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ABSTRACT
The role of Effect of Sales Promotion on the profitability of Business Organizations in Kwara State. The studies and analyze of consumer behavior in behavioral science. This stems from the fact that product acceptance underlies organization firm’s success. A good understanding of the economic, marketing psychological and industrial forces that collectively determine consumer preference for a product to others become compelling for all business organizations in Nigeria. In this wise, the tremendous effect of market am petition which has pushed business organizations to adopt different types of strategies like defensive, offensive, and flanking, calls for careful examination. Towards this, this paper analysed the actors and avenues producers/markets exploited in their quest to attract and retain customer patronage to their products and organization. After an objective analysis, the paper ended that customers are kings and must be so respected and that the stiffer the market competition, the better served the customers became.       

























CHAPTER ONE
1.0	INTRODUCTION  
1.1 	BACKGROUND TO THE STUDY
Sales promotion is an initiative undertaken by organizations like Business Organization to promote increase in sales, usage or trial of a product or services (i.e. initiations that are not covered by other elements of the marketing communication/promotional mix). Sales promotion is an important component of an organizations overall marketing strategy along with advertising, public relations, and personal selling. Sale promotion acts as a competitive weapon in Business Organization by providing an extra incentive for the target audience to purchase or support one brand over another. It is particularly effective in spurring product trial and unplanned purchases (Aderemi. 2003).  
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. (Advertising, Publicity, Personal selling). In determining the relative importance to place sales promotion Business Organization, the industry such as Business 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. For example, sales promotion is particularly attractive alternative when the budget is limited. In addition, sales promotion can be effective tool in a highly competitive market when the objective is to convince retailers to a carry a new product or influence consumers to select it over those of competitors. More so, sales promotion tends to work host when it is applied in impulse items whose features can be judge out of the point of purchase rather than more complex, expensive items that might require hand on demonstration. 
 Sales promotion includes communication activities that provide extra value or infective to ultimate consumers, wholesalers, retailers or other organizational customers, it also sales product trial (Kotler and Kelvin. 2006). The essence of this paper is to test the effect of sales promotion on organizational performance. 
  According to Kotler (2003), Sales Promotion is a key ingredient in marketing campaign and consists of a diverse collection of incentive tools, mostly short term designed to stimulate quicker or greater purchase particular products or services by consumers. Sales promotions programmes are those activities other than stimulate consumer purchase.
  Achumba (2002) define sales promotion as those market activities. Other than personal selling, advertising and publicity that stimulate consumer purchasing and dealer effectiveness, such as displays shows and expositions demonstration etc. sales promotion has been defined as 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 or creating up an immediate sale (George, 1998). Sales promotion is one of the ways used by firms to communicate with intended target market. Sales promotion is unique in that it offers an extra incentive for action (Adrian Palmer. 2004). Sales promotion refers to those promotion activities other than advertising, publicity and personal selling that stimulate interest, trial or purchase by final customers or others in the channel (Bagavathi Pillai, 2007)
1.2	STATEMENT OF PROBLEMS OF THE STUDY  
Although several sales promotions are conducted each year by business organization, promotion managers are frequently confronted with some challenges. These challenges led to the development of this research work and they will be the major objectives the researcher will be focused on. A review of literature also shows that much of the previous research in sales promotion has focused on the consumer or trail trade response to promotions but has not incorporated the effect of sales promotion in Business Organization.
  For instance, Lembeek (1999) suggested that only 40% of sales promotions are effective but there was no definition of success or effectiveness. Also the relative share of promotions in Business Organization better budgets continues to increase, However, sales promotion rarely have persistent effects on sales, when  tend to return to pre-promotion levels after few weeks or months Consequently, promotions effectiveness in stimulating long-term growth and profitability for the promoted brand is in doubt.  Therefore, the challenges encountered on the effect of sales promotion in Business Organization will be the focused objectives of this research work.     
1.3	OBJECTIVES OF THE STUDY  
This study generally sought to examine the effect of sales promotion on Business Organization, the specific objectives entails:
1. To examine the effect of sales promotion on the performance of business organization.
2. To examine sales promotional activities of sales promotion on the performance of business organization. 
3. To examine the relationship between sales promotion on the performance Business Organization.
4. To identify challenges surrounding sales promotion on the performance of business organization.
1.4	RESEARCH QUESTIONS
 	The following research questions shall be investigated:
i. What are the effects of sales promotion on business organization
ii. What are the sales promotional activities used by business organization
iii. What are the relationship between sales promotion and business organization
iv. What are the challenges affect sales promotional activities undertaken by business organization
1.5	RESEARCH HYPOTHESIS
Both null hypothesis (H0) and alternative hypothesis (H1) shall be tested in this research work.
H0: Sales promotion has no negative effect on business organization.
H1: Sales promotion has no positive effect on business Organization.
1.6	 SCOPE OF THE STUDY
This study covers sales promotion activities within the operations of Business organization over the past 5years (2021 - 2025). Specifically, the study looked at the relationship between sales promotion and sales performance of Business organization as well as its performance on profitability. This study covers management key distributors and staff of Business Organization. Both primary and secondary data were harnessed. This is because sales figures could be retrieved from sales reports and financial statements whilst the effectiveness of sales promotion could he assessed from management and staff perspectives.
1.7	SIGNIFICANCE OF THE STUDY
This study is significant in three respects. First is its contribution to the Business Organization; as presented in the background statement, many managers particularly those with less appreciation for marketing continue to challenge the excessive budget expenditures in the area of sales promotion. This study is expected to engender further discussion and probably provide some answers regarding the effect of sales promotion in the industry (Business Organization). The findings will provide a solid reference point for many marketing managers to defend allocations made to sales promotion activities. The contributions of this study to the economy though arguable can be seen in the adoption of promotional tools that create value for customers. Since the primary objective of every sales promotion to influence sales and trial of new products, it is expected that increased sales will trickle down into profits “ceteris paribus”. By extension, government generates revenues from taxation.  
The contribution of this study to academia is also not in doubt as it provides a good premise for future research. It also adds to existing literature on sales promotion and its effects on firm profitability.  
1.8	 LIMITATION AND CONSTRAINTS TO THE STUDY  
This study has been limited by a numbered factor which is as follows:  Time: Time is a hunting factor as the students are given limited period to complete and submit this project
Finance: It is another major problem has the researcher has to travel to various places in either searching for materials or collecting data from respondents.
Problem of Data Collection: Some people find it difficult to release one data needed by the researcher. Although some of them cooperated to a great extent  
1.9 	DEFINITION OF TERMS
Sales: A sale is a transaction between two parties where the buyer receives goods tangible or intangible), services and/or assets in exchange for money.  It can also refer to an agreement between a buyer and seller of the selected good or service.
Promotion: Promotion refers to any type of marketing communication used to inform or persuade target audiences of the relative merits of a product, service, brand or issue. The aim of promotion is to increase awareness, create interest, generate sales or create brand loyally It is one of the basic elements of the market mix, which includes the four Ps: price, product, promotion, and place.
Sales Promotion: Achumba (2002) defined sales promotion as those activities, other than personal selling, advertising and publicity that stimulate consumer purchasing and dealer effectiveness, such displays, shows and exposition, and demonstration. Sales promotion is one of the ways used by firms to communicate with intended target audience. Sales promotion is unique in that it offers an extra incentive for action (Adrian, 2004).  
	










CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION  
The previous chapter addressed issues relating to the background of the study, problem statement, research objectives and research questions: Significance of the study, scope and limitations of the study. This chapter deals with review of empirical work on sales promotion and organizational performance. The chapter commences with delimitation of key constructs. This is followed by forms of sale promotion and subsequently the impact of sales promotion on performance.  
2.1 	CONCEPTUAL REVIEW  
PROMOTION CONCEPT
Promotion refers to any type of marketing communication used to inform or persuade target audiences of the relative merits of a product, service, brand or issue. The aim of promotion is to increase awareness, create interest, generate sales or create brand loyalty. It is one the basic element of the market mix, which includes the four Ps: price, product, promotion and price.
i. Promotion is also one of the elements in the promotional in mix or promotional plan. These are personal selling advertising. Sales promotion direct marketing publicity and may also include event marketing exhibition and trade shows.
ii. Promotional plan specifies how much attention to pay to each of the elements in the promotional mix, arid what proportion of the budget should be allocated to each element.
iii. Promotion covers the method of communication that a marketer uses to provide information about its product information can be both verbal and visual
 SALES PROMOTION
Despite being widely used in the management sphere (Bertrand 1998: Wieranga & Soethoudi 2010). Sales promotion has scarcely been explored in the academic field (Alvarez & Casielles 2005 Ditsous & Landreville 2003). The widespread use of consumer sales promotions in product management has sparked considerable debate over their effectiveness.
Critics argue that sales promotions are ineffective as they make consumers more promotion prone resulting in market share losses in the long run (Ehrenberg et al 1994, Totten and Block et al 2005) meanwhile the term ‘promotion’ means different things to many people depending on the content and discipline being used. That is the concept is used ordinarily here to mean an element of a ‘marketing mix”. In one sense, it denotes any technique designed to sell a product (Riddy et al, 2005). To others, it refers to any attempt by a seller to influence a buying decision (Blanchard et al. 1999). Like promotion the marketing concept of sales promotion has also been numerously conceived by many scholars. Equally, Blanchard et al (1999) also opine that sales promotion as the array of short-term promotional techniques that marketers use to simulate an immediate purchase. Likewise, sales promotion can be described as materials that act as a direct inducement, offering added value, or incentive for the product to resellers. Sales persons or consumers the International Chamber of Commerce (ICC) defines sales promotion as marketing devices and techniques which are used to make goods and services more attractive by providing some additional benefit, whether in cash or in kind, or the expectation of such a benefit (Boddewyn & Leardi. 1989, p. 365). Similarly, Smith (1998) opined that there are three main categories of Sales Promotion:
· Consumer promotions (premiums, gifts, competitions and prizes, e.g. on the back of breakfast cereal boxes) 
· Trade promotions (point-of-sale materials, free pens and special terms, diaries, competition prizes etc) 
Sales promotions are comparatively easy to apply and are likely to have abrupt and considerable effect on the volume of sales (Hassens Persons and Schultz 2001). Resultantly according to Currim and Scheinder (1991) the finances of companies regarding the marketing increase constantly. Research conducted by Ailawadi and Neslin (1998) had revealed that consumer promotion affect the consumers to purchase larger amount and consume. It faster causing and increase in sales and ultimately profitability. A study conducted by Hanssens et al. (2003) depicts that the effects of sales promotion on firms revenue which they call as first line performance firms income which is bottom line performance but it is negative for bottom line performance and firm value (Hanssen et al 2003)
The work adopt the definition of the international chamber of commerce (ICC) as a working definition, this is because it is more concise and simple to comprehend.  
BUSINESS ORGANIZATION
This Business Organization (or medicine industry) is the commercial industry that discovered; develop produce and markets drugs or pharmaceutical drugs for use as different types of medicine and medications Business Organization may deals in generics or brand medications and medical devices. They are subject to variety of low and regulations that govern the patenting testing, efficiency and marketing of drugs.
BUSINESS ORGANIZATION SALES AND MARKETING
Many definitions have been applied to the Business Organization sales and marketing divisions, some aspects focus on the capability to analyze the needs of a given market and others on developing communications about specific therapies and products. This is the business of promoting pharmaceuticals both for the clinical aspect of the product as well as gaining market share.
In addition to prohibiting small gift and reminder items such as pens, Notepads, Staplers, Clipboards, pill boxes, etc the revised Code:
i. Prohibits company sales representatives from providing restaurant meals to health care professionals, but allow them to provide occasional meals in health care professional offices in conjunction with informational presentations.
ii. Includes new provisions requiring companies to ensure their representatives are sufficiently trained about applicable laws, regulations, and industry codes of practice and ethnics.
iii. Provide that each company will state its intentions to abide by the code and that company CHOS and compliance officers will certify each year that they have processes in place to comply.
iv. Includes more detailed standards regarding the independence of continuing medical education.
v. Provides additional guidance and restrictions for speaking and consulting arrangements with health care professionals.  
FACTORS AFFECTING THE PROMOTIONAL MIX
Promotional mix varies from product and company to another. Advertisement as well as personal selling product and service and augment by sales promotion. The brand image for the organization is often positively developed by public relation. A company through may decide not utilize the four sales elements. Several factors determine the promotional mix to be chosen by a firm, namely: the nature of product, stages of the product life style, the type buying decision, the push and pull strategy among others (Lamb et al, 2014)



MODELS ON THE EFFECT OF SALES PROMOTION IN BUSINESS ORGANIZATION
There are very few models that explain cross-cultural consumer behavior but some models have gained acceptance and are widely referred in the literature the model culture as one of the potent factors responsible for consumer behavior.  
2.2	THEORETICAL REVIEW 
A-B-C-D model
Raju (1995) has developed a framework known as A-B-C-D paradigm to study and understand consumer behavior. The acronym A-B-C-D stands for the four stages of the paradigm namely access buying behavior consumption characteristics and disposal. Access is the first step of the paradigm which refers to providing the physical and economics access of the product and services to consumer within a culture. The buying behavior refers to all the factors like perceptions attitudes and consumer responses, having effect on the decision making and the choices available within a culture. The third stage which is consumption characteristics refers to the type of products and services consumed within a culture and depend on the cultural orientation, social class, reference group and patterns of urban versus rural sector consumption. The last stage of the paradigm disposal refers to the resale, recycling and remanufacturing social and environmental considerations of product disposal. The consumers world over are becoming environmentally conscious and so marketers need to be socially and environmentally responsible.  
MANRAI AND MANRAI MODEL
Manrai and Manrai (sales promotion) act as a moderator of the effect of culture on consumer behavior and can even influence the consumer attributes and processes and the cultural components of behavior in consumer behavior domains (Moij, 2004). The culture is influenced by the income and in turn gets influenced by the culture. The “who” refers to what the people are. The components of who are self-study of what a person thinks who he is, his identity, image, attitudes and the lifestyle. The ‘how’ refers to the processes that influence peoples thinking, perception, learning and motivation. The self is shaped by culture and in turn. It strongly influences social behavior through individual’s perceptions evaluations and values. The self is the intermediary variable for understanding behavior. 
LUNA AND GUPTA MODEL
Luna and Gupta (2001) in their model recognize the influence of cultural value systems on behavior. Culture is manifested through values, heroes, rituals and symbols. Values arc the core of culture and it influences the consumer behavior. The term ‘heroes’ is refers as the persons died or alive, real or imaginary, who are revered and prized in culture. In marketing, the products are associated with heroes as they may influence the consumer behavior Rituals involve consumption that is important in consumer behavior. Symbols may be absent or their meaning may be different in cultures. The consumers in order to define themselves indulge in symbolic consumption the consumer behavior constitutes of three elements cognition affect and behavior, the cognition refers to the memory processes affect refers to the attitude formation communications act as a moderator of the effect of culture on the consumer behavior and may affect consumer behavior independently of culture.  
2.3	EMIPIRICAL REVIEW	
Achumba  (2002)  defined  sales promotion as those marketing activities, other than personal selling, advertising and publicity that  stimulate  consumer  purchasing  and  dealer  effectiveness,  such  displays,  shows  and exposition,  and  demonstration.  Sales  promotion  is  one  of  the  ways  used  by  firms  to communicate with intended target audience. Sales promotion is unique in that it offers an extra incentive for action (Adrian, 2004). It also includes a combination of all marketing devices or techniques, special reductions, trade gift, premium offers, contests, and other such short-lived promotional activities directed towards consumers and retailers, aimed at motivating sales. In other words, it encourages immediate purchases.
	According to Manale, Jose and Zacharias (2007), Sales promotion has become a vital tool for marketers and its importance has been increasing significantly over the years. 
	Given the growing significance of sales promotion, there has been extensive interest in the effect of sales promotion on different dimensions such as consumers' price perceptions, brand choice,  brand  switching  behaviour,  evaluation  of  brand  equity,  and  effect  on  brand perception. One of the purposes of a consumer promotion is to elicit a direct impact on the purchase behaviour of the firm's customers (Kotler, 2002; Blattberg & Scott, 1990). Research evidence recommended that sales promotions positively affect shot term sales (Priya, 2004). Promotions affect significantly sales aggregate and stock piling and purchase acceleration (Akanbi & Ajagbe, 2012). However, there have also been studies that recommend that sales promotion affects brand perceptions.  In  another  study,  Schultz  (2004)  argues  that  over dependence  on  promotions  can  erode  consumers'  price-value  equation.  Similarly,  Yoo, Dondhu and Lee (2000), based on structural equation model, suggest that frequent price promotions, such as price deals are related to low brand equity, whereas high advertising spending, high price, good store image and high distribution intensity are related to high brand equity. There is also a managerial belief that if a brand is supported with frequent promotional offers, the equity of the brand tends to get diluted. On the contrary, there have also been studies that indicate brands benefit from promotions. 
	Amongst the elements of marketing mix, sales promotions have long-term influence on brand equity (Yoo, Dondhu, & Lee, 2000). Mariola and Elena, (2005), based on a sample of 167 buyers suggest that monetary and nonmonetary promotions are useful to create brand equity because of their positive effect on brand knowledge structures. Belch and Belch, (1998) have define sales promotion as 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 immediate sales. Sales promotion involves some type of inducement that provides an extra incentive to buy. This incentive is usually the key element in a promotional programme. 	Also, Osunbiyi (1991) observed that sales promotion is the marketing practice of temporarily offering  better  value  for  money,  sales  promotion  is  not  a  personal  selling.  It is a miscellaneous selling tool not categorized as advertising or personal selling. It is a non routine sales activity. Promotion centres on some form of special purchase incentive offered to the consumers or retailers and it is usually short-termed in nature. It is tactical, and it is designed to achieve a short term objective, sometimes in a limited area or through certain outlets. Promotion is used as a tool to gain the support of the trade, either directly through trade promotion or indirectly through consumer promotion (Akanbi & Ajagbe, 2012). 
	Some researches prove that sales promotions do not have a constant or continued effect on volume of sales of a firm which tend to diminish and come at the initial level at which it was before  the  sales  promotion  is  being  offered  (Dekimpe,  Hanssens  &  Silva-Risso  1999; Pauwels, Hanssens, & Siddarth, 2002; Srini, Srinivasan, & Anderson, 2000). However the usefulness  of  sales  promotion,  that  whether  it  promotes,  the  long  term  growth  and profitability among brands for which it is projected is not compulsory (Kopalle, Mela & Marsh,  1999).  Research  conducted  by  Ailawad  and  Neslin  (1998)  revealed  that  sales promotions motivate the consumers to make immediate purchases and also positively impacts the consumption volume. 
	Therefore, based on the above literature, it is reasonable to conclude that sales promotion is a marketing strategies that is designed to attract a customer to take a specific action such as creating a purchase that usually occur for adequate period of time to help create a sense of necessity. In other word sales promotion is promotional activities other than personal selling, advertising, publicity/public relation, and direct marketing that stimulate interest, trial, or purchase by end users (final consumers).  
















CHAPTER THREE
RESEARCH METHODOLOGY
3.0 	INTRODUCTION	
This chapter will be highlighting the research philosophy, the method that was adopted by the researcher, how the research design would look like, the population of study that will be examined and the population size that will be randomly selected, data collection and the ethical aspect of collecting the data. Research methodology is a way to find out the result of a given problem on a specific matter or problem. In methodology, researcher uses different criteria for solving or searching the given research problems. Collis and Hussey (2009) also described methodology as the overall approach to the entire process of the research study.
3.1	RESEARCH DESIGN
	According to Idowu (2002), a scientific design has been described as a systematic investigation procedure which has to be logical. It is a procedural plan for collection and analysis of data necessary to assist in the current problems in a way that the cost of obtaining various levels of accuracy and expected value of the information in association with such levels is maximum.
	It is also an outline that serves as a useful guide to research in effort to gather information for the study.
	This research design mainly for distributing questionnaire.
3.2	POPULATIION OF THE STUDY
	According to Fagbohungbe (1993), population is refers to all object of particular types, shapes, colour or characters.
	Population is very difficult to observe all the entire staff of Royalton Hotels and Tourism Ilorin as regard to risk management. Therefore, the population size of the staff of Business Organization was so.
3.3 	SAMPLING TECHNIQUES
	In order to achieve a higher degree of accuracy, the researcher used the random sampling technique to collect data from respondents that express their views on the research topic. The technique is suitable in order to ensure that all the segment of the population is included in the sample from the numerous departments of Business Organization. Fifty (50) questionnaires were randomly distributed to Business Organization staffs, product users.
3.4	SAMPLE SIZE DETERMINATION
1. Interview Technique: This is of the method of interviewing the object of research (the institute used as the case study in order to obtain necessary information). Technique used aimed at finding out of the fact from the target audience.
The audience is the customer but since there is sales department in the organization, the department helps in the case of interviewing with the help of different lecturers who has been working with the institute since 1995.
	Some questions were asked with the view of knowing how effective social media in the organization is. An interview could be structured in which case; the interviewer has a planned series of questions or it could be unstructured, very informal talks on the topic decided by the interviewer. It is recommended that the interview question be of closed form, where open ended aim of the study.
2. Questionnaire Technique: A questionnaire is a set of question often elaborate, which is designed so as to investigate a given subject (Nolmon, 1973). Questionnaire are extensively used by investigators to obtain facts about past, present events, condition and practices and to make inquiries concerning attributes and opinion (Van Dalen, 1974).
Questionnaires can be presented to the respondent in two ways:
i. By Mail.
ii. Face to face, direct contact with respondent when administering a questionnaire.
iii. Observation techniques.
	In business research, an observation technique may be defined as a process whereby an individual per group of people are “recommendation” to watch and record the happening events or even study behavioural pattern in setting or interest.
	Observation may be direct or inferential. An observation is said to be direct when the observer is involved in the first hand experience of the happening events of a given situation.
	But an observation is described as inferential when a research draws inference on the basis of the observational report supplied by another person or group of sons.
3.5	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorized into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structures Interview and self administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 15 questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.
3.6	METHOD OF DATA PRESENTATION AND ANALYSIS
	Based on the finding of the research work, the collected data will be represented in tabular form in the next chapter for each understanding, the collected data will be analyzed and presented using description method and simple percentage the belief behind using is to ensure effective and easy analysis of the research work.











CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	INTRODUCTION
This chapter will give an illustration on the presentation of data and its analysis. Data was presented and analyzed using tabulation form.
4.1 	PRESENTATION OF DATA AND ANALYSIS
Table 1: Respondent Distribution by Sex
	SEX
	FREQUENCY
	PERCENTAGE

	Male
	20
	40

	Female
	30
	60

	Total
	50
	100


   Source: Field Survey, 2025
Table 1 above shows that 20 respondents indicate 40% of the total populations were male while 30 respondents indicate 60% were female. This shows that there are more female than male counterpart in Business Organization.




Table 2: Respondent Distribution by Age  
	AGE
	FREQUENCY
	PERCENTAGE

	18-30
	25
	50

	31-40
	15
	30

	41-above
	10
	20

	Total
	50
	100


   Source: field survey, 2025
From the above table, it shows that 25 respondents represent 50% were between the age of 18-30, 15 respondents represents 30% were between 31-40 and 10 respondents were between 41 and above.
Table 3: Marital Status
	MARITAL STATUS
	FREQUENCY
	PERCENTAGE

	Single
	10
	20

	Married
	30
	60

	Divorce
	5
	10

	Widow
	5
	10

	Total
	50
	100


   Source: Field Survey, 2025
The above information on the table shows that 10 respondents represent: 20% were single, 30 respondents represents 60% were married, 5 respondents (10%) were divorce while 5 respondents (10%) were also widow.
Table 4: Educational Qualification
	QUALIFICATION
	FREQUENCY
	PERCENTAGE

	SSCE
	5
	10

	NCE/OND
	15
	30

	HND/BSC
	30
	60

	OTHER
	-
	-

	Total
	50
	100


   Source: Field Survey, 2025
The tables above shows that 5 respondents represent 10% were under secondary school certificate holder, 15 respondents represents 30% were NCE/OND certificate holder and 30 respondents represents (60%) were with HND/BSC certificate holders.




Table 5: Length of Service
	LENGTH OF SERVICE
	FREQUENCY
	PERCENTAGE

	Under 5 years
	10
	20

	6-10 years
	25
	50

	11-15
	10
	20

	16 and above
	5
	10

	Total
	50
	100


   Source: Field Survey, 2025
  Information above shows that 10 respondents represent 20% were less than 5 years of length of service, 25 respondents represents 50% were between the range of 6-10  service, while 5 respondents represents (10%) were also between the range of 16 years and above.






SECTION B
Table 6: Question 1: Before new products are launched, does Business Organization provide free samples to consumers for pre-testing (sampling)?
	VARIABLE
	RESPONSE
	PERCENTAGE (%)

	Yes
	30
	60

	No
	20
	40

	Total
	50
	100


   Source: field survey, 2025
The table above shows that 30 respondents representing 60% agreed that Business Organization provides free samples to consumer for pre-testing while the remaining 20 respondents (40%) choose no. 
Table 7:  Question 2: Do Business Organization reduce prices to boost sales during off-seasons (Price-off offer)? 
	VARIABLE
	RESPONSE
	PERCENTAGE (%)

	Yes
	30
	60

	No
	20
	40

	Total
	50
	100


   Source: field survey, 2025
	The table above shows that 30 respondents representing 60% agreed that Business Organization reduce prices to boost sales during off-reasons while the remaining 20 respondents (40%) choose no.
Table 8: Question 3: Do Business Organization provide gills to their distributors and retailers to maintain a good relationship (Dealer gift)?
	VARIABLE
	RESPONSE
	PERCENTAGE (%)

	Yes
	30
	60

	No
	20
	40

	Total
	50
	100


   Source: Field Survey, 2025The table above shows that 30 respondents representing 60% agree with the question above with Yes option while the remaining 20 respondents (40%) choose no.






Table 9: Question 4: Do Business Organization provide attractive materials at sales point (i.e. fridge, openers etc) to reinforce purchase? 
	VARIABLE
	RESPONSE
	PERCENTAGE (%)

	Yes
	40
	80

	No
	10
	20

	Total
	50
	100


   Source: Field Survey, 2025
Majority of the respondents representing 80% agreed that the company provide attractive materials at sales point.  
Table 10: Question 5: Do Business Organization use display contest to encourage dealers to buy a minimum quantity to display in shops? 
	VARIABLE
	RESPONSE
	PERCENTAGE (%)

	Yes
	40
	80

	No
	10
	20

	Total
	50
	100


   Source: Field Survey, 2025
The table above shows that 40 respondents representing 80% choose yes while the remaining 10 respondents (20%) choose no.
Table 11: Question 6: Do the company use draws and scratch cards to reward customers who emerge winners? 
	VARIABLE
	RESPONSE
	PERCENTAGE (%)

	Yes
	50
	100

	No
	-
	-

	Total
	50
	100


   Source: Field Survey, 2025
The above shows that all the respondents say that the company use draws cards to reward customers who emerge winners.
Table 12: Question 7: Do the company encourage consumers to buy more a save some cash? 
	VARIABLE
	RESPONSE
	PERCENTAGE (%)

	Yes
	40
	80

	No
	10
	20

	Total
	50
	100


   Source: Field Survey, 2025
	Majority of the respondents representing 80% agreed that the company encourage consumers to buy a save some cash.

4.3 	DISCUSSION OF FINDINGS
The findings show that sales promotion has positive effect on Business Organization and also there is relationship between sales promotion and Business Organization performance in terms of profitability.















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY
This research work shed light on the effect of sales promotion on Business Organization using Business Organization as the case study. The researcher hopes that this study provides a point of departure for further scholarly work in this fascinating and important area.
The study comprises five chapters, the chapter one discussed the background to the study, this chapter discusses the literature review, chapter three talks about the data presentation and analysis while the last chapter which is the concluding part brings the summary of the findings, conclusion and recommendations.
5.2 	CONCLUSION
From the findings, sales promotion is said to have significant effect on Business Organization. Sales promotion is any initiative undertaken by an organization to promote an increase in sales, usage or trial of a product or service i.e. initiative that are not covered by other elements of the marketing communications or promotional mix. Majority of the respondents accepted the facts that sales promotion affects company’s sales volume.  The degree of competition also determines the sales promotion techniques to be adopted.  The researcher concluded by listing the following:
1. That effective implementation of sales promotion tools lead to increase in sales volume and invariable higher profit.
2. The effectiveness of sales promotion can sustain the life of a failing product sufficiently to enable it recover from its decline.
3. Sales promotion is important at all level of product life cycle but it is more important at the introductory and growth stage.
Lastly, the effect of sales promotion on organizational performance have been positive and have resulted in increased organizations sales volume  and profitability in terms of purchase of larger size unit of products by consumers which will in turn lead to higher sales and profitability.
5.3 	RECOMMENDATIONS
Based on the findings, the researcher hereby makes the following recommendations. 
1. Business Organization should Endeavour at all time to have a planned and systematic sales promotion programme in place as this would help to make such promotional implementation effective.
2. Business Organization should set up a more and effective sales promotion department with experienced stall with the view to developing more promotional strategy in line with the company’s objectives.
3. The company should be aware of the fact that there are times when the effective use of sales promotions are needed e.g. during festive periods. Companies should take full advantage of such peak seasons by developing an effective and efficient sales promotion campaign that can arouse consumer’s awareness, thereby leading to increase in sales.
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