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ABSTRACT
Sales promotion practice is a very prominent feature in the Nigerian telecom industry and  consumers  are  very  much  aware  of  the  various  sales  promotional  strategies practiced by these telecom service providers. The various strategies identified in the Nigerian telecom industry by  consumers’  supports  the  most  frequently  used  sales promotions in the world as identified by Berkowitz and Hartley (1994). The notable sales promotional strategies practiced in Nigeria included bonus for talk time, premiums, frees samples, price offs, branded souvenirs, contests and sweepstakes, and free talk time to family and friends.The sales promotion strategy that consumers were mostly aware was the contest and sweepstakes. The consumers’ awareness of the sales promotional strategies in the telecom industry gives them access to enough information that guides their decision making.The sales promotion practice in the industry draw these consumers to the product and make them do impulse purchase. This confirms the assertion by Ngolanya, et al, (2006) that sales promotion engenders impulse buying.Factors  such   as  appearance  of  sales  persons,  displays  of  products,  free  gifts accompanied with the purchase of airtime, free samples offered for customer trial and short term reduction of prices on certain occasion could enhance or impair the effectiveness of sales promotion. The findings confirmed that, amidst the factors that could enhance the effectiveness of sales promotion practice, the factor that has the greatest effect was the attachment services such as double bonus for all day. This supports the study done by Adcock (2001), who asserts that when a purchase decision is made, the actual purchase can be affected by unanticipated situational factors. Some of these  situational  factors  according  to  them  could  be  directly  associated  with  the purchase, for example the outlet where the purchase is to be made, the quality to be bought, and payment procedure among others. The consumers also had similar views that these attachment services enhance the effectiveness of sales promotion.
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                               CHAPTER ONE
                   INTRODUCTION
1.1 Background to the study
The business environment has become every competitive in the 21stcentury due to the growth in technology, infrastructure and access to information around the globe. This has made the environment very complex and consumer preferences keep changing because of the low switching cost in the market. Due to this increasing demand of consumers in the market, management of business organizations have to increase their resources with attention focused more on attracting and retaining its customers.
The ever increasing competition in the global market has prompted organizations to be determined and ensure satisfaction of customer needs and wants more efficiently and effectively than ones competitors (Kotler,1988). The Nigerian telecom industry is one area that has experienced an increased competition in the last ten (10) years.
In August1994, impact of deregulation of telecommunication Industry in Nigeria In 1992 through the promulgation of Nigeria communication commission (NCC) Decree No. 75 of 1992 introducing private participation in the provision of telecommunication service in Nigeria thus ending the state owned (NITEL) monopoly of the sector and ushering in competition.
This reform was also to ensure that, information is made accessible to all and sundry, and not only to the rich in society as was the case. 
The Telecommunication industry in Nigeria currently has grown tremendously and currently has four telecom operators notably are MTN Nigeria, Glo, 9mobile and Airtel. In the telecom industry where competition is intense, the criterion for success would much depend on creating awareness, persuasion and informing customers of the existence of offerings. This increased competition in the industry, has however resulted in several communication tools being employed by marketers to help them succeed in this era of competitions. One of the commonly used communication tools by Nigerian telecom providers is sales promotion.
Sales promotion is an initiative undertaken by organizations to promote and increase sales, usage or trial of a product or services (Aderemi,2003). Sales promotion refers to the provision of incentives to customers or to the distribution channel to stimulate demand for a  product. It is an important component of an organizations overall marketing strategy along with advertising, public relations and personal selling. Sales promotion acts as a competitive weapon by providing an extra incentive for the target audience to purchase or support one brand over the other. It is particularly effective in spurring product trials and unplanned purchases (Aderemi, 2003).
Sales promotion is a marketing activity that adds to the basic value proposition behind a product (i.e.getting more for less) for a limited time in order to stimulate consumer purchasing, selling effectiveness or the effort of the sales force (Aderemi,2003). This Implies that, sales promotion may be directed either at end consumer or at selling intermediaries such as retailers or sales crews.
Most marketers believe that a given product or service has an established perceived price or value, and they use sales promotion to change this price/value relationship by increasing the value and/or lowering the price compared with other components of the marketing mix (OdunlamiandOgunsiji,2011). In determining the relative importance to place sales promotion in the overall marketing mix, an organization should consider its marketing budget, the stage of the product in the life cycle, the nature of competition in the market, the target of the promotion and the nature of the product(Odunlamiand Ogunsiji, 2011).
Sales promotion can be an effective tool in a highly competitive market, when the objective is to convince retailers to carry a new product or influence consumers to select it over those of competitors. More so, sales promotion tend to work best when it is applied to items whose features can be judged at the point of purchase, rather than more complex, expensive items that might require hands of demonstration (KotlerandKeller, 2006). Sales promotion includes communication activities that provide extra value or incentives to ultimate customers, wholesalers,  retailers  or   other  organizational customers. It also stimulates sales product trial (Kotler and Keller, 2006).
Consumer buying behaviour however is the process by which the individual search for, selects, purchase, use and dispose of goods and services, in satisfaction of their needs and wants. The consumers’ loyalty has a direct effect on the success of the firm and therefore must ensure that they create a marketing mix that satisfies consumers. The consumer mostly goes through about five steps in taking one purchase decision. These include Problem recognition, Information search, Evaluating of alternatives, Purchase decisions, Purchase and Post Purchase evaluation. Actual purchasing is only one stage of the process and not all decision processes lead to a purchase. Also not all consumer decisions will include all the stages but will depend on the degree of complexity and risk involved.
There are however about four types of buying behaviours that consumers exhibit; these include a routine response which needs very little search and used when purchasing frequently purchased item, limited  decisions which is used when purchasing low priced brands in a familiar product category, extensive decision which has a high degree of economic, performance and psychological risk which demands lot of time in seeking information and deciding and impulse buying which is spontaneous and needs no conscious planning. 
MTN Nigeriais an operating company of MTN GroupPlc., the world’s leading mobile telecommunications company, with a significant presence in Europe, the Middle East, Africa, Asia Pacific and the United States. MTN Nigeria has total communications solutions provider in Nigeria (mobile, fixed lines, internet, voice and data) and is currently unmatched in providing fixed line and internet services.   As a corporate body, MTNvalue its customers and constantly build key relationships with the private sector and government alike.
They use sales promotion in enticing new customers, maintain the existing ones and also reward the loyal customers. A number of sales promotional packages are used to influence the behavioural process of these consumers.
1.2 Statement of the Problem
Service providers like the Telecom operators’ needs to provide offerings or services that satisfy consumer needs and expectations to ensure the company’s economic survival. Organizational performance is measured by the output of a promotional strategy in relation to the output of the organizational aim or goal. Sales promotion is to ensure a consumer buys now, but does not guarantee brand loyalty; which makes it obvious that consumers have the liberty to run around brands and utilize products as it suits them during promos.
The Telecomm Industry: MTN, GLO, 9mobile and Airtel are lined with the objective of high performance and profit maximization as bedrock. This has made them engage a great height of aggressive sales promotion programme in other to fit into or better still, win the competition in the GSM market. Sales promo tools utilized ranges from free sim packs, raffle draws of various items (automobiles, TV sets, generators), free calls, who wants to be a millionaire, free airtime, excessive overload of data amongst others. These promotional strategies used can be termed as promotional war because they keep changing strategies week in week out as their competitors change. It’s in line with the above that this research seeks to examine the concept of sales promotion to know if it influences market performance. Thus this question comes to mind to what extents do the select telecomm companies utilize sales promotion and how does it influence her market performance?
The consumer makes a purchase decision by examining alternatives before making the purchase.  Sometimes, the purchase may differ from the purchase decision reached earlier.
There is always a post purchase evaluation by the consumers after purchasing and consumption of the service. The consumer determines whether he was satisfied or not with the services rendered. This actually will be an important information reference point to the consumer in determining their behaviour in the next purchase. Because services have experience properties, moods and emotions are critical factors that shape the behavioural process of consumers.
Specific factors that may lead to altered consumer buying behaviour are size and composition of the evoked set of alternatives, perceived risk, brand loyalty and attribution of dissatisfaction as Telecom is in the service industry.
This research therefore seeks to find out to what extent the sales promotion practiced by telecom operators influence the consumer buying process. It also seeks to find out reasons for consumers deviation from the established buying process.
1.3 Objectives of the Study
The general objective of this research is to assess the role sales promotion play in influencing the consumer loyalty of telecom service consumers.
Therefore, this studyseeks specifically:
1.   To examine impact of sales promotion strategies adopted by the telecom industry on consumer loyalty.
2.    To examine factor that may ehnace sales p;romotion practices in the telecom industry on consumer loyalty.
3.   To assess the impact of sales promotion on consumer loyaltyin the telecom industry.
4.   To recommend suggestions on measures for improvement on sales promotion practices. 
1.4 Research Questions
This research seeks to find answers to questions such as;
1.   What are the impact of sales promotions strategies practiced in the telecom industry on consumer loyalty?
2.   What are the factors that enhance sales promotion practices in telecom industry on consumer loyalty?
3.   What impact does sales promotion have on consumer loyalty in the telecom industry?
4.   What are the suggested measures for improvement of sales promotion practices?
1.5	Statement Of Hypotheses
	The following hypotheses were formulated to guide the conduct of this study:
HO1:	Sales promotion does not attract new buyers 
H11:	Sales promotion attract new buyers 
HO2:	Sales promotion does not influence the sales of consumer products
H12:	Sales promotion influence  the sales of consumer products
HO3:	 Sales promotion does not stimulate repeat purchase 
H13:	 Sales promotion stimulate repeat purchase 
1.6 Significance of the Study
This study would be significant in the promotion of products and services by the telecom operators in Nigeria. This study would also be relevant to companies in the service industry to determine the various factors that influence the consumer’s purchase decisions to enable them adjust their strategies. It will also help the firms to properly utilize their resources, increase their profitability and growth.
Again, this study would inform researchers and firms why consumers do not follow through the whole consumer decision process before making a purchase decision and the implications of consumer loyalty on sales.
1.7	Scope of the Study
	This research study is limited to staff and customers of MTN, Ilorin Metropolis.. The scope of the study focused on the impact of sales promotion on consumer loyalty in Nigerian Telecommunication industry
1.8 Definition Of Key Terms (As Used In The Study)
[bookmark: _GoBack]The following terms are defined as they are used in this study:
Promotion: Promotion keeps the products in the minds of the customers and helps stimulate demand for the product. Promotion involves on-going advertising, sales promotion and publicity.
Marketing: This is the wide range of activities involved in making sure that the company is continuing to meet the needs of their customers and getting value in return. Marketing also includes analyzing the competitive positioning of new packages or products or services (finding market niche), pricing products or services and promoting them through continued advertising, promotion, customer service and sales.
Sales: Sales includes various forms of activities. They include marketing prospective buyers (or leads) in a market segment, conveying the features, advantages and benefits of a product or service to the lead and closing the sales (or coming to an agreement on payment and service).
Advertising: This is bringing a product or service to the attention of potential and current customers. It is typically done with signs, brochures, commercials, direct mailing or email messages, personal contacts e.t.c.
Sales Promotion: These are other activities other than advertising, personal selling and publicity that stimulate the interest, trial and purchase by final consumers or others in the chain of distribution.
Consumer Loyalty: Customer loyalty can be said to have occurred if people choose to use a particular shop or buy one particular product, rather than use other shops or buy products made by other companies. Customers exhibit customer loyalty when they consistently purchase a certain product or brand over an extended period of time.
Telecommunication: Telecommunication is the transmission of signs, signals, messages, words, writings, images and sounds or information of any nature by wire, radio, optical or electromagnetic systems Telecommunication occurs when the exchange of information between communication participants includes the use of technology. It is transmitted either electrically over physical media, such as cables, or via electromagnetic radiation. Such transmission paths are often divided into communication channels which afford the advantages of multiplexing. Since the Latin term communication is considered the social process of information exchange.











CHAPTER TWO
LITERATURE REVIEW
2.0	Introduction
In this chapter, four sections were presented: Conceptual Framework, Theoretical, Empirical frameworks and Gap in Literature with respect to employee attitude towards effective communication in the success of projects carried out.
The conceptual framework focuses on the definition and explanation of the concepts from literature regarding employee attitude towards promotional tools and organization performance. The second section reviewed theories with respect to this study, in which Response Hierarchy Model was adopted for this work. The third section focused on discussion of previous empirical findings identified in literature within the context of the study. This chapter ended up with identified Gaps in the literature.
2.1	Conceptual Review
2.1.1 Concept of sales Promotion
Sales Promotion Increased competition in the beverage industry has made prices of products more transparent and has also increased the use of different promotional mix to inform their loyal consumers and also help entice more consumers to their network. The situation has made promotion in the beverage industry a normal activity for these companies in the industry if they want to maintain their market share. This was however confirmed with what Peattie and Peattie (1993) claimed about promotions becoming so common that firms are almost obliged to follow or risk losing market share. 
Sales Promotional is therefore a direct inducement that offers an extra value or incentive for the product to the sales force, distributors or the ultimate consumer with the primary objective of creating an immediate sale (George, 1998). However, despite the various promotional strategies employed by these firms, the consumer is influenced by several factors and also goes through several processes in arriving on the service that can satisfy their need.
2.1.2	Types of sales Promotion
Koekemoer (2005) differentiates between THREE different types of sales promotion, namely: consumer-oriented sales promotion, retail sales promotions and trade sales promotion. The current study will focus on consumer-oriented sales promotion. Consumer-oriented sales promotion refer to incentives that are offered directly to a firm’s customers or potential customers, and are used to accelerate the decision-processes of consumers (Moriarty, Mitchell & Wells, 2012). This definition embodies the key features of promotional tools. Sales Promotional tools techniques, such as free samples, competitions, premiums, coupons and price incentives provide extra incentives to achieve immediate sales. These are often referred to as value added techniques, because they provide immediate and tangible added value to brands (Plessis, Bothma, Jordaan, & Van Heerden, 2010). The purpose of sales promotion is to influence the purchasing behaviour of consumers by accelerating purchasing or consumption, thereby providing them with an incentive to react quickly to the promotional offer. These incentives are usually offered for a limited time only; and they thus create a sense of immediacy, where consumers have to make a decision quickly.
Essentially, sales promotion are categorized into three depending on the initiator and the target of the promotion. These include: Consumer sales Promotions, Retailer sales Promotions and Trade sales Promotions.
i. Consumer Promotions: Consumer promotions are those efforts aimed at influencing the trial consumer (Bamiduro, 2001). They are promotions offered by manufacturers directly to consumers (Blattberg&Neslin, 1990). Such promotions are designed to motivate consumers to immediate (or nearly immediate) action (Courtland & John, 1992). Consumer's promotion techniques can be used to draw people into a particular store, to induce new product or to promote established products. To accomplish this task, markets have developed quite a variety of promotional tools techniques or tools. Consumer-oriented promotional tools refer to incentives that are offered directly to a firm’s customers or potential customers, and are used to accelerate the decision-processes of consumers (Moriarty, Well & Mitchell, 2012).
ii. Retailer Promotions: Retailer promotions are promotions offered by retailers to consumers. These include allowances and discounts, factory-sponsored in-store demonstration, trade shows, sales contests, cooperative advertising, etc.
iii. Trade Promotions: Trade promotions are promotions offered by manufacturers to retailers or other trade entities (Blattberg&Neslin, 1990). They are the aspect where the manufacturer is concerned not only with promoting the product to the consumers but also with whether the product is on the retailers’ shelves when the customers go to the store to buy (Osuala, 1998).Retailer promotion and consumer promotion are directed toward the consumers by retailers and manufacturers, respectively. The manufacturers direct trade promotion to the retailers. The three types of promotions are illustrated above.

2.1.3	Objectives of sales Promotion
Jobber, (2010) states the objectives of promotional tools as follows;
Fast sales boost, Encourage trail, Encourage repeat purchase, Stimulate purchase of larger packs, Gain distribution and shelf space
In relation to the above objectives, Odunlami and Ogunsiji (2011) succinctly capture objectives of promotional tools as:
i. To increase sales of product, especially at the time when normal sales are sluggish to periodically (annually or semi-annually).
ii. Clear goals in a warehouse before new inventory taking and restocking.
iii. To introduce new product to afford the opportunity of being accepted into the market.
iv. To encourage the purchase of large size unit.
v. To generate trials among non-users.
vi. To persuade retailers to carry new items and higher level of inventory.
vi. To encourage off season buying; and building brand loyalty.
They added that companies use promotional tools to create a stronger and quicker response. Promotional tools can be used to dramatize products offer and boost sagging sales.

2.1.4	Strategies, Tools or Methods used in sales Promotional tools
Sales Promotional tools methods or strategies according to Pride and Ferrell (1974) can be grouped into three main categories as explained below; consumer promotional tools, trade promotional tools and business promotional tools.
i. Consumer Promotional tools: This tool encourages or stimulates consumers to patronize a specific retail store or to purchase a particular product. Consumer promotional tools techniques can be used to draw people into a particular store to introduce new product or to promote established products.
ii. Business Promotional tools: This technique is used by companies to gather business leads, impress and reward customers, and stimulate the sales force to gather efforts. Marketers take their time to consider method or methods to use because the objectives of the methods are of primary concern.
Before the choice of promotional tools is made, marketers must weigh both the product characteristics (size, weight, cost, durability, use features and hazards) and targets market characteristics (age, sex, income, location, destiny, usage rate and shopping pattern). Final outcomes may also depend on the number of distribution of the products and the number and type of resellers. Lastly, the competitive environment and legal force at play determine the selection of promotional tools. 
In order to have a deeper and understanding of promotional tools, there is need for a thorough and incisive examination of several promotional tools. This analysis divides promotional tools into four categories which are: 
Promotional tools used by retailers, Promotional tools techniques for new products, Promotional tools methods for established products, Promotional tools methods for retailers. 
Dolak (2010) postulated three types of promotional tools strategies: Push strategy, Pull strategy and Combination of Push and Pull.
i. A Push strategy involves convincing trade intermediary channel members to "push" the product through the distribution channels to the ultimate consumer via promotions and personal selling efforts. Typical tactics employed in push strategy are: allowances, buy-back guarantees, free trials, contests, specialty advertising items, discounts, displays, and premiums. 
ii. A Pull strategy attempts to get consumers to "pull" the product from the manufacturer through the marketing channel. Typical tactics employed in pull strategy are; samples, coupons, cash refunds and rebates, premiums, advertising specialties, loyalty programs/patronage rewards, contests, sweepstakes, games, and point-of-purchase (POP) displays.
iii. Combinations of both Push and Pull strategy as to do with the use of the two strategies.
In a similar context, Kotler 1982 (as cited by Ademuyiwa 2010) the above strategies of promotional tools campaign can come in different dimension using various tools as explained below;
iv. Retail Coupons: These are certificate which entitle the bearer to a stated saving on the purchase of specific product. They usually take the form of ‘kobo-off’ coupons which are distributed through advertising agents or handouts and are redeemable only at specific success. The redemption rates vary with the mode of distribution.  Coupons can be effective in stimulating sales of mature brand and inducing early trial of new brand. However, competitive counter offer can significantly reduce the effectiveness of retail coupons, if their emphasis on price is considered; one is unsure whether retailer coupons develop loyalty towards retailers. 
v. Demonstration: Demonstrations are excellent attention seekers. They are used by the manufacturer on a temporary basis either to encourage trial-use and subsequent purchase of product or to actually show how the product works. 
vi. Trading Stamps: Retailers use trading stamps to attract consumers to specific stores. In addition, they can increase sales of specific items by giving extra stamps to purchasers of those items. Stamps are attractive to consumers as long as they do not drive up the price of goods.
vii. Point of Purchase Displays: Point of purchase materials includes such items as outside signs, windows display, counter pieces, racks and self-service cartoon. These items attract attention, inform customers and encourage retailers to carry particular products.

2.1.5	Benefits of sales Promotional  to the Promoter
Gary (2011) posits that when sales promotion are done well, is an effective way for you to market your business or products and services. Below are the benefits of running a well-planned sales promotion:
· Creates Differentiation: When you launch a new product or ask customers to engage with your business in a new way, this sets you apart from your competition. Promotion planning compels you to identify something new or different that offers value to your customers.
· Creates new content and Communication Opportunities:  One of the easiest ways to create new content for your customers is to create news. Promotions are new. News is content.
· Creates up sell and Cross Sell Opportunities:  When you package or bundle products around a theme or solution, you can often generate sales of multiple items rather than a single item. When you focus on creating added value to your regular assortment, you can charge premium prices.
· Drives Customer Decision Making:  Limited availability offers can create a sense of scarcity in your customers that get them to act. When combined with new content that helps customers clearly see the benefits of what you are promoting, you can create compelling reasons to buy now. If you can add sampling of your promotional item to the mix, you’ll create a lot of reasons for customers to buy.
· Create Word-of-Mouth Opportunities: If you operate a store, your regular customers are almost always in a routine to buy from you. Promotions can often get your regular customers a new reason to be surprised and delighted by your business which gets them to talk about you to their friends.
· Creates Training Opportunities for your staff:  Like regular customers, your retail sales staff (or any employees who have direct contact with customers), can fall into a routine and lose the enthusiasm in their voice. Promotions give you a chance to train, prepare and reengage them in what’s new in your business. 
· Creates Company focus on Marketing:  Developing a promotion calendar forces you to plan for new marketing programs focused at specific times of year. If you don’t have a dedicated marketing team doing this for you already, creating a promotions mentality will get you marketing with more frequency and give you more experience to build on.
Growths Revenue: This is the lifeblood of your business. Promotional tools are a great way to build year-over-year and month-over-month revenue growth.
2.3	Theoretical Review
This section deals with the theoretical part of the research topic. In furtherance, various models such as: AIDA and Communication Model are emphasized below.
2.3.1	Response Hierarchy Models
Response Hierarchy Models are Micro-Models of marketing communications which concentrate on consumer’s specific response to communication.
Response Hierarchy Models
Source: E. K. Strong, the Psychology of Selling (New York: McGraw-Hill 1925), p. 9; Robert J. Lavidge and Gary A. Steiner, “A Model for Predictive Measurements of Advertising Effectiveness,” Journal of Marketing (October 1961); Everett M. Rogers, Diffusion of Innovation (New York: Free Press, 1962) cited by Kotler, Keller, Koshy and Jha (2009).
The above models assumes that the buyer passes through THREE stages, and these are Cognitive, Affective and Behavioural Stages and are explained below
· Awareness: If most of the target audience is unaware of the object, the communicator’s task is to build awareness.
· Knowledge: The target audience might have brand awareness but not know much more. The company may want target audience to know that the new brand offers the benefits of soothing cracked heels, and preventing the reoccurrence of the problem.
· Liking: If target members know the brand, how do they feel about it? If the audience does not view the value proposition of the brand favourably, then the communicator needs to find out the reason.
· Preferences: The target audiences might like the product but not prefer it to others. In this case, the communicator must try to build consumer preference by comparing quality, value, performance, and other features to likely competitors.
· Conviction: A target audience might prefer a particular product but not develop a conviction about buying it.
· Purchase: Finally, some members of the target audiences might have conviction but not quite get around to making the purchase. The communication must lead these consumers to take the final step, perhaps by offering the product at a low price, offering a premium, or letting consumers try it out.

2.3 Empirical Review Of Sales Promotion
Beimnet (2017) carried out research on effect of sales promotion on consumer buying behavior   in Ethiopia. The objective of the study is to examine the effect of sales promotion on consumer buying behavior. The researcher uses descriptive research design, questionnaire was used as the instrument of data collection, convenience sampling techniques was adopted, the sample size of the population was 384. Pearson correlation coefficient was use to analyze the data. The study revealed that sales promotional tools have a significant relationship with consumer buying behavior. It was concluded that sales promotion plays a vital role in influencing consumer buying behavior in any business organization.     
Daramola, Okafor & Bello (2014) carried out research on effect of sales promotion on consumer buying behavior in Ogun state. The objective of the study is to determine the comparative   importance of sales promotional techniques.  The researcher uses descriptive survey; respondent were randomly selected among the customer and staff members PZ cusson Nigeria limited, the total population was 137, questionnaire was used as the instrument of data collection and convenient sampling technique was used. Chi-square was use for test of hypothesis. The study   found  out that sales promotion have significance effect on consumer buying behavior. It was    concluded that aggregate sales promotion brings positive effect on consumer behavior.  
Syed, Mazhar & Muhammed (2015) carried out research on effect of sales promotion on consumer buying behavior in Pakistan. The objective of the study is to examine the influence of sales promotion on the buying behavior of Pakistan citizen. The study used systematic random sampling technique, the data were collected through self administered questionnaire, the sample size of the population was 105. Multiple regression analysis was used to analyze the data. The result revealed that there is a significance relationship between sales promotion tools and consumer buying behavior. The study concludes that sales promotion plays an important role in influencing consumer buying behavior.
Darko & Eric (2012) carried out research on effect of sales promotion on consumer buying behavior in Ghana. The objective of the study is to examine the role of sales promotion on consumer buying behavior. The study used non probability sampling technique, data were collected through self administered questionnaire, the sample size was 100 respondents. The data were analyzed using multiple regression analysis. The result shows that there was a significance influence of sales promotion on consumer buying behavior. The study concludes that sales promotion has an influence in the purchase decision of consumer.

Sales promotion is media or non-media marketing pressure applied for a pre- determined, limited period at the level of consumer, retailer or wholesalers in order to stimulate trials, increase consumer demand or improve product availability (Kotler, 2003). It is also a key ingredient in marketing campaign and consists of a diverse collection of incentive tools mostly short-term, and designed to stimulate quicker or greater purchase of particular products or services by consumer or the trader (Kotler, 2003). According to Churchill and Peter (1995), sales promotion is designed to produce quick results that will not only boost sales in the immediate future, but will translate to loyal customers in the long run.
Sales promotion consists of short-term incentives, in addition to the basic benefits offered by the product, or services to encourage the purchase or sales of a product or service (Kotleretal,2001). Sales promotion cannot be conducted on a continuous basis, because they will eventually become ineffective. This implies that, for sales promotion to be truly effective, it must be short and sweet, offered for a limited time and perceived to have value (Ngolanya, etal, 2006). Where as advertising offers reasons to buy a product or a service, sales promotion offers reasons that would achieve immediate sales. Sales promotion actually seeks to motivate the customer now (Ngolanya, etal, 2006). The basic  objectives of sales promotion is to introduce new products, attract new customers, induce present customers to buy more, to help firm remain competitive, to increase sales in off season among others. Sales promotion offers a direct inducement to act by providing extra worth over and above what is built into the product at its normal price (Samand Buabeng, 2011). This temporary inducement according to them, are offered usually at a time and place where the buying decision is made.

Consumers have become more and more sophisticated as well as marketers in their bid to persuade the consumers and increase market share in the products and services they offer. This persuasion comes in the form of discounts, free gifts, bonuses, free airtime among other sales promotional activities. These sales promotional activities according toYeshin(2006) create a greater level of immediate response than any other marketing communication activity.

Sales promotion is traditionally divided into two categories (Kotler,2003). These are those that have immediate reward and those that have delayed reward. Immediate reward promotions are offers that provide a benefit immediately such as bonus pack, price reduction on calls, and free airtime among others. Delayed reward promotions defer the benefit of the promotions and usually require the target consumers to do something before they receive the reward of the promotions. This mostly takes the form of raffle draws, refund offers that require proof of purchase etc.
2.4 Identification of Knowledge Gap in Literature
This research will investigate the gap created by the limited scope of precious research on the addressing the impact of both price based and non-price based promotion. Thus a problem statement to address the issue is listed below. 
How do sales promotion tools such as coupons, price discount, point of sale display, free samples, influence the purchasing decision of a customer? Companies are aware that not all forms of sales promotion are effective but they are not sure which one of those promotional frameworks will work best for them. In the past many research has shown that the price promotion techniques are often successful and have a significant impact on the sales. 
Knowledge of how customers perceive non-price promotional techniques such as in store advertising and point of sales displays frameworks could be very useful for the company to alter or to adjust their sales promotional schemes and it may allow companies to leverage their position in the market by striking the right balance between the promotional they offer and the promotion that customers prefer. Thus, the purpose of this research is to help marketer understand, examine and explore what kind of sales promotional method should be chosen from pool of various promotional techniques when they plan and implement a sales promotion activities. 






        CHAPTER THREE
 RESEARCH METHODOLOGY
3.1 Preamble
This section of there search assesses the procedures used in conducting the research under study. It discusses the research design, population, sample and sampling technique, data collection tools, and data analysis procedure.
Research methodology defines the systematic and scientific procedures used to arrive at the results and findings for a study against which claims for knowledge are evaluated (Nachamiasetal., 1996).   A methodology is therefore shaped by the perspective the researcher chooses to approach the study.
3.2 Research Design
Research design according to Kerlinger (1986) is “the plan and structure of investigation conceived so as to obtain answers to research questions”. The design of a research specifies the methods and procedures for acquiring the information needed. It represents the overall operational framework of the project that stipulates what information is to be collected from which source and by what procedure.
This work lays focus on MTN and other mobile telephony networks in Nigeria. The research reemployed the quantitative approaches to data collection and analysis. According to Ary etal (2002), a study allows for an in-depth analysis of a single unit such as one individual, one group, one organization, one programme etc. This study was done with customers or subscribers of MTN and other mobile telephony networks at Ilorin vicinity for the purpose of obtaining quantitative data.
3.3	Population And Sampling Technique
The study population, as have been noted, comprises all subscribers or customers of MTN and other networks within the Ilorin Metropolis. The study used consumers from other networks to enable the researcher assess the various strategies of sales promotion being employed in the other networks. Nigeria’s mobile penetration has reached the 80 percent mark as of the end of August, 2017 according to the NCC(Nigerian Communication commission). This means that, out of a population of 195,352,562, there were 152,467,198 subscribers at least four active mobile networks in the country. It is thus extremely difficult to access the exact figure for this study. However, for purposes of this study, the term “Subscribers” refers to all persons who have registered communication lines with any of the four mobile telephony networks namely   MTN, Glo, 9mobile, and Airtel. The population was, therefore, diverse but the target population for this study was chosen from mobile phone subscribers found at Ilorin vicinity at the time of data collection.
The sampling design provides detailed explanation of the target population and the sampling method used for this research. The population was heterogeneous because it comprised all customers of mobile phone companies in Nigeria. For the purpose of this research, a purposive sampling technique was used to sample hundred (100), madeup of customers who were adjudged users of MTN, Glo, 9mobile, and Airtel network service. Guba and Lincoln (1981) have stated that purposive sample is almost never random but intended to exploit competing views and fresh perspectives as fully as possible. The sample size for this study was therefore, hundred (100) customers of MTN, Glo, 9mobile, and Airtel network service.
The researcher used the non-probability sampling technique to determine subscribers from whom data was obtained. The researcher found this technique appropriate to use because the sample was taken out of a diverse population of mobile telephony subscribers in their natural environment and a questionnaire was administered to seek customer’s answers to questions. Furthermore, this research, like any marketing research, involves a large population which is almost inaccessible if each member of the population should have a known chance of being included in the sample. This would cost too much or take too much time.
3.4 Data Collection Procedure
Both primary and secondary data were collected for the study. The researcher administered questionnaires to  MTN, Glo, 9mobile, and Airtel service consumers.
The aim of collecting the data was to establish the influence of sales promotion on consumer loyalty in the telecommunication industry. The researcher assisted respondents who found difficulty especially where they could not understand.
Secondary data was obtained through related literatures ofsalespromotionanddata obtained from Nigerian Communication Commision (NCC) and MTN Nigeria website.
3.5 Research Instrument
Questionnaire served as the main data collection instrument used. The questionnaire proves to be the most common research instrument, appropriate enough to help the researcher ask questions and obtain data with ease. In all, the questionnaire was in five parts consisting of thirty two (32) items. Seven (7) related to respondents demographics, seven (7) on sales promotion strategies practiced in the telecom industry in Nigeria, Six (6) related to factors that may enhance or impair sales promotion practice in the telecom industry, five (5) on events that influence the actual buying of services in the telecom industry and seven (7) on the post purchase actions of consumers after purchasing sales promoted services.

The questions were mostly closed-ended and in major part contained 5-point Likert
Scalesuchas “Noextent”, “Smallextent”, “Someextent”, “Largeextent” and “Very
Large extent” (See Appendix B). The questionnaire was administered by the researcher as he met consumers of the various networks within the research area.
3.6	Method of DataAnalysis
Analysing data involved reducing and arranging the data, synthesizing searching for significant patterns and discovering what was important. Ary etal (2002) has noted three steps involved in analyzing data: organizing, interpreting and summarizing data. Statistical tools such as tables, bargraphs and pie chart were used. The analysis was done with the help of Statistical Package for Social Science(SPSS) and Microsoft Excel. The closed ended questions were given numerical codes which were done in a varying scale depending on the responses. The Cronbach’s coefficient was used in assessing there liability analysis of the data obtained. Data was analysed in the form of reliability analysis, descriptive statistics and multiple regression analysis. The results of data analysed are presented in the form of tables and charts.
3.7 Validity and reliability of the Instrument
Validity of a study refers to how well a test measures what it is supposed to measure. The questionnaire was first validated by   my supervisor in the Department of Marketing, University of Ilorin, Kwara State, and some other lecturers in the department. Reliability refers to that the results obtained from a research will be reliable also after repeated measures or after measures made by someone else other than the original researcher. In an ideal situation, the observed score should correspond perfectly with the true score. 
Reliability is concerned with the consistency, accuracy, and predictability of the research findings.  However, if a measure is not reliable, it cannot be valid, and if it is reliable, then it may or may not be valid. Reliability is a necessary but not sufficient condition for validity.  Consequently, the validity of a measure is of main concern since it deals with both systematic and random errors (Denzin and Lincoln, 2003). There are several ways to assure and improve validity and reliability of a study and it is vital that this is done since it is important that all studies made fulfill the criteria of a valid and reliable research (Emma, 2010). 	























CHAPTER FOUR
PRESENTATION, DATA ANALYSIS AND DISCUSSION
4.1 Introduction
This chapter presented the results of analysis that were carried out in the course of the study and also evaluated the hypotheses stated in chapter three of the study. More specifically, the chapter presented data collected from respondents through questionnaire. A total number of one hundred and nine (109) copies of the questionnaires were administered of which the assigned questionnaire for the Staff was fifty five (55) while the customer questionnaire was fifty four (54) and one hundred (100) copies of the questionnaires were accurately filled segments and returned by the respondents; where fifty (50) questionnaires were retrieved from each of the while the remaining nine (9) respondents failed to return their questionnaire. This implies that there was a high response rate on the part of the respondents. The result was processed in three sections: A, B and C. Section A deals with both demographic data and research question of the Staff respondents using frequency count and percentages. Section B deals with both demographic data and research question of the Customers respondents using frequency count and percentages presentation of data for analysis and section C deals with the hypothesis testing/analysis of the respondent’s opinion on the variables selected for this study.   
4.2	Data Presentation
4.2.1 Presentation of Staff Respondents’ Bio Data
This section shows the demographic data of the respondents which include the Response rate, gender, age group, educational qualification, marital status, Income rate and post of the respondents.
Table 4.2.1: Response Rate
	Valid
	Answered
	50
	89.29
	89.29
	89.29

	
	Unanswered
	5
	10.71
	10.71
	100.0

	
	Total
	55
	100.0
	100.0
	


Source: Field Survey 2025
Table 4.1.1 above shows the response rate of the respondents. The table reveals that out of a total of 55 questionnaires administered, 50 questionnaires were answered which represent  89.29% response rate while 5 questionnaires representing 10.71% were not answered. The implication is that there was a high response rate showing high rate of validity of the findings.
	Table 4.2.2: Gender

	
	Frequency
	Percent
%
	Valid Percent
	Cumulative Percent

	Valid
	Male
	22
	44.0
	44.0
	44.0

	
	Female
	28
	56.0
	56.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey 2025
From the table 4.1.2 above, it was revealed that 22 (44.0%) of the respondents were male while 28 (56.0%) were female. This implies that majority of the staff respondents were female. This implies that there more female staff of Dangote flour mills customers are needed than their male counterpart.
	Table 4.2.3:  Marital Status

	
	Frequency
	Percent
%
	Valid Percent
	Cumulative Percent

	Valid
	Married
	21
	42.0
	42.0
	42.0

	
	Single
	29
	58.0
	58.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey 2025
Table 4.1.3 shows the marital status of the respondents. It was revealed from the table that 21 respondents representing 42.0% were married while 29 respondents representing 58.0% were single. This table indicates that most of the respondents are single which will improve their level of commitment to the work because of their less family burdens than that of the married.
	Table 4.2.4:   Age Bracket

	
	Frequency
	Percent
%
	Valid Percent
	Cumulative Percent

	Valid
	Less than 30 years
	24
	48.0
	48.0
	48.0

	
	30 - 40 years
	26
	52.0
	52.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey 2025
Table 4.1.4 shows that 24 respondents fall between the ages less than 30 years, representing 48.0% while 26 respondents are in the age bracket of 26-33, which represents 52.0%. It was observed from the finding that majority of the respondents clustered around the ages less than 30 years downward to 40 years significantly falling through 18 years of age downwards to 40 years. This implies that majority of the staff respondent entrepreneurs were still in their productive years with sharp brain and energy to carry out duties. 
	Table 4.2.5:  Educational qualification

	
	Frequency
	Percent
%
	Valid Percent
	Cumulative Percent

	Valid
	OND/HND
	20
	40.0
	40.0
	40.0

	
	B.SC
	30
	60.0
	60.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey 2025
Table 4.1.5 indicates that 20 respondents representing 40.0% had either an OND, HND or both; on the other side 30 respondents representing 60.0% had a B.Sc Certificate. This shows that majority of the respondents who are staff in Dangote flour Mills mostly are of good educational background.
	
Table 4.2.6: Have your organization ever engaged in any sales promotion?

	
	Frequency
	Percent
%
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	47
	94.0
	94.0
	94.0

	
	No
	3
	6.0
	6.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey 2025
	Table 4.1.8 reveals if the organization has ever engaged in sales promotion; 47 respondents constituting about 94.0%  agreed that the organization have held sales promotion programs, while 3 of the respondents constituting 6.0% disagreed that the organization haven’t been into any sales promotion lately. This fact that a large number of the respondents accept that there has been sales promotion organized by Dangote flour mills.

	Table 4.2.7: How often does your organization engage in sales promotion activities?

	
	Frequency
	Percent
%
	Valid Percent
	Cumulative Percent

	Valid
	Regularly
	4
	8.0
	8.0
	8.0

	
	Occasionally
	40
	80.0
	80.0
	88.0

	
	Seldom
	6
	12.0
	12.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey 2025
	Table 4.1.11 reveals how often the organization engage in sales promotion activities; 4 respondents constituting about 8.0% agrees that it was been organized regularly, 40 of the respondents constituting 80.0% said it was been organized occasionally, 6 out of 50 respondents representing 12.0% said that it was seldomly. This implies that a large number of the respondents agreed that it was been organized occasionally.  

Table 4.2.8: When does your Organisation normally engage in sales promotion?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	When there is set back in business activity
	2
	4.0
	4.0
	4.0

	
	Introduction of a new product
	43
	86.0
	86.0
	90.0

	
	Creating awareness of an improved old product
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey 2025
Table 4.1.12 reveals when the respondents feel that the organization engage in sales promotion showing that 2 respondents constituting about 4.0% said when there is set back in business activity,43 of the respondents constituting 86.0% argued that with a reply saying it is done when introducing a new product, 5 out of 50 respondents representing 10.0% came up with theirs saying it was done in creating awareness of an improve old product. Concluding that with a majority frequency that sales promotion is been done to introduce a new product. 
	Table 4.2.9: What type(s) of sales promotion techniques does your organization used to adopt?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Contest
	5
	10.0
	10.0
	10.0

	
	Sampling
	45
	90.0
	90.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey 2025
Table 4.1.13 reveals types of sales promotion techniques the organization used; 5respondents constituting about 10.0% implies contest while 45 of the respondents constituting 90.0% said sampling. Concluding that with a majority frequency that the sales promotion techniques been used is the sampling technique. 
	Table 4.2.10: Do you accept sales promotion as a promotional strategy?

	
	Frequency
	Percent
%
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	50
	100.0
	100.0
	100.0


Source: Field Survey 2025
Table 4.1.13 reveals accept of sales promotion as a promotional strategy; all 50 respondents agreed to the fact that the sales promotion is a good promotional strategy.
4.3 Test of Hypothesis
This section addresses the objectives of the study through the formulated hypotheses using regression analysis as well as Pearson correlation model;
Objective one: Investigate if sales promotion activities attract new customers of Dangote Flour products.
H01:Sales promotion does not attract new buyers of Dangote Flour products.
This objective was address through the formulated hypothesis using multiple linear regression as shown below;
	Table 4.3.1          Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.975a
	.950
	.949
	.23967

	a. Predictors: (Constant), SECTB3


The model summary shows the R2 which is an indication of the coefficient of determination. The R2 gives approximately 95% which means that 95% Sales promotion attracts new customers into the organization.
	
Table 4.3.2ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	.039
	1
	.039
	.161
	.005b

	
	Residual
	11.349
	47
	.241
	
	

	
	Total
	11.388
	48
	
	
	

	a. Dependent Variable: SECTBA2

	b. Predictors: (Constant), SECTB3


The F-statistic as shown from the ANOVA table above is significant since the ANOVA significance of .005 is less than the alpha level of .05, thus the model is fit.

CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS
5.1 Summary of Findings
Sales promotion practice is a very prominent feature in the Nigerian telecom industry and  consumers  are  very  much  aware  of  the  various  sales  promotional  strategies practiced by these telecom service providers. The various strategies identified in the Nigerian telecom industry by  consumers’  supports  the  most  frequently  used  sales promotions in the world as identified by Berkowitz and Hartley (1994). The notable sales promotional strategies practiced in Nigeria included bonus for talk time, premiums, frees samples, price offs, branded souvenirs, contests and sweepstakes, and free talk time to family and friends.
The sales promotion strategy that consumers were mostly aware was the contest and sweepstakes. The consumers’ awareness of the sales promotional strategies in the telecom industry gives them access to enough information that guides their decision making.
The sales promotion practice in the industry draw these consumers to the product and make them do impulse purchase. This confirms the assertion by Ngolanya, et al, (2006) that sales promotion engenders impulse buying.
Factors  such   as  appearance  of  sales  persons,  displays  of  products,  free  gifts accompanied with the purchase of airtime, free samples offered for customer trial and short term reduction of prices on certain occasion could enhance or impair the effectiveness of sales promotion. The findings confirmed that, amidst the factors that could enhance the effectiveness of sales promotion practice, the factor that has the greatest effect was the attachment services such as double bonus for all day. This supports the study done by Adcock (2001), who asserts that when a purchase decision is made, the actual purchase can be affected by unanticipated situational factors. Some of these  situational  factors  according  to  them  could  be  directly  associated  with  the purchase, for example the outlet where the purchase is to be made, the quality to be bought, and payment procedure among others. The consumers also had similar views that these attachment services enhance the effectiveness of sales promotion.
There was a significant influence of sales promotion on consumer loyalty. Implying an improvement in the sales promotion strategies will lead to a corresponding improvement in consumer buying behaviour towards purchasing telecom services at least in the short term. This supports the study by Sam and Buabeng (2011), which states that, the essence of sales promotion is to provide a direct inducement to act by providing extra worth over and above what is built into the product at its normal price. Sales promotion plays a significant role in influencing the consumer decision process by shortening the decision process during purchase.

In the case of post-purchase actions of consumers, the findings showed that, consumers to a larger extent grumble and complain about their dissatisfaction of the service to their friends and persuade them not to purchase that particular service or product. It was realised that, the consumer compare the actual experience with their expectations to determine their satisfaction. If it meets their expectations, the likelihood of purchasing the same brand becomes very high and the vice versa. This confirms the study by Gabboth and Hogg (1994) who affirmed that, consumers have a predetermined standard against which they compare the outcome.

1

5.2
Conclusoin
Telecom service providers have a lot of services and products that they make available to consumers through their various communication tools. One of the key promotional tools used in marketing these services and products is sales promotion.
The study revealed that sales promotion has an influence in the purchase decision of consumers. It was realised that the consumer may not go through the entire decision making process anytime they want to purchase a telecom service or product. This may be so because the evoked sets which present the consumer with established alternatives may inform the consumer’s judgments in deciding which service or product to buy. This may eventually prevent the consumer from going through all the stages of decision making because of experience and available information to him. It was also observed that the consumer would mostly consider which telecom service operator is offering the best discount and the kind of service that satisfies their need. Sales promotion therefore is an inevitable promotional tool for telecom firms if they really want to maintain or increase their market share.
Some of the challenges this study encountered was accessibility of information from MTN Nigeria. This actually hampered the research because the researcher couldn’t get  information  from  the Management  of MTN to  confirm  the influence sales promotion has on their sales, customer attraction and customer retention. The study also failed to assess the impact sales promotion has on customer retention after the sales promotion is over.

In  conclusion,  this  study  has  demonstrated  that,  the  consumer  is  aware  of  the information around him and are always looking forward to take advantage of the sales promotions being run by these telecom service providers.  Hence, in order to attract and influence  the  purchase  decisions  of  the  telecom  consumers  in  today’s  competitive market, sales promotion should be a prominent feature in telecom service providers’ budget, year in, year out.

5.3 Recommendations
Recommendations have been made about measures that could be taken to improve the practice of sales promotion in the telecom industry in order to influence the consumer buying behaviour effectively. The following may be noted:
The operators must intensify the use of sales promotion as consumers have shown great interest and are highly influenced by sales promotion activities.

Double  bonus-all-day  should  be  carefully  applied  as  it  can  reduce  profitability. Therefore it may be used in conjunction with other promotional tools such as coupons and free talk time. Greater emphasis may be placed on attachment services to gain maximum advantage. 
Sales promotion has short term effect, as  a result services providers  need to do a continuous follow up to establish long term relationship with new customers acquired during sales promotion period.
Telecom   service   providers   should   engage   in   continuous   research   to   correctly approximate consumer expectations and plan to meet them to reduce consumer complaints.
MTN and other telecom operators should enhance the situational factors such as display  of  items,  appearance  of  sales  persons,  location  of  showrooms  as  well  as payment processes. These factors and other situational factors will enhance the effectiveness of their sales promotions to influence their consumers.

REFERENCES
Adekunle,   A   (1982).   “Psychology of Advertising and Consumers behavior”,1stedition New York. Practice  Hall M C.
Afrane, S. (2007).The Spatial Dimensions of the Informal Economy, “Paper presented at ISSER-Merchant Bank Development Seminar Series”, May 30, 2007. 2. Baxter, M. (1995). Product Design London 3.
Ampuero, O. & Vila, N. 2006.Consumer perceptions of product packaging. “Journal  of Consumer Marketing”.Emerald Article.Accessed on 19 January 2013.
Bellizzi, JA & Hite, RE 1992, 'Environmental colour, consumer feelings, and purchase likelihood',” Journal of Psychology and Marketing”, vol. 9, no. 5, pp. 347-63.
Bone, PF & France, KR 2001, 'Package Graphics and Consumer Product Beliefs', “Journal
of Business and Psychology”, vol. 15, no. 3, pp. 467-89.
Ebue B.C. (2000): Marketing Communication, Enugu: John Jacob’s Classic Publisher Limited.
Esu B.B (2003) Introduction to Marketing Calabar Merb Publishers.
Nancarrow, C., Wright, L.T., & Brace, I. (1998).Gaining Competitive Advantage fromPackaging and Labelling in Marketing Communications, “British Food Journal”, Vol. 100, No.2, pp. 110-118.Packaging Design (2005), Packit Crosscutting modules.
Nworu  G.  and  Njoku  C.U  (2008).   Qualitative Technology in a Business. 3rdedition Owerri  Ambix  printers.
Onah and Thomas (2004): Marketing Management: Strategies and Case, Enugu: Institute for Development Studies.
Ozo J.U (2005): Product Development and Management Enugu: Euizol Ventures.
Ozo. J.U Odo P.O, Ani J.O and Ugwu J.U (1999): Introduction to Project Writing: For Business and Financial Studies, Enugu: Survey Enterprises. 
Perccult W.D and McCarthy. J.E. (2002) Basic Marketing (11th ed, Boston: Ivwin, 
Inc. 
Raghubir, P & Krishna, A 1999, 'Vital Dimensions in Volume Perception: Can the Eye
Fool the Stomach?',Journal of Marketing Research, vol. 36, no. 3, pp. 313-26.
Rettie, R & Brewer, C 2000, 'The verbal and visual components of package design',
“Journal of Product & Brand Management”, vol. 9, no. 1, pp. 56 - 70.
Rundh, B. 2009. Packaging design: creating competitive advantage with product
packaging. “British Food Journal”.Emerald Article.Accessed on 8 October 2012.
Schoffman. L.G and Kaunk L.L. (1987): Consumer Behaviour (3rd) Englewood Cliffs, New Jersey: Practice Hall-Inc. 
Silayoi, P &Speece, M 2004, 'Packaging and purchase decisions: An exploratory
study on the impact of involvement level and time pressure', “British Food Journal”, vol. 106, no. 8,pp. 607 - 28.

 (
44
)
