personal selling is used as a promotional tool for survival of petroleum products. We also made to know the rate in which personal selling made to know the rate in which personal selling educate and influence consumers habit of buying through face to face conversation.
	The age of people that make or lay the product found to fall within the age group 20 and 30 yeas and 40 and above.
	The awareness of the personal selling programme make the people to be more interesting and make majority of them to agreed strongly with personal selling programme.
	Personal selling programme affects the buying habit product by making the potential buyer to buy and the existing buying to buy more.
	The promotional technique poeter most by the responses is trade off because it encourages them and also influences them to buy more.
	Credibility and sincerity of personal selling is very high because it attract their attention educate them and also influence them to buy more.
	Personal selling message lead prospects to have more interest to the particular products and majority of them agree very much in the questionnaire answered by them.
	Personal selling has a positive impact in any business organization (company) because it lead people to be stress free and it economic effect in the movement of people due to freedom of communication at convenient time. It also reflects on the buying habit of people and make them to buy due to the meaningful benefits that they derived from the particular product.
	Personal selling also attract both educated and non-educated person toward buying decision because of its uniqueness and newness of promotional activities. The respondents were motivated by the personal selling (promotional activities) because of the complex and method of promotion that are used. 
	It conclude, companies, firm and organization should embark on personal selling because its uniqueness, and effectiveness. It is the major promotional tool or method used to reach the above goals, because of this in many companies personal selling is the largest singly operating expenses, often equally 8.15% of the net sales.
 DECISION FROM THE HYPOTHESIS TESTING
Chi-square (X2) calculated values 15
Chi-square (X2) table value is 7.815
CONCLUSION I
	It could be concluded that, the chi-square (x2) calculated is greater than the total value, therefore, null hypothesis (Ho) is rejected, while the alternative hypothesis is accepted.
	




















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
	The study is fashioned to determine the effectiveness of personal selling as a promotional tool in marketing of industrial goods (a case study of NNPC).
	It is based on solutions to the identified problems to improved the performance of the sales person in the oil company in order to capture large share of the fuel markets.
	The research finding shows that oil companies are expanding intensively. This is as a result of the company’s intensive use of public relation. The use of effective public relation can not be over-emphasized because petroleum marketing firms that wants to enter into the fuel market for doom even it uses other promotional tools.
	Personal selling just like other promotional mix has its benefit outstrip the problems of public relation.
	The benefit of the use of personal selling found from the research into the effectiveness of personal selling in fuel marketing. Industry has shown that just very few petroleum firms can exist without personal selling in the homogeneous and competitive marketing of fuel product.
	It therefore, keeps the company at a competitive advantage over other business rivalries.



5.2	CONCLUSION
The objective of the oil company is to capture large percentage of petroleum market. The company has confidence that with the use of effective sales force, their objective could be achieved in the nearest future.
The research work has proved beyond reasonable doubt that effective use of personal selling is the most effective of all the other promotional tools in marketing of industrial goods.
Although, personal selling can not exist in isolation of other promotional tools like sale promotion, public relation, advertising is used to support the merchandizing efforts while the publicity is used in creating co-operate image. The project work have arrived at these important conclusion. It could be inferred from the project work that effective personal selling is the artery which carry the success of industrial products (goods). 
5.3	RECOMMENDATIONS
 	The fact that this research is oriented as personal selling as an affective promotional tool in the marketing of industrial products, the recommendation will be base on our findings, and how the industrial products can intensify their promotional tool use as an effective with industrial product. The following are our recommendation.
Firstly, personal selling has been generally accepted as the most appropriate means of selling industrial goods, should be integrated with other promotional activities, tad exhibition to mention a few, should not be neglected. These other tools will essentially help in creating awareness for these products thereby preparing ground for successful personal selling activities.
	Secondly, we recommended that the individual marketers focusing them recruitment exercise more and those candidate with some science and related course in addition to degree, diplomas or certificate in marketing. This will reduce the rate at which employers are sent as cases within and outside the company.
	Thirdly, the idea that sales man are born and not made should be de- emphasized while serious training programmes like sending them an induction courses, attending seminars organized by professional bodies like national institute marketing of Nigeria (NIMN) and also sending them an overseas training should be emphasized for the development of efficient sales force.
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Kwara state polytechnic,
Institute of finance and 
Management study,
Department	of	business     administration,
Ilorin, Kwara state,
P.M.B 1375
30th May, 2025
Dear respondent
QUESTIONNAIRE ON PERSONAL SELLING AS AN EFFECTIVE PROMOTIONAL TOOL IN MARKETING OF INDUSTRIAL GOODS
	I am carrying out this project work as one of the basic requirement needed to be satisfied before awarded National Diploma (ND) in IFMS, business administration department, Kwara state polytechnic Ilorin.
	This questionnaire prepared in mainly for academic issue (purpose). Therefore, every information obtained will be treated confidentially.
	In a Mitchell, I shall be looking forward to anticipate cooperation and to be grateful if answer to these question is essential and treated to my own expectation.
	Thanks for your cooperation




                                                                                Yours faithfully,
                                                                                 ALIU ABDULALEEM.D

QUESTIONNAIRE
	Questionnaire on personal selling as an effective promotional tool in marketing of industrial goods
Please as appropriate:
1.	Age:
i. 21-30 years (    ) ii. 31-40 years (    ) iii. 40 and above (    )
2.	Sex:
	i. Male (    ) ii. Female (    )
3.	Marital status
	i. Single (    ) ii. Married (    ) iii. Divorce (    )
4.	Educational distribution 
i.	Primary (    ) ii. Secondary (  ) iii. Tertiary institution (    )
SECTION B
TO THE CONSUMERS
5. Age buyer of industrial product (NNPC)?
i. Yes or No
6. How often do you buy?
i. Often (    )
ii. Very often (    )
iii. Once in a while (    )
7. In what quantity do you buy?
i. Small quantity (    )
ii. Large quantity (    )
8. Which of their products do you buy?
i. PMS (Petrol) (    )
ii. DKP (Diesel (    )
iii. Ago (gas) (    )
9. How do you purchase your products?
i. Direct form industry (    )
ii. Personal purchase (    )
iii. Supplied (    )
10. For how long have been using their products?
i. 1-2 years (    ) ii. 3-4 Years (    ) iii. 5-6 Years (    ) iv. 7-8 years (    ) v. 9 years and above.
11. How easy do you get your products?
i. Easy (    )
ii. Very (    )
12. Will you say personal selling educate customer? 
Yes or No
Which aspect of service rendered by this company is most satisfying?
i. Attractive price offer (    )
ii. Good customer relation (    )
iii. Free technical service (    )
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