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CHAPTER ONE
1.0	INTRODUCTION 
1.1	BACKGROUND OF THE STUDY 
	The continued existence of any business is a function of its ability to capture dynamic environment. 
	The success of any company is also a function of the successful performance of various marketing activities such as branding, pricing, product development, promotion and the selection of effective channel of distribution by the marketing executive. 
	Consumers who are personally household and uses of a company’s product are different in their purchasing and consumption patterns. 
	Specifically, sales promotion that is an important aspect of promotional tools is more widely accepted soft drink industry sales promotion. 
It may also contribute to the building of awareness or favorable attitude. They are primarily used to achieve a lot of awareness and varying degree of response on the part of consumers. 
	For example Rite Company in particular has engaged in sales promotion past, the most popular among which are “super express number” competitions campaign, Rite Suns plash featuring  some popular artist within, and outside the nation, price reduction tradeshows coupon, free sampling and 7up Naira Rain which involves lottery games. 
	Consumer buying behaviour can be seen as “the way consumers by and react in an exchange process” it should be noted that the term a buyer behaviour” covers both the behaviour of prospective buyer and that of the household users. Consumers are human beings respond way and their level of awareness and response very in relation to potential buyer interest attitude; level of caption e.t.c.                        
	These can be measured in terms of comparison between sales volume and after sales promotion campaign programme. The result of this could come in-terms of increase in sales of such products being through sale promotion.   
1.2	STATEMENTS OF PROBLEMS OF THE STUDY
	In the recent times, investigation has show that many companies especially, Rite  and a lot of other involved in all forms of aggressive sale promotion activities in other to meet up with the demand of customers and the existence of other competitors in this area of field. 
	A sales promotion is done to bring the company to the pack area of sales where the customer could easily derive their satisfaction. 
	This promotion is also directed to see how the company can deal with their time Lost-what do the consumers stand to gain. 
	Dose the success of the programme really justify the promoters effort in terms of time costs e.t.c.      
1.3	OBJECTIVES OF THE STUDY 
	The main aim and objectives of the study is to highlight the effect of sales promotion on consumer decision. The projects are aimed at findings out the course of positive and negative derivation of the actual sales promotion activities being used and recommended corrective action. 
	Also, the study aims at buyer’s behaviour as it related to buyer sensitively awareness, attitude, and intention and to examine the flow of information from the company to the outside environment. Emphases will also behaviour laid on how sales promotion affect the wants, motive perception and attitudes buyers. The write up will also focus an how to reinforce present attitude that are likely to lead to favorable behaviour or actively changing the attitude. 
	“Sales promotion cannot effectively utilize when practice in isolation. Therefore. We ought to find out how advertising, personal selling, publicity and public relation has contributed immensely to the success of the programme.
1.4	RESEARCH QUESTIONS
This research seeks to find answers to questions such as;
1. How does sales promotion affect increase in sales and 	to what extent?
2. What are the factors that influence consumer 	loyalty of a particular package?
3. Does sales promotion have a short-term impact rather than long-term impact on buyers’ decision?
4. What are the impacts sales promotions have on buyers’ buying decision?   
1.5	RESEARCH HYPOTHESES
In order to give direction to this research project, the following set of hypotheses has been formulated; 
i. Sales promotion does not positively impact on telecommunication services marketing. 
ii. Sales promotion activities do not create an edge in a highly competitive telecommunication market.
iii. Sales promotion activities do not create subscribers’ loyalty to telecommunications brands.
iv. Sales promotion activities do not enhance telecommunication services acceptability
1.6	SCOPE OF THE STUDY 
	The study will cover a sales promotion of Rite to his consumers who are majority the wide sales, retailers and individual consumer’s in Nigeria. 
	The scope of the study is gathered from the research manager of the company in Ilorin
1.7	SIGNIFICANCE OF THE STUDY
	Conventionally, companies are in business in order to make profit, they make maximum use of all the available resources at their disposal for the company to make profit and to achieve these objective sales no must meaning behaviour made and also the company or services must directed to the right consumer at the right time. In directing company’s product to the right users the right sales promotion programme must behaviour adopted. The company may prefer to implement sales promotional activities as a major means of getting through his customer’s. 
	This write-up in needed becomes prospects are no longer conscious about certain promotion as was used to before. 
	The advertising agencies are seeking for better method of designing sales promotion programme in the best way that will appeal to consumers. 
	Hence, the project is important to as to give solution to all sales and to attract new potential consumers to it and enhance better company’s image.      
	The manager gives a ultra explanation on the sales of its product nationwide particularly that of Ilorin.    
1.8	LIMITATIONS AND CONSTRAINTS OF THE STUDY 
	There are a lot factors which unit the researcher ability in carrying a wide study of the write-up out of which included the following major factors.  
	One of the external factors that affect the project is a legal factor. This is the legal policy prevailing within the organization restricting employees from disclosing some secret of the while would have some behaviour additional data for the investigation. 
	Secondly, respondents are shy and afraid to give out information. 
Despite the assurance by the researcher that information given would be treated confidentially. 
	There are still some internal factors responsible for the limitation of the study, which include finance, time and labour. The investigation was faced with conflict of programme such that the project work and academic were are competing for limited time available for the researcher. 
	Since the project is mostly a labour intensive in native physical and mental work and which does not call for division labour, the researcher activities to meet up with the voluminous data collective were restricted.       
1.9	DEFINITION OF TERMS
Advertisement: - Any impersonal forms of communication about ideals, good or service that is paid for by and identified sponsor. 
Agent: - Nwokoye G. Nonyeh (modern marketing in Nigeria 5th edition) define agent as “A hole salary intermediary that not take little to merchandize but serves primarily to bring buyer and sellers together and facilitate exchange. 
Attitude: - Feelings that expresses whether a person likes or dislikes object in his or her environment. (According to pride and ferrel Marketing 4th edition). 
Brand: - Philip Kottle define brand as “A name term, symbol of combination of these elements that is intended to holentify the goods and services and differentiate them from those of competitors. 
Buyers: - Jogn Frain, in principles and practice of marketing 1st edition define this as “the purchase of a product in the exchange system”. 
Communication: - The process of which a seller transferring message regarding his product to the target market. (According to pride and ferrel marketing 4th edition). 
Consumer: - In the exchange process who uses a product. 
Contest: - A sales promotion techniques in which            Consumer are offered pridges for performing a task such as making up a slogan (according to prides and ferrel marketing 4th edition). 
Coupen: - A certificate that entails a consumer on a price reduction or a cash refund. 
Discount: - A dedication from the list of price in the form of cash or something else of value. 
Franclise: - According to Philip Kolter “a legal contract relationship between a supplier and one or more independency retailer. 
Government Market: - A set of federal, state country in local agencies that buy goods and services for use in meeting social needs. 
Ideal Self-Image:- Our mental picture of our services as we would like to behaviour is according to john frain principle and practice of marketing. 
Lead:- Nwokoye G. Nonyne defines this as “the name of any individual or that may behaviour a potential consumer. 
Marketing Mix: - Nwokoye G. Nongen (modern marketing in Nigeria) defines it as “the combination of activities involving product, price place and promotion that a firm undertakes in order to provide satisfaction to consumers in a Jwen market. 
Need: - Pride and ferrel define needs as “something that is lacking, that is necessary for a person’s physical or psychological well being.
Perception: - the process by which a person attaches meaning of the various stimuli he or she senses.                
Point Off – Purchase: A sales promotion techniques that consists of location an attention getting device at the place of actual purchase (According to Philip Kolter.)
Permum: A product that is offered free or but less than the regular price in order to make the consumer buy another product (according to pride ferrel).     
Price-Off:- A price reduction that is used to include trail or increase usage of a product. 
Response:- Something that occurs as a reaction to an aroused need. 
Sales Promotion: - The arrays of techniques that marketers use to stimulate immediate purchase (Account to Nwolaye G. Nonyne). 


CHAPTER TWO
LITERATURE PREVIEW
2.0	INTRODUCTION
Since the effectiveness of an organization is usually subjected by its ability to serve and with reasonable profit gained over a period of time. Promotion is then important.
	Every organization is constantly faced with the problem of improving its corporate sales consistently, therefore, to create the enabling environment, the marketing department needs to advice the organization on how to test and carry out their marketing activities via advertising, publicity, personal selling, public relation and sales promotion.
	The basis of sales promotion is to disseminate relevant information that will enable both actual and potential customers/clients, know how about the products and services which brings out increase in sales.
2.1	CONCEPTUAL REVIEW
A sales promotion is a marketing event focusing in which a corporate entity attempts to influence customers directly (Blattberg & Neslin, 1990). A sales promotion stimulates customer purchases and the efficiency of distributors through marketing activities excluding advertising, public relations and so on. In other words, a sales promotion provides the incentive for consumers to purchase some specific products, and this incentive is different from the incentive provided by advertising with respect to the reasons to purchase those specific products. The purpose of a sales promotion is to attract new customers, maintain existing customers who are contemplating switching brands and give incentives to customers who are about to use competing products. Sales promotions vary depending on the situation and need, and they have an immediate effect on product purchases. Airport duty-free shops aim to sell products during a short period of time and help potential duty-free consumers make decisions easily as they consider numerous alternatives before purchasing products. A sales promotion can be categorized as either a price-discounting sales promotion or a value adding sales promotion, depending on the nature of its incentive (Sawyer & Dickson, 1984). 
2.1.1	PROMOTION CONCEPT
	Different people of different ideas have their views about sales promotion as an effective communication in an organization.
	Though, they viewed promotional activities from different perspectives, they are diverse in their views but arrived at the same conclusion.	
	Peterson (1977) defined promotion as “any industry effort whose foundation is to inform or persuade actual on potential customers about the merit of a given product or service for the purpose inducing a customer either to consumer or start purchasing the firms product or service at a given price. Industry use sales promotion as communication tools inform customers about the existence of new production.
	Station (1981) also defines promotion as a design and management by industry sub system for the purpose of informing and persuading present and potential customers, sale promotion is an exercise information because it information is to persuade, a person who is personated is also being informed, persuasion and information because effective though some focuses of communication.
	According to Borden (1972) of Harvard University who ported to the persuasive nature of promotion, in our socio economic system, he said that use of the influence in commercial relation is one of the attributes if a free society, just as persuasion are exercise freely in may works, classroom and in any government agencies.	
	Therefore, the communication should be in line with the system approach and that all its promotion efforts as complete sub-system within the total industry system that is a good coordination of sales force activities, advertising programs and other promotional effort must be done.
	Kotler (1984) said “Modern industry call for more than developing a good product pricing it attractively and making accessible to target customer, but also communicating with their customers. In essence every communication take it into consideration of the role of communicators and promoters.
	Promotion can be seen as a communicative activity whose purpose is to move forward a product service or data in a channel of distribution.	
	It is also an effort by seller to persuade a buyer to accept, recognize or use the product, service or idea been promoted.
	It may also defined as getting information between a seller and buyer with a view to attitudes and behavior of customers toward particular service or goods.
	In promotion, we are concerned with the way and means we talk of promotional strategy. For affective program, the total sales promotion effort must be coordinated with the product planning, pricing and distribution subsystem in an organization, while performing sales promotion activities, the MTN do the advertising agencies to develop effective advertisement, sale promotion and specialist to design sales incentives program an public relation focus to develop cooperate image.
	Promotional activities aimed at informing and educating consumers about the availability usage and utilities of the product. This help to build consumer’s hope desires, and provide image of what life is like and what might be like in the future.
2.1.2	SALES PROMOTIONS
	It has been established in literature that only consumers with repeat purchases are profitable (Nagar, 2009). It is not every repeat purchase that is connected to consumer’s commitment of a brand. However, consumer’s commitment is important for a repeat purchase. Therefore, business operators need to develop marketing programmes that will not only reinforce customer’s commitment but also encourage repeat purchases. A part of the functions of sales promotion is not only to reinforce commitment of consumers but to encourage repeat purchases. Effects of sales promotion on consumer behavior have been widely studied in literature (Nagar, 2009). Sales promotion has effects on various aspects of consumer’s purchase decisions such as brand choice, purchase time, quantity and brand switching (Nijs, Dekimpe, Steenkamps and Hanssens, 2001); consumers ’ sensitivity to price (Bridges, Briesch and Yim, 2006). However, whether the effect of consumer loyalty and purchasing behavior could be moderated by sales promotions has not yet been examined extensively. Regardless of a widespread interest in the relationship between sales promotion and purchasing behavior, most studies of this kind focus on the effect of sales promotions on choice at the time they are offered (DelVecchio, Henard, Freling, 2006). Only a few have investigated the lag effect of sales promotions on brand preference and the resultant buying behavior once the promotion campaign is rescinded. Sales promotions could be in form of monetary and non-monetary ones. These types provide both utilitarian and hedonic benefits to the consumers. Utilitarian benefits refer to such benefits such as quality, convenience in shopping, saving in time efforts and cost (Luk and Yip, 2008). Hedonic benefits on the other hand refer to value expression, exploration, entertainment, intrinsic stimulation and self esteem (Chandon, Wansink and Laurent. 2000). According to Luk and Yip (2008) monetary promotions are incentive-based and transactional in nature and provide immediate rewards and utilitarian benefits to the customers. However, non-monetary promotions provide hedonic benefits but weaker utilitarian benefits (Kwok and Uncles, 2005).
	Monetary promotion have been reported to be preferred over non-monetary promotion across all consumer goods in terms of their ability to elicit purchase intentions (Luk and Yip, 2008; Kwok and Uncles, 2005). Several other studies had reported different impact of sales promotion on consumer behavior. For example, Blatterger and Wisniewski (1989) reported that consumer gain more from price cut when buying an established up-market brand than a mass market brand. Pauwels, Hanssens and Siddarth (2002) argued that price promotion elicits temporary changes in brand and product choices and purchased quantity for established brand in mature market. These changes are because up-market brands are associated with prestigious brand with high level of reliability, low level of risks, greater concerns for customer’s needs and stronger hedonic benefits (Luk and Yip, 2008). It is not settled in literature whether sales promotion can enhance or undermine brand preference beyond the time they are offered (Luk and Yip, 2008; DelVecchio, Henard, Freling, 2006) Monetary sales promotions could lead to negative impact on brand preference and trust. This is because monetary promotion can divert attention to financial incentives which may encourage brand switching behaviour, increase price sensitivity and make quality criterion less important (Aaker, 1996; Manaled et al, 2007). Gedenk and Neslin (1999) argued further that sales promotion can lead to a significant decrease in brand loyalty. From the above discussions sales promotion seem to have double-edge impact on consumer behavior depending on the consumer level of commitment. A committed consumer is less receptive of sales promotional efforts. However, a less committed consumer is highly influenced by sales promotional efforts (Mariole and Elina, 2005).
2.1.3	CONSUMER
Consumer products are goods that are ultimately consumed rather than used in the production of another good. 
Stanton (1960) “defines product as a thing, it is a set of tangible and intangible attribute including packaging, color, price, manufacturers and retailer service with the buyer may accept as offering want”.
The key idea in his definition is that consumer is buying more than a set of duct benefits rather than just product or new one.
Elmer Wheeler and Author (1955), said “Don’t sell the steer, sell the sizzle, manufacturers sell symbol as product “people sell thing or people buy things only for what they can do, but also what they mean”.
Goods are psychological symbols of personnel attribute, goods and social patterns people but product that reinforce their self image or self concept and people are sheared judges of symbols.
Kotler (1980), That under modern condition of competition, it is becoming increasing risky not to innovate consumer and prospective uses want and the expertise in stream of new and improved product or service.
CHARACTERISTICS OF CONSUMER 
The consumer market pertains to buyers who purchase goods and services for consumption rather than resale. However, not all consumers are alike in their tastes, preferences and buying habits due to different characteristics that can distinguish certain consumers from others. These particular consumer characteristics include various demographic, psychographic, behaviorialistic and geographic traits. Marketers usually define these consumer characteristics through market segmentation, the process of separating and identifying key customer groups


DEMOGRAPHIC CHARACTERISTICS
Characteristics of consumer markets based on demographics include differences in gender, age, ethnic background, income, occupation, education, household size, religion, generation, nationality and even social class. Most of these demographic categories are further defined by a certain range.
PSYCHOGRAPHIC CHARACTERISTICS
	Consumer market characteristics can also be psychographic in nature. Psychographic characteristics of consumers include interests, activities, opinions, values and attitudes. Obviously, many magazines are geared toward a consumer's interest. 
BEHAVIORALISTIC CHARACTERISTICS
Behavioralistic characteristics can also be garnered through marketing research. Behavioralistic characteristics of consumer markets include product usage rates, brand loyalty, user status or how long they have been a customer, and even benefits that consumers seek. Companies like to know how often their consumers visit their restaurants, stores or use their products. Company marketing departments usually try to distinguish between heavy, medium and light users, whom they can then target with advertising. Marketers like to know which customers are brand loyalists, as those consumers usually only buy the company's brand.
GEOGRAPHIC CHARACTERISTICS
Consumer markets also have different geographic characteristics. These geographic characteristics are often based on market size, region, population density and even climate, according to the article "Market Segmentation" at netmba.com, a online business reference site. A small retailer may find opportunities in a small market in which larger competitors have no interest. Companies that sell beachwear will likely sell more products in warmer climates. Consumers in different regions of the country also have different tastes in food and style.


2.1.4	CONSUMER DECISION
The consumer decision-making process consists of five steps, which are need recognition, information search, evaluations of alternatives, purchase and post-purchase behavior. These steps can be a guide for marketers to understand and communicate effectively to consumers. One note is that consumers do not always move in the exact order through the process; it can depend on the type of product, the buying stage of the consumer and even financial status.
NEED RECOGNITION
The very first step in the process is when consumers realize that they have a need for something. Marketers want to create an imbalance in consumers between their present status and their preferred status. This imbalance will create a need and make a consumers search out and buy a product or service. Need recognition occurs when a consumer is faced with a difference between an actual and a desired state. A need can occur immediately and can be a very basic impulse that you experience, such as when the ninja develops hunger pains. This is called an internal stimulus. Or it can be a change in the ninja's lifestyle, such as when he finds out that he is going to be expecting a baby ninja.
An external stimulus is when you are affected by outside influences, such as when a friend tells you about a fantastic movie, restaurant or an ad for a car. The key weapon of a marketer to create an imbalance/consumer need is to use advertising and sales components. When consumers recognize an unfulfilled need and that a product will satisfy it, they have created a want. The marketer can then tailor new products and current products to reach the consumers and create a successful purchase situation.
There are three ways that consumers recognize unfulfilled wants. The first way is when a consumer becomes frustrated with the fact that a product he or she has is not performing properly. Perhaps the car that the consumer owns is now requiring time in the shop for repairs, or the jeans he owns have developed holes. The consumer now has developed a want and need for a new car and new jeans. Marketers will even act fast and use advertising and sales to further move the consumer to a new purchase. Car brochures, test drives, sales, promotions and rebates are all ways for the consumer to be drawn further into the need recognition process.
	Another way that a consumer recognizes an unfulfilled want is when the consumer runs out of the product. This can be as simple as an empty shampoo bottle or a need for more bread. Marketers can tempt consumers to purchase their products through coupons, deals, contests and promotions.
INFORMATION SEARCH
After the consumer has developed a want or a need, he or she needs to start an information search about the different alternative selections that they can purchase to satisfy their need. Our ninja has decided he needs a new ninja hideout. He will look both internally and externally for his information to help him make a decision. An internal information search consists of utilizing information from memory, such as past experiences with the product.
EVALUATION OF SALES PROMOTION
	The term “promotion” originated from Latin word “promoverse” meaning to move forward or to advance from the view point of business practices, promotion is that marketing communication activity that attempts to inform, remind and persuade individuals or  institution.
	According to Paul Christ (1998), said promotion is any initiative undertaken by an organization to promote an increase in sales, usage or trial of a product or service (i.e initiatives that are not covered by the other element of the marketing communication or promotion is mix).
	From Frain (2009), say “sales promotion usually complements the organizations advertising, personal activities designed to publicize and include those activities designed to encourage users.
	Purchase at point of sales and other effectiveness e.g. in storing display demonstration and exhaustion.
	“Sales promotion according to Nwokoye (2005), is any activity that is used to stimulate sales of a product or services or ideals which occurs over a limited period of time.
	This could be carried out either during a period of declaring sales or just as a strategies measure to achieve certain levels of sales or service maximum share.
	According to Christ (1999), say sales promotions are often confused with advertising.
	For instance, a television advertisement, mentioning a contest awarding winners with a free trip to a Caribbean island may give the contest, the appearance of advertising.
	In Charles (2000), he gave his own definition that “sales promotion is the array of techniques that marketer used to stimulate immediate purchase”.
	This techniques include sampling coupon, refund are rebates sweeps takes contrast premium, trading stamps, trade show, bonus packs, price of and many others.
	This occurs with products that are marketed through point of purchase delay.
	American marketing association (AMA) defined sales promotion as “any marketing activities or material act a direct inducement, offering, added value or incentives for the product to resellers sales persons, or consumer.
	Paul Christ in (2000), say sales promotion as method using in special short term techniques to persuade members of a target market to respond or undertaking certain activity.
	According to the school of through in (2001), say marketer frequently employ sales promotion improve the effectiveness of the advertising and personal selling further more that sales promotion is usually designated to produce immediate short run increase it. Therefore, as a part of more comprehensive area of promotion.
	Sales promotion encourage those specialized activities other than personal selling advertising and publicity which are calculated to mass advertising and personal selling more effective in bringing about a transfer ownership and is the moving good expendiously from the manufacture. It can behavior seen that sales promotion is helping function designed to make all other marketing activities more effective and efficient.
2.2	THEORETICAL REVIEW
2.2.1	COGNITIVE DISSONANCE THEORY
Cognitive dissonance is an uncomfortable feeling caused by holding two contradictory ideas simultaneously. The theory of cognitive dissonance proposes that people have a motivational drive to reduce dissonance by changing their attitudes, beliefs, and behaviours, or by justifying or rationalizing them.
The phenomenon of cognitive dissonance, originally stated by Festinger in 1957, has been quickly adopted by consumer behaviour research. “Described as a psychologically uncomfortable state that arises from the existence of contradictory (dissonant, non-fitting) relations among cognitive elements (Festinger 1957) cognitive dissonance revealed high exploratory power in explaining the state of discomfort buyers are often in after they made a purchase.
2.2.2	CLASSICAL CONDITIONING THEORY
In a highly competitive marketing environment like the telecom industry in Nigeria, an understanding of assimilation and contrast effects is of substantial interest. The theory was introduced by Anderson (2000) in the context of post-exposure product performance based on Sherif and Hovland’s (1961) seminal research which suggest that judgements of objects can be affected by contextual factors (Joan and Brian, 2001). 
The theory states that if performance is within a customer’s latitude (range) of acceptance, even though it may fall short of expectation, the discrepancy will be disregarded, that is, assimilation will operate and the performance will be deemed as acceptable whereas if they fall within the customer’s latitude of neutrality, there will be minimal change. On the other hand, if performance falls within the latitude of rejection, contrast will prevail and the difference will be exaggerated and the good or service will be deemed unacceptable (Oxford, 2014). 
The theory suggests that satisfaction is a function of the magnitude of the discrepancy between expected and perceived performance. When the expectations and the actual product performance do not match, the consumer will feel some degree of tension. In order to relieve this tension, the consumer will make adjustments either in expectations or in the perception of the product’s actual performance. Consumers will tend to assimilate or adjust differences in perceptions about product performance to bring it in line with prior expectations if the discrepancy is relatively small. However, if the discrepancy is relatively high, contrast will occur and consumers will magnify or exaggerate the discrepancy and the product would be rejected as totally un-satisfactory.

2.3.2	SALES PROMOTION AND CONSUMER LOYALITY
Sales promotion and Consumer Loyalty Basically there are two types of consumer loyalty: hardcore loyal consumers and brand switchers. A hardcore loyal consumer is one who makes repeat purchases of a particular product irrespective of the premium price of the brand. In other words, hardcore loyal consumers are less price sensitive (Evan, Moutinho and Ranji, 1996). In contrast, a brand switcher refers to consumers who use two or more brands when a single brand does not satisfy all their needs (Evan, et al. 1996). Decision to be loyal to a brand or switch to other brands is affected by a number of factors: brand name (Aaker, 1996); product quality (Garvin, 1988); price (Cadogan and Foster, 2000); service quality (Mittal and Lasser, 1996) and promotion (Evan, et. al. 1996). Sales promotion technique is an important tool in creating loyalty, this is so because sales promotion does not only bring the product to the attention of the buyers but provide incentives to encourage purchase. The impact of sales promotion on consumer behavior reveals mixed results. For example, Lau, Chang, Moon and Liu (2006) study showed that sales promotion is an important factor to differentiate hardcore loyal consumers from brand switchers and that sales promotion was the most important factor to attract brand switchers..However, a gap that is yet to be fully explored is the comparison of the effects of promotion on loyal consumer and non-loyal consumers. That is the use of sales promotion as a factor that influence loyalty among consumers and switcher had not been fully explored and more importantly in an emerging economy like Nigeria.	
2.3.3	SALES PROMOTION AND CONSUMER BUYING BEHAVIOR
Mainly, sales promotion has a temporary effect on consumer buying behavior. Many researchers are arguing that sales promotion does not have a long term effect on consumer buying behavior and also it reduces the revenue, as in coupon, refunds and rebates. These tools are increasing costs (Clow and Baack 2007).
In this particular point there is an argument; hence other researchers are stating that sales promotion does not reduce revenues because sales promotion can attract and encourage consumer to purchase the product in a higher quantity in lower prices. Moreover, it is stated that the value of product can be increased during sales promotion period as a result consumer reacts immediately, since for consumers, who did not purchase such product before, will satisfy their needs and wants while the products' price is low (Pauwels, Hanssens and Siddarth 2002, 421, 424).
According to Clow and Baack (2007: 509-510) stated that it is observed the sales volumes of products are increasing during the sales promotion periods in many countries like United Stated of America, United Kingdom and Germany. Sales are increasing for three reasons which are as following:
For certain current brand users will purchase their product in higher quantities for their future needs and wants; therefore the consumption of the product is going to increase. Also it will help support product to its current consumers and become loyal to this brand.
Consumers of competing brands may switch and purchase other branded products during its sales promotion because of the reduction in the product price. However, it is unknown that if these consumer will repeat their purchases again from their original brand or not.
Consumers, who did not purchase such product before, may be attracted to purchase this product since its value is very high; hence the consumer is buying this product his/her needs and wants will be satisfied with minimum cost and risk.
Also sales promotions are playing an important role in consumer perception. According to self-perception theory stated that consumers mainly prefer to purchase products based on external attributes, which is taking advantage of price reduction, instead of internal attributes, which is brand preferences. However, the main weakness point of sales promotion in influencing consumer buying behavior is that according to price perception theory stated that consumers mainly build a reference based on the previous prices of the product. Then this reference is used to compare between the current price of this product and pervious prices as well. Using sales promotion is mainly increasing the degree of hesitation to buy a certain brand in its non promotion period. As a result it may increase sales for short term, but it influence negatively on brand equity in long term. (Pauwels ,Hanssens and Siddarth 2002).
As it is stated before that sales promotion in long term does not support brands equity. Consumers start to devalue the brands' product and purchase them during its sales promotion only. As a result when a brand leader does frequent sales promotions, there is risk that this brand's sales will be decreased in the long run. However, the advantages of sales promotion should be taken into consideration as well. Sales promotions help to increase sales in short term more than advertisements do. The main reason behind this is advertisements' objective is building a brand loyalty. Therefore, in real life it is hard to find a certain brand leader depends on sales promotion to market its products; hence sales promotion does not help market leader to maintain or protect its market share. Moreover, sales promotion does not help to switch brand loyal buyers to other brands (Kotler 2003).
2.3	EMPIRICAL REVIEW 
It is over a decade now that the Nigerian government successfully liberalized its telecommunications sector and brought into existence GSM services. Over these years, a lot of studies have been conducted on GSM communication. Oyeniyi and Abiodun (2010) examined switching cost and customer loyalty in the Nigerian mobile phone market. The study revealed that customer satisfaction positively affects customer retention and that switching cost affects significantly the level of customer retention. 
Serenko, Ofir and Sert (2006) investigated the moderating roles of user demographic employing the American customer satisfaction model with GSM services. The study showed that customer satisfaction was influenced by age, income, gender, perceived quality and perceived value but not by pre-purchasing expectations. 
Cengiz and Yayla (2007) tested the relationship between marketing mix, perceived value, perceived quality, customer satisfaction and customer loyalty. Marketing mix elements were found to have a significant effect on customer loyalty.
Adegoke et al. (2008) appraised the performance of GSM operators in Nigeria and discovered that as revolutionary as GSM may seem to be, many problems have bedeviled the sector. The problems identified were instability in power supply, security of infrastructure, menace of social miscreants in host communities, multiple regulations and taxation as well as inter-network connectivity. They stated that all these factors contribute in one way or the other to the quality of services rendered by GSM operators in Nigeria. These variables are exogenous variables which the firm may not be able to control however, marketing mix variables are endogenous variables and the firm has full control over them. So they could be used effectively to ensure customer satisfaction.
Nerges, et al (2014), conducted a research on the impact of service innovation on customer satisfaction using Tehran based Parsian Banks account owners. The result showed that concerning different aspect of modern services, customers interaction with institute is most effective element on customers satisfaction followed by the provision of new services and delivery system. They added that regarding new services, development of new services caused the highest effect on quality of services followed by customers interaction with institute and delivery system. Moreover the result from their analysis demonstrated that all aspect of service quality contributed in customer satisfaction.
	Findings in the work of Bitner, Ostrom and Morgan (2007), reveals that there is a relationship between customers service innovation and customer satisfaction. They carried out their research on Aramark Parks and Resorts. The result from their finding shows that service quality improvements and innovating New services increase customers Satisfaction and increase repeat customers.






CHAPTER THREE
RESEARCH MOTHODOLOGY
3.0	INTRODUCTION
This chapter discusses the research methodology employed to collect the primary data. Research design is covered in the first part of this chapter followed by population of the study, sample frame, sampling techniques, sample sizes determination, method of data collection, types of data collected, source of data collection and finally method of data presentation and analysis.
3.1	RESEARCH DESIGN
	A research design is the step by step guide of the research procedure.
	The design adopted for the study is exploratory survey design. The exploratory survey design permits the use of a well-structured research instrument for obtaining primary data that was used for this study.
3.2 POPULATION OF THE STUDY
	A population is any complete group of entities that share some common set characteristics. The population of the study comprises 100 consumers of Bigi Cola Nigeria limited. 

3.3	SAMPLING TECHNIQUE
	The study adopted Simple random sampling technique. All members of the population were represented equally.
3.4	SAMPLE SIZE DETERMINATION
	The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formular adopted is 
N = Z22
        12
	Where n = sample size
	Z = the research population
	 = standard deviation
	D = tolerance limit or allowable error
3.5	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorized into two main sources namely: the primary data and secondary data. The methods of data collection used for this study were both primary data and secondary data. The primary sources of data were structured interviewed and self administered structured questionnaire which avoided manipulation and increase the quality of research. A total of questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.	

3.6	METHOD OF DATA PRESENTATION AND ANALYSIS
	Method of analysis involved description and inferential statistics. The descriptive statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using simple regression analysis statistical tool. This tool was selected because it has functionalities that accommodate the variables of interest.




CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.0	INTRODUCTION
This chapter is concerned with the analysis and the presentation of data collected during field survey. This justifiable because even through few questions were asked in direct interview, data collected for the study were mainly through questionnaires. The research hypotheses stated in chapter one from the project will be tested here.
	As it was earlier recorded information this chapter that one handed copies of questionnaire were produce for the purpose of this study, out of which only seventy six copies were complete and returned so that remaining twenty four were regarded as no response to.  
DATA PRESENTATION OF ANALYSIS
Table 1 Analysis Of Data According To Occupational Distribution. 
	OCCUPATION
	RESPONDENT 
	% OF DISTRIBUTION 

	Student 
	10
	13.2%

	Civil servant 
	30
	39.5%

	Business men
	7
	9.2%

	Business women 
	9
	11.8%

	House wife
	20
	26.3%

	TOTAL 
	76
	100%


Source:- Field survey 2019
From the table above 13.2 5% of the respondent is student 39.5% were civil servant, 9.2% were business men, 11.8% were business women and 26.3% are house wife? 
TABLE 2
Analysis Of Data Buyer Sex Distribution 
	SEX
	NO OF RESPONDENT 
	% OF DISTRIBUTION 

	Male
	42
	55.3

	Female 
	34
	44.7

	Total 
	76
	100%


Source:- Field survey 2019
From the table above 55.3% of the respondents are male while the remaining 44.43 were female, this implies that more male respondent than females. 



TABLE 3
Analysis Of Data Buyer Income Distribution 
	LEVEL OF INCOME 
	NO OF RESPONDENT 
	% OF DISTRIBUTION 

	Below N2,000
	5
	7%

	N2,000 – N10,000 
	10
	14%

	N10,000 – N20,000
	36
	47%

	N20,000 – N30,000
	20
	29%

	Above N39,000
	76
	100%

	TOTAL 
	76
	100%


Source:- Field survey 2019
From the table above, it can be deduced that 7% of the respondent earned below N2,000 and above N3,000 respectively. 14 of respondent earned between N2,000 and N10,000, 435 of the respondent covered these that earned between 20,000 and 30,000. 




TABLE 4
Analysis Of Data By Educational Distribution 
	EDUCATION LEVEL 
	NO OF RESPONDENT 
	% OF DISTRIBUTION 

	Primary school
	0
	0

	Post primary 
	44
	57.9

	Higher institution 
	32
	42.1

	TOTAL 
	76
	100%


Source:- Field survey 2019
From the table above shown that large of the people are educationally wise and this factor greatly influence consumer to challenge the actions of produce. 
TABLE 5
Analysis Of The Following Do You Buy Most? 
	OCCUPATION 
	FREQUENCY 
	PERCENTAGE 

	7up
	35
	50%

	Pepsi cola
	29
	38%

	Orange crush 
	7
	10%

	Mirinda orange 
	5
	7%

	Teem lemonades 
	-
	-

	TOTAL 
	76
	100% 


Source:- Field survey 2019
That the time this research was conducted 50% of respondents, as can be seen in table 5 above sought 7up most often, that is more often than its sister brands while 38 of the respondents brought pepsi cola most often 10% of the total respondents bought 7up brands than the other given brands.    
TABLE 6
What Brand Of Megabyte Did Buy You During Their Promo? 
	RESPONSE 
	FREQUENCY 
	PERCENTAGE 

	7up
	49
	70%

	My old brand 
	7
	10%

	Any soft drink 
	20
	26%

	TOTAL 
	76
	100%


Source:- Field survey 2019
	Table 8 shows 70% of the prospect bought Data range during the promo of the respondents still their old Data while the remaining 26% bought and Megabyte that was readily available. 
	This implies that sales promotion activities have a great impact on the consumer buying behavior for the fact that, the campaign will, motivate them information changing their attitudes, taste, sensitive and perception towards the product launched. 
TABLE 9
How Do You Compare Tarrif Glo Entire Sale Promotion Activities To Other?    
	RESPONSE 
	FREQUENCY 
	PERCENTAGE 

	More renaming 
	35
	50%

	Less regarding 
	
	

	More consumer 
	20
	26%

	Oriented 
	
	

	Less consumer oriented 
	21
	25%

	TOTAL 
	76
	100% 


Source:- Field survey 2019
Table 9 deals with the comparism between promotional activities and that of its competitors 50% of the prospect felt super express campaign was more rewarding 26% of the subject responded that the company’s promotional strategies were more consumer oriented while the remaining 24% felt that the promotions were less consumer oriented. 
	From the on going therefore, we can conclude that sales promotional activities very rewarding. 
	The campaign always offers all the promotional items in order to increase their market share and image building strategies. 
TABLE 10
What Brand Of Tariff Do You After The Promo? 
	RESPONSE
	FREQUENCY 
	PERCENTAGE 

	7up range 
	28
	40%

	My normal 
	7
	10%

	Soft drinks 
	41
	53%

	TOTAL 
	76
	100%


Source:- Field survey 2019
	It can be seen as show information table 10 that 40% of the prospects consumer’s still bought Tariff compared to the respondents who did but Data the promo as show information table 10%, 10% of were still legal to their normal brand while 53% bought any soft drinks that was readilty available contrary to their choice during the Promo. 
	The implies that sales promotional comprises of a wide variety of factional promotional tools, which are of short term information nature. 
	The analysis portaged the definition of sale promotion as activity which comprised to wide variety of tactical promotion, tools which are of short term information nature by Philip kotler. 
TABLE 11
How Did You View The Retailer Contributions To The Success Of The “Super Express”.  
	RESPONSE
	FREQUENCY 
	PERCENTAGE 

	Significant 
	56
	80%

	Less significant 
	7
	10%

	In significant 
	7
	10%

	TOTAL 
	76
	100%


Source:- Field survey 2019
Table II shows that 80% of the prospective buyer felt that the result contribution to the success of the competition was very significant, it was judged lass significant by 105 of them, while the remaining 10% considered it is significant. 
	This implies that retailer’s contribution is very significant judging from the point of the consumers. 





TESTING OF HYPOTHESIS
Hypothesis 1 
	Alternative 
	O
	E
	0-E
	(0.E)2
	(O.E)2 
e

	Yes
	45
	38
	-7
	49
	1.29

	No
	31
	38
	-7
	49
	1.29

	Total 
	76
	
	
	
	2.58


Source: - Requirement computation 2019
Computed Xr2r = 3.08
Degree of freedom = r-1= 2-1
Level of significant = 0.05       
Table X2r = 0.05,1= 3.841 
	That means the null hypothesis (HO) is rejected while the alternative the alternative hypothesis (H2) which state that “promotional campaign can affect consumer being behaviour” will be accepted. 
Hypothesis 2 
	Alternative 
	O
	E
	0-E
	(0.E)2
	(O.E)2 
    e

	A
	30
	22.67
	7.33
	53.7
	2.37

	B
	26
	22.67
	3.33
	11.08
	0.4

	C
	20
	22.67
	2.67
	713
	0.31


Source:- Requirement computation 2019
Computed Xr2r = 3.08
Degree of freedom = r-1,3-1= 2
Level of significant = 0.05       
 Table X2r= 0.05,2 = 2.991
Decision Rule: X2, < X2, i.e. 3.08 < 2.991
	That implies that null hypothesis <HO> will be rejected while the alternative hypothesis, <H2> which state that “promotional campaign has impact on consumer buying behaviours” will be accepted.   
DISCUSSION OF FINDING 
	The result of finding here will be based on the result of the hypothesis tested, which is as follow:- 
	Hypothesis number one, we could observe that if all the promotional campaign are appropriated used it will tend to affect consumer buying behaviour, this means that if an organization make use of promotional campaign it can lead to increase of sales volume that can result information higher profit. 
	In the case of hypothesis two, the finding, states that promotional campaign has impact on consumer buying behaviour. 
	This means that promotional campaign play great roles on consumer buying behaviour and will this a desire result will be achieved. 















CHAPTER FIVE
SUMAMRY, RECOMMENDATIONS AND CONCLUSIONS
5.1 SUMMARY OF FINDINGS
The research is an impact of sales promotions on “customer buying beahviour” information general and 7up super express campaign information particular because important issues due as the wide publicity the campaign receive when it was information progress. 
The researcher through personal interview gathered some relevant information from the marketing section of 7up bottling company information are of management of the super express number competition. The causes of effectiveness of the competition among others.
The administered questionnaire most of which were duly completed and returned buyer the prospects were analysis to seek under views obtains some additional information.
The investigation has explained that consumer’s impact on 7up’s super express competition was significantly high the retailers significantly contributed to the success of the programme, writing price is the major determinant factors, why the prospect consumer participated in the competitions and the motive for the buying 7up product as indicated buyer majority of the consumer is because of the selling price. The liquid content was also another prominent motive behind the patronage of the products.
Furthermore, investigation has also show that, several factors have contributed immensely to the growth in sales promotion, the major ones among them are the continues increase information, brands of products especially information the soft drinks industry, this made the consumers to become more promotion minded putting the product and marketing managers under greater pressure to received quick sales response.
According to the available detail despite the several advantages of sales promotion, it still has some short coming like, time lag between period of campaign and the subsequent increase information sales which makes it difficult to measure its effectiveness of sales promotion as a tactical promotional tools are short term information nature and thirdly it cannot behaviour used information isolation and supplement.
Finally, sales promotion can behaviour seen practically attract competitor’s reaction. For instance immediately after the super express” after campaign Rite Nigeria Limited followed suit with thrown the millionaires” competition and which thrown the management of 7up bottling company into state of insomnia throughout this titanic period. Eventually, as to regain some lost ground, they launched another sales promotion strategic named “Naira mania”  
5.2 RECOMMENDATIONS 
Based on the presentation of data information the previous chapter and summary of the whole project, it becomes pertinent to make the following recommendations.
Any company that intends to implement sales promotion programme as tactical promotional tools designed to stimulated the interest of the target market, should engaged in an intensive public enlightenment programme through which they can winning price (the genuinely of the price and management readiness and willingness to give out the price country’s economic problems which will in turn reduce if not totally eliminated.
5.3 CONCLUSIONS 
From the foregoing so far, it can be concluded that sales promotion has become an indispensable segment of marketing that has contributed information so many ways to the efficient marketing of good and services its impact has been felt n profit maximization.
Business trend change day information day out with the entrance of new manufactures and new brand of product competing with existing ones, bit it is obvious that, if the recommendations manufacturing and for marketing oriented forms, they will have less marketing problem information future.
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