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ABSTRACT
The study examined sales promotion as a political marketing strategy on political party performance. To determine whether sales promotion serves an image builder for the parties. To examine the impact of sales promotion on performance of political parties. Questionnaire was used for data collection which 222 questionnaire was distributed to the respondents to collect primary data, chi-square was used to test the hypothesis of the study. Findings shows that majority of the respondents strongly agreed that sales promotion create to win election in a political parties system. It was concluded that, this strategy is well implemented, the party will have the potential of improving the performance of their party in winning an election in a multi parties system. It was recommended that political candidates should embark on sales promotion strategies, if they want to build good image for their selves political parties should embark on sales promotion, so that they can have good image to win an election.
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CHAPTER ONE
INTRODUCTION

1.1 	Background of the study
Marketing is a dynamic concept that has become an increasingly important business function as well as an invaluable activity for not-for-profit and social organizations. Marketing is often defined in terms of goods and services. Services are intangible and are defined as benefits, activities or satisfactions that are offered for sale or provided together with the sale of goods (American Marketing Association). 
Sales performance consists of a variety of incentives tools, mostly short terms that are used to stimulate consumer and or dealers to accelerate the purchasing process or to increase quantities of sales, sales promotion is certainly one of the critical elements in marketing mix and tool kit for the marketers.
	Shultz, etal (2011) say that sales promotion generally works on a direct behavioural basis rather than affecting awareness or attitude. A sales promotional stimulates to 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.
Kotler as quoted in Pillai and Bagavathi (2013, p. 432) further defines a service to be an act or performance that is offered by one party to another, is essentially intangible and nothing is owned as a result and its production may or may not be associated to a physical product. Marketing of services has become a central part of today’s global marketing environment with a large number of the global economies being service economies. Marketing of political ideologies is one such service economy as politicians compete for elective positions and promise service delivery to the electorate. Political marketing is an integral part of political life. Marketing is used by Presidents and Prime Ministers, political parties and politicians, government departments and councils to pursue their political goals.
Marek (2015) conceptualizes political marketing as “a complex process, the outcome of a more global effort implicating all the factors of the politician is political communication” and emphasizes that “political marketing is the general method of ‘political communication” of its means.
	As Kotler and Kotler (2008) point out “conscious marketing only promises to maximize the candidates potential. Applying standard marketing strategy techniques to political campaigning will at least ensures that the campaign’s planning is systematic, efficient and voter or lented marketing can promote the most effective use of scarce resources, generate value able information for both the candidate and the voters, and promote greater responsiveness in the political process.
	Political marketing is a relatively new terminology in mainstream political science literature. Political marketing implies the usage of marketing tools, techniques and methods in political process, in other words, political marketing is the outcome of the marriage between marketing and politics. As an activity and method, it reflects the penetration of the political space by marketing.
	Though political marketing is increasingly used in democratic political system in which mass support is significant important to sustain power, military rulers also use marketing strategy to build their branded image.
	Political marketing is increasingly used in democratic as one of the concepts that raise contiversy in its uses and how to take advantage of it in the services of politicians (organizations political parties, members and candidates for the elections). Researches and specialists in the field of marketing argue that political. Marketing is one of the important and contemporary topics with application that can serve politician, while the politicians note that they engage in marketing activities, in a way that does not go beyond some of the means and methods of political and electoral, propaganda and some of the techniques related to the communication activities or the political, promotion, but without much depth in it (Alsamudai, M, 2016).  
How politicians undertake the marketing of their parties, manifestoes and themselves, has a great impact on the performance of tourism as this may or may not lead to stability. Political stability and safety are main determinants for tourism; threats of such events as civil unrest and terrorism often influence tourists’ decisions to visit a destination. As such, the impact on a destination’s tourism sector as a result of political instability is immediate and may be long-lasting (Travel and Tourism competitiveness report 2015).
To be able to achieve its objectives, the study will be anchored on the democratic and the relationship marketing theories. The democratic theory evolved when the word participation became part of the political vocabulary in the late 1960s as a result of mainly students’ demands for new areas of participation to be opened up especially as concerned higher learning. Participation is now a prominent feature of recent theories of democracy (Pateman 1970). The classical theorists also had the idea of maximum participation of all people on which modern democratic theory rests. Democracy as defined by Morlino (1998) as cited in Morlino (2002) includes having at least universal, adult suffrage; free, recurring, fair and competitive elections; more than one source of information; more than one political party; and freedom and equality.
Relationship marketing creates more value to the customer up and above what is provided by the product or service, through the firm creating close ties with the customers (Kaskeala, 2010). According to Grönroos (1994) as cited by Kaskeala (2010), a profitable and successful relationship with a customer is built in two steps, first by attracting the new customers and then building the relationship in a way that ensures the relationship’s economic goals are met. Relationships predict behaviour, are fluid and dynamic (Gordon, 1998). Relationships may either develop to become stronger or may be eroded and weakened. A critical incident, either positive or negative, could occur that may cause specific behavioural and hence relationship changes which may affect the electoral transactions as they may build or erode the developed relations (Bannon,2008).

1.2	Statement of the Problem
Although political marketing is increasingly used in democratic political systems in which mass support is significantly important to sustain power, military rulers also use marketing strategy to build their branded image. The influence of sales promotion has affected the working style of political parties, parties became more market oriented and began to frame there programme and policies in tune with opinion polls and market surveys. 
Political marketing is critical in any democracy where different political parties have to sell themselves to the electorate. During the election period, politicians convince the electorate that they are the most suited candidates to represent them in the various elective positions and this can be in the way of giving material gifts to them so as to serve their purpose at that particular moment. They also market their political parties, their manifestoes and what they stand for. 
Information revolution and globalization have played a vital role in changing the pattern and content of traditional political campaigning into one of the most professional and sophisticated marketing tactics. Various studies have been done in areas of destination marketing, impact of destination image, role of marketing in politics, effect of political instability on tourism and use of various marketing medium both locally and internationally. Buhalis (1999) sought to review various models of management and strategic marketing of destinations and provided various techniques that are widely used. He explained the need for destinations to have a balance between the strategic objectives of all stakeholders and the sustainability of available local resources. 
There are researchers especially among political scientist who belief that political marketing is irrelevant to politics. It is argued that is a political party implement the marketing philosophy, it will seek to meet voters needs and wants, thus producing voter satisfaction, and in doing so gain electoral support to meet its own goals so this research units aim at looking at how sales promotion strategies is effective in political parties performance in Kwara State

1.3	Research Questions 
· To what extent does sales promotion influence the performance of political parties?
· Does sales promotion serves as an image builder for the party.
· Is there any relationship between sales promotion and voting?

1.4	Objectives of the Study
This study was guided by the following research objectives;
· To examine the impact of sales promotion on the performance of political parties.
· To determine whether sales promotion serves as an image builder for the parties.
· To examine the relationship between sales promotion and voting.

1.5	Hypothesis Formulation
· Ho: There is no significant evidence that sales promotion influence the performance of political parties in Kwara State.
· Ho: There is no significant evidence that sales promotion serve as an image builder for the party.
· There is no significant relationship between sales promotion and voting.



1.6	Significance of the study
The research study will enrich the knowledge of the researcher and academician and expose them to how vital is sales promotion on the performance of political parties. The research study will expose the politician on how they can use sales promotion to have competitive advantage in an election period. Also, the researchers study will enrich the knowledge of the readers and expose them on how sales promotion can be used to improve the performance of political parties.
The research work will serve as reference for the future researchers whenever they need any information about sales promotion as a tool to improve political parties performance. Future will add to the political industry fields of inquiry. The findings will lead researchers in the fields of political marketing to use the information as a foundation for further research.
The research study will expose the current government on how they can use sales promotion to retain their post for more than four (4) years. The study will also provide policy makers with information that will guide in formulation of guidelines that recognize political marketing as a discipline that can be included in the marketing education programs of the university at both undergraduate and post graduate studies.

1.7	Scope of the Study 
	The scope of the research study will be considered based on the following.
· Conceptual Scope: In terms of concept, the work will covers sales promotion and how this can be use to enhance political parties performance. 
· Geographical Scope:- In terms of geographical land mark, the research will focus on Kwara state. Kwara State is divided into three federal senatorial districts, each of which is consists of sixteen (16) Local Government Areas and area office 
· Time Scope:- The research was based on one years plan (2019-2020), on how sales promotion improve the performance of political parties.
1.8	Limitation and Constraints 
In the process of the research work, here are the limitations encountered.
· Financial Constraint:- The researcher does not have sufficient funds to carryout the researcher study. The researcher have to go extra mille to get capital to finance, the research work by collecting money from brothers sisters and some friends to carry out the research as expected. 
· Respondent Problems: Lack of co-operation from the respondents and some staff of political parties. The researcher try to convince them by showing the respondents the student identify card and letter from the supervisor, so that the respondents can change their poor attitude to me, which they did.
· Time Constraints: The research work can combined with the researcher academic work. The researcher lecture time is from Monday-Friday (8am-12noon). The researcher supervisor attends to project once in a week. The researcher visited the library during the week to get more information on the literature and make use of the weekend for writing the research reports.

1.9	Definition of Terms
· Promotion:-  Is any technique that persuasively communicates favourable information about a sellers product  to potential buyers either directly or through others who can influence purchase decision.
· Marketing:- can be defined as management processes that direct the flow of goods and services from the point of production to the place where they are needed.
· Sales promotion:- is a short term strategy to derive demand and also and especial marketing offer which provides more profit than what consumer from the sales promotion of a product and also has sharper influences on sales.
· Political Marketing:- can be defined as electioneering that is as a set of strategies and tools to trace and study public opinion before and during an election campaign to develop campaign communication and to assess their impact.
· Election: Is the process of choosing a leader, member of parliament, councilors, or other representatives by a popular vote.





















CHAPTER TWO
LITERATURE REVIEW
2.1 	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 presents a review of the literature on the concept of political marketing, performance, sales promotion theoretical foundation of the study and empirical study of the study.

2.2	Conceptual framework
2.2.1	The concept of Political Marketing
According to Kotler & Keller (2013), marketing is about identifying and meeting people’s needs profitably and as such the focus is on the customer. Marketing begins with the fundamental idea that “ most human behavior is a purposeful quest for need satisfaction and this activity is rooted in the “exchange” notion which is the process of satisfying human needs via trade” (Pillai, et al, 2013).Marketing is defined by the U.K. Chartered Institute of Marketing as the management process responsible for the identification, anticipation and satisfaction of customer requirements while being profitable. The American Marketing Association on the other hand defines marketing as the planning and execution process of the conception, setting prices, promoting and distributing ideas, goods and services so as to create exchanges that satisfy individual and organizational goals.
Marketing activities were classified by McCarthy into marketing-mix tools of four broad kinds which he called the 4Ps of marketing; product, price, place and promotion. However today, marketing is not only looked at in terms of the 4Psgiven the breadth, complexity and richness of marketing, these tools can be expanded to include people; who are critical to the marketing process, processes that reflect the creativity, discipline and structure in marketing management as well as programs which are all the consumer-directed activities encompassing all the 4Ps and other activities (Kotler & Keller, 2013).According to Saleemi (2013), under the modern concept marketing is more than a mere physical process of distributing goods and services rather it is involves determining the needs of the potential customers and designing products that satisfy these needs.
Political marketing is a marriage of two social science disciplines –political science and marketing- that describe and prescribe political behavior (Lees –Marshment 2001 and Henneberg 2004) as quoted in Jenje (2014).The political subject is defined by Liutiko (2015) as the consumption of goods in the form of political power, political ideas, political leaders, and parties. Political marketing is therefore understood to be the identification of political relations and processes that have different forms of market exchange, the specific market being the electoral choice process (the act of purchase and sale). Maarek (1995) is further cited as arguing that political marketing is a genuine policy of political communications and strategic global approach to design and convey political messages.
According to Menon (2009), political marketing means the use of marketing tools, methods and techniques in the political process; it is the activity of penetrating the political space through marketing. Political marketing academics pursue the political marketing idea as an explanatory framework for politics, and advocate its greater expansion into the political practice domain as they view it as a force for good, aimed at holding political actors to account in terms of more adequately meeting the needs of voters which is a catalyst for greater democratization within civil societies (Reeve, 2009). However, as Smith and Saunders (1990) notes, this can only be achieved through the use of marketing techniques more strategically(Baines et al, 2002). They further advocate for use of marketing planning in order to meet the gap between the voter expectations from a potential government and proposals from parties and candidates. This will ensure stability in the political environment as various political marketing strategies are employed and ideologies based on credible policy and image generated.
2.2.2	The concept of Performance
Performance is defined as the result of activities undertaken over a specific period of time (Illmer, 2011).It is measured against previously set and known standards of accuracy, completeness, cost, and timeliness. Performance in a contract is the fulfillment of an obligation, in such a way as to release the performer from all liabilities in the said contract. Performance measurement as further stated by Illmer (2011), can be said to be the process of determining the effectiveness and efficiency of a previous action with more precise measurement being that of how well organizations are managed as per their targets and the value generated to their stakeholders. This involves an analysis of the input, the processes and the output in relation to the set targets. A firm’s performance measurement according to Al-matari et al (2014) can be either accounting based or market based. The accounting based measures focus on the short term and is considered as an effective indicator of a firm’s profitability. These include such measures as the Return on Investment (ROI) and Earnings per Share (EPS). The market based measure is long term and forward looking with its reflection of the shareholders’ expectations as concerns the firm’s performance in the future.
Performance of the tourism sector can be measured by the market based measurement as it is the level of a destination’s competitiveness. According to Dupeyras and MacCallum (2013), tourism competitiveness of a destination is its ability to optimize its attractiveness for both non-residents and residents, to deliver innovative, attractive and quality, tourism services to tourists and to gain market shares on both the domestic and global market while ensuring efficiency and sustainability in the use of the available tourism resources. They further state that this can be determined through such measures as indicators that measure tourism performance (tourist arrival numbers) and impacts; those that monitor the ability of a destination to offer competitive and quality tourism services; those that monitor destination attractiveness and describe policy responses and economic opportunities.

2.3 	Political Marketing Strategies
An electorate residing in a marketing dominated world is willing to accept, or expect politics to be conducted from a marketing perspective as stated by Reeves, deChernatony and Carrigan (2006) because they are in a brand driven society, where marketing messages are continuously targeted at them. As such, it can be said that the ways in which they make choices about their commercial consumption may replicate itself sub-consciously into their political choices. This therefore encourages political parties to adopt some form of political marketing approaches (Reeves, 2009). On the other hand, political marketing involves communication with party members, the media, prospective fund sources and the electorate” (Gbadeyan, 2011). As Stromback et al. (2010) note, marketing is the identification, response to and satisfaction of the needs and wants of selected groups and people in a given society. As such, political marketing is not only about political campaigns but about the relationship between political organizations and their electoral base (Gbadeyan, 2011).

2.3.1 	Market or Voter Segmentation
Market or voter segmentation refers to the breaking down of voters into segments or groups so that the candidate is aware of where to target the message (Tsianti et al, 2008). The predictive model of voter segmentation as presented by Newman (1999) uses four segments: the social voter, the emotional voter, the rational voter, and the situational voter. However, Tsianti et al (2008) cites Lilleker (2003) stating that the political parties in the United Kingdom segment theirs by a simple measure of for example Loyal Conservatives, swing voters and Loyal Labour while others may use the Lewicki et al (1998) matrix to segment by the electoral attitudes and behavior of the young electorate and to develop marketing strategies to attract them to the electoral process.
For political parties and candidates to influence change allegiance or retain a seat, they must identify and approach voters that most likely can change their voting preference (the swing voters who decide who to vote for at the last minute). The swing voters are said to know very little about politics and hence are easy to influence and this is the category of voters to whom political strategists focus their political marketing on to a large extent (Pistolas, 2009). This is only achievable through voter segmentation whose bases can be determined through constituency research (Baines & Harris, 2002).Another category that is likely to change their minds are said to be soft loyalists who more often than not vote for the same candidate but may change their minds. These segments that are important in helping to secure a seat or change its allegiance need to be targeted by specialized marketing tools.

2.3.2 	Party and candidate positioning
Party positioning is the use, by political strategists, of reasoned argument and style of presentation of policies, issues and ideologies, in an attempt to win the minds of voters (Baines & Harris, 2002). On the other hand, candidate positioning is a process where the candidate weighs his own and his opponent’s strengths and weaknesses, to enable him establish his image towards the voters and positioning himself within the environment (Tsianti et al, 2008).Political positioning according to Liutiko (2015)can be said to be the process of political communication by a political actor aimed at acquiring, his position in political marketing. Positioning is therefore the process by which politicians connect with voters and develop a marketing theme of agreeable policy stands and issues (Baines & Harris, 2002).

2.3.3 	Political branding
Successful political campaign marketers must learn how to use a strong brand (of a party or a candidate) so as to win a competitive advantage and as a result win the most possible votes. A brand as defined by Kotler (1991) is intended to identify and differentiate the goods and services of a particular seller from those of their competitors. It can be in the form of a name, term, sign, symbol, design or a combination of any of them (Cwalina & Falkowski, 2014).The main goal of branding is to bring out the uniqueness of a brand in dimensions that are welcomed by and relevant to consumers. According to de Chernatony (2001), success in a market depends on the ability to differentiate a brand based on the communication internalization and identification, of unique values of the brand that are both important to and desired by consumers.
As noted by Adolphsen (2008), branding has been part of political communication for the past two or so decades, in which politicians and parties within various countries have relied on advice from brand management personnel to advance their presentation externally. He reinforces this with the classic case of Barrack Obama in the 2007 presidential campaigns in the United States of America where his campaign was said to resemble an elaborate branding operation with its success attributed to the near perfect corporate identity of the candidate. This was the first candidate who was promoted in a manner similar to a trans-media, consumer brand of the up market.

2.3.4 	Political Advertising and Campaigns
The fast nature and easy way to access information from new forms of media has affected how election campaigns are conducted. It has also made it difficult to distinguish between the private and public information of candidates in an election campaign (Neilson & McQuarrie, 2013). Advertising has assumed a large part of campaigns for offices at all levels because it allows candidates to reach a large part of the audience, both those interested and the disinterested. Those who pay little attention to news reports, debates or other campaign activities are part of its audience as these are people who would to be watching their preferred stations(Berger, 2013). The emergence of different types of media tools has also made it easier for almost anyone to create and capture information and distribute it quickly and widely through multiple media channels (Neilson & McQuarrie, 2013).
According to Spenkuch and Tonniatti (2016), the coming of the television has had a big impact on how politicians communicate to their constituents. Politicians use TV adverts to reach a larger audience at much lower cost. According to Daignault (2013), television adverts form an important part of any election campaign strategy necessitating that enough work goes in to determine the nature and impact of the political advertisements. Social media and its interactive nature also facilitate relationship marketing as it enables consumers to maintain a continued interaction for their mutual benefit (Williams & Colleagues (2002) as cited in Neilson and McQuarrie (2013)). However as Towner and Dulio (2012) argue, regardless of the media that is used, the communication goal of any campaign is the same; that of getting in contact with voters, communicating with them, trying to influence their way of voting and making sure they vote.

2.3.5 	Public Opinion Polls
The Gallup Organization (2007) defines public opinion polling as a kind of survey or inquiry designed to measure the public’s views in regard to a particular topic or a set of topics/issues. Pre-election polls have often been used by political scientists to determine and analyze the intended ways of voting by different electoral groups, how they make their decisions as well as the impact election campaigns have on them (Kou & Sabal, 2004). Polls also generate short term election forecasts as they can be related to the end election results. Opinion polling is important in political marketing as voters do not only base their voting decisions on their preferences but on expectations of what other voters will do such as voting for a candidate they may think will receive more support as opposed to their preferred candidate (Macreadle, 2011).



2.4 	Theoretical Framework
Theories of political marketing were initially based on the marketing theories of sale of products and services. However in the mid-1970s American scholars such as Avraham Shama (1974; 1975) and Philip Kotler were on the fore front to develop the theoretical foundations of political marketing. In 1988, David Reid concluded that: “In western terms, although seldom recognized by politicians, the problem of getting elected is essentially a marketing one. Political parties must determine the scope and the most effective way of communicating its benefits to a target audience”(Wring,1997, Vol.13). As such, the concept of marketing is used in both the sale of goods and services and idea distribution (Gbadeyan, 2011). The scholars even though giving different definitions of political marketing, agreed that political marketing is the use of the principle of marketing in politics (Stromback et al., 2010 as quoted in Gbadeyan, 2011). The political marketing theories covered are the democratic theory and the relationship marketing theory.

2.4.1 	The democratic theory
The theory of democracy recognizes the existence of several forms of democracies. Electoral democracies are hybrid regimes that do not insure a minimum level of civil rights (Diamond, 1999). The defective democracies includes ‘exclusive’ democracies, that only offer limited political rights guaranties; ‘dominated’ democracies, where the autonomy of elected leaders is conditioned and limited by powerful groups using their influence; and ‘illiberal’ democracies, offering only partial guarantees on civil rights (Merkl, 1999). The delegative democracies or populist democracies are based on a majority system, hold ‘clean elections’, there is freedom of expression by parties, parliament and the press and ‘the courts block unconstitutional policies’. However, citizens in these democracies delegate to others who make decisions on their behalf at the moment that they vote, but have no evaluation opportunity on the performance of their officials once they elect them. The theory of democracy is suitable for the study as it explains why elections are held and why candidates and political parties must market themselves using sound strategies to ensure they are elected.

2.4.2 	The relationship marketing theory
Relationship marketing, according to the American Marketing Association (AMA), is “marketing with the conscious aim to develop and manage long-term and/or trusting relationships with customers, distributors, suppliers, or other parties in the marketing environment” (AMA,2013). The relationship marketing theory as argued by Bannon (2005) is a crucial asset of an organization and political parties need therefore to acknowledge this and develop strategies for developing and nurturing a variety of long term relationships with voters and especially so due to the increasing voter volatility and electoral inactivity. Campaigns are often affected by the relationship marketing model moving attention of the buyer-seller connection from a one-time purchase to longer-term interactions. As such, relationship marketing in the political context goes beyond seeking a vote in the particular election to focusing on putting forward the candidate as a person and aiming to develop a continuous relationship between the candidate and the voter that may last beyond the election (Neilson & McQuarrie, 2013).

2.5	Empirical Review
Jesper (2012) carried out research on six strategic political communication in election campaigns to determine the goal of strategic political communication during election campaigns. To structure this area of study, the authors propose a descriptive model integrating different types of actors, modes, goals and areas of political campaigning and campaign communication. They describe and explain long-term changes in campaign practices and communication patterns and critically reflect on the Americanization and modernization-thesis as the two most prominent theoretical explanations for those changes. In addition, key trends in contemporary campaign communication as well as deficits of current campaign studies are discussed. To remedy those deficiencies the authors call for more longitudinal and comparative research as well as a comprehensive theoretical framework to guide future research.
	Rudaina and Mahmood (2012) in their research carried out on the impact of the political promotion via Facebook on individual’s political orientation. The objective of their study is to examines the impact that political promotion via facebook has on the orientation of individuals, in order to determine the extent of facebook users interest in political promoting messages in order reach our study objectives, a questionnaire had been formed which includes 15 questions, concerning the 6 dimensions and hypotheses.
	This study is considered as an important step for further developing uses of facebook and other social communication networks in political marketing and politics in general.
	Gbadeyan (2011) carried out research on political marketing strategies and democracy in Nigeria. This paper aims at examining if there is best political marketing strategy political organization can rely in winning elections questionnaires were distributed to the respondents. Result indicates that voters support is the best political marketing strategy used by political organization, followed by positive publicity to win elections. It was also revealed that the methods used by publicity to win election. It was also revealed that the methods used by political organization, followed by positive publicity to win election. It was also revealed that the methods used by political organization to maximize voter’s support are, indifferent proportion and variance. The study recommends that the use of money to influence electrorate’s voting behavior should be discouraged and campaign information needs to be reliable and dependable against or amongst others.
	Rowland (2010) carried out research on marketing strategies of Nigerian political strategies employed by Nigerian political. This paper examine the contents of marketing strategies employed by Nigerian political parties. Questionnaire was administered to 800 respondents. The findings indicate that marketing strategies of Nigeria political parties contain product, price, promotion, price, people, process and physical recommended that parties should Sharpen their strategies to be more, issue-based and people-oriented.
	Mahsa, Alireza and Kambiz (2015) in their research carried out on analyzing the influence of sales promotion on customer purchasing behavior. To determine the effects of sales promotion on buyer decision making process. Primary method of data collection were used to gathered information needed. The research conclude that sales promotion elicit a direct impact on the purchase behavior of the firm’s consumers firms have to rethink the relationship between attitude and behavior of their consumers.
	Jennifer (2009) carried out research on marketing after the election: the potential and limitations of maintaining a market orientation in government. To determine how marketing can be used after the election. Questionnaires were administered to the respondents. The conclusion was that political marketing the utilization and adaptation of marketing techniques and concepts by political parties. Is increasingly used by opposition leaders seeking to win elections the world over. It was recommended that party leader can adopt, a market orientation and develop a product in response to market demand.
	Sudha (2008) carried out the research on political marketing; a conceptual framework. To determine the functions of political marketing and how they are effectively applied on the electoral market and government markets. The data was collected through the use of questionnaire. Qualified as local nationals should be used for a variety of reasons. If multinational do not engage those individual from the qualified progressive local competitor’s will probably use.
	Peter (2009) carried out research on political parties and political marketing “strategies” To determine the political marketing strategies. In the context of major. British political parties. Questionnaire were administered to the respondents. There is also consideration of the impact of human and financial resources limitations with respect to political parties use of political marketing strategies. It is recommended that there is a need for clear strategic leadership which introducing political marketing.
	Darren and Lileker (2016) carried out research on the impact of political marketing on internal party democracy. To determine the impact of political marketing on internal party democracy. Data were collected through questionnaire. In particular, it is suggested marketing can bring politics closer, to citizens by making party programmes more relevant, in line with public attitude and more appealing while there are significant debates around the extent that marketing can explain or be applied to politics, as the discipline natures, it offers interesting new perspectives that may have both analytical and practical benefits for understanding and shaping the behavior of political parties in modern democracies.

















CHAPTER THREE
RESEARCH METHODOLOGY 
3.1	Introduction
This chapter presents the research design, population of the study, sampling procedures, sample, size determination, sources of data collection, method of data collection, data presentation and analysis as well as validity and reliability.

3.2 Research Design
	A research design provides a framework or plan of action for the research. Research design is the step by step process in which the research is carried out, it is actually plan that guides the researcher in data, collection and analytical phase of the research work. The research design adopted for this study was quantitative research design because it deals with systematic investigation of scientific or mathematical properties and their relationship and this study deal with sales promotion as a political marketing strategy for wining an election in a multi-parties system.

3.3	Population of the Study
	Population is any complete group of entities that share some common set characteristics. Also, population can be defined as the totality of items or objects which the researcher is interested in. The population for this study comprised of some selected individuals in Ilorin Metropolis of Kwara State, which their population is five hundred (500).

3.4	Sampling Technique 
	Sampling is the process of techniques of obtaining a representative sample. Simple random sampling is adopted for this study. This technique was adopted because the researcher, find it difficult to cover all the population of the study due to financial constraint and time constraint.

3.5	Sample Size Determination
	A sample size is a representative part of the population, this when a number of sampling unit (ever than the aggregate) is drawn frame, the population and examined in the same details and subsequent generalization made about the population from which is drawn. The statistical formula was adopted which is Taro Yamane formula.
Taro Yamane Formula
	n =     N
	      (1+N(e)2) 
Where
N = is the population (500)
I = is the constant
e = is the degree of error expected (0.05)
n = is the sample size (?)
	n =     500
	      (1+500(0.05)2) 
	n =     500
	      (1+500(0.0025)) 
	 n =    500
	      (1+1.25) 
	n =    500
	         2.25 
	n = 222.2
Approximately = 222
3.6	Sources of Data Collection
	Primary sources was used for data collection for this study. The primary data for the research was collected through the use of questionnaire administered to the necessary personnel in the selected population. The questionnaire has a five options which are: strongly agreed, neutral, disagreed and strongly disagreed.

3.7	Method of Data Collection
	The researcher collected data using the questionnaire which is one of the primary sources of data collection. Questionnaire involve sending a well structured or arranged questions through personally to sources for data for the research work. This technique was used because of the widely and thinly scattered over the geographical area of the respondent, and the researcher used to cover all the sample size of the study.

3.8	Data Presentation and Analysis
	The data were analyzed by both descriptive statistics and inferential statistic. In particularly descriptive statistics is a method used for general analysis on respondents. The method used for analyzing the data percentage tables and statistical techniques with which the various data were presented in the research work was in tabular format.

3.9	Validity and Reliability 
	After the questionnaire have been designed, they were given to experts in research studies management and the project supervisor for constructive correction on the questionnaire. The suggestion that is addition, removal, proper use of words were adopted by the researcher. Based on the correction, the researcher was able to come out with an instrument (questionnaire) tjat is valid to carry out research of this nature.
	A test retest reliability (interval consistency reliability) technique was used and its coefficient was obtained at 0.72, the researcher administered 110 questionnaire as pilot test to another set of consumers outside the sample but within the population. After a period of two (2) weeks, the researcher went back to administered the same quantity, that 110 questionnaire to the same respondents.
	Therefore, the researcher compared the result of the first administered questionnaire with the result of second administered questionnaire and discovered that the instrument is very reliable to be used for research of this nature.



















CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND DISCUSSION OF FINDINGS
4.1	Introduction
	This section focus on the presentation, analysis and interpretation of the data gathered. The data obtained for the study is presented in tables, analyzed and interpreted using frequencies and percentages. Chi-square method was used to analyze frequencies and testing the hypothesis.

4.2	Presentation of Data
	A total number of 222 questionnaires was distributed. The total copies distributed was returned and analyzed.

4.2.1: Analysis of Demographic Data
Table 4.1: Distribution of Respondent by Sex
	Sex 
	Frequency 
	Percentage %

	Male 
	162
	72.97

	Female 
	60
	27.03

	Total 
	222
	100


Source: Field survey, 2025
	
From the above table, it shows that 162 (72.97%) of the respondents are male, whole 60 (27.03%) of the respondents are female. Findings shows that majority of the respondent in this study are male.





Table 4.2: Distribution of Respondent by Age
	Age 
	Frequency 
	Percentage %

	20-25years 
	78
	35.14

	26-30years 
	6
	2.70

	31-35years
	30
	13.51

	36-40years 
	108
	48.65

	40years above
	-
	-

	Total 
	222
	100


Source: Field survey, 2025
	
Table 2 above clearly indicates that 78 of the respondents representing (35.14%) are between the age range of 20-25years, 6 (2.70%) are between 26-30years, 30 (13.51%) are between 31-35years, 108 (48.65%) are between 36-40years, none of the respondents are 40years and above.
	Discussion of table indicates that majority of the respondents are between the age range of 36-40years which means the respondents are matured enough in the field of study.

Table 4.3: Distribution of Respondent by Educational Qualification
	Qualification
	Frequency 
	Percentage %

	O’level
	-
	35.14

	NCE
	18
	8.12

	ND
	24
	10.81

	HND/BSC 
	120
	54.05

	Others 
	60
	27.02

	Total 
	222
	100


Source: Field survey, 2025
	
Table 3 above shows the educational qualification of respondents which none of the respondents are O’level holders, while 18 (8.12%) are NCE holders, 24 (10.81%) and ND holders, 120 (54.05%) are HND/BSC holders, others Qualification are 60 (27.02%).
	Findings indicates that the respondents are educated enough which majority of them are HND/BSC holders.
Table 4.4: Distribution of Respondent by Marital Status
	Marital Status 
	Frequency 
	Percentage %

	Single 
	132
	59.46

	Married 
	60
	27.03

	Divorced 
	30
	13.51

	Total 
	222
	100


Source: Field survey, 2025
	
The above table indicate that 132 respondents representing (59.46%) are single, 60 (27.03%) are married while 30 (13.51%) are divorced.
	The above analysis discussed that single respondent are more than other marital status in the study.

Table 4.5: Distribution of Respondents by Post Held in Office
	Marital Status 
	Frequency 
	Percentage %

	Chairman 
	30
	13.51

	Vice Chairman
	48
	21.62

	Secretary 
	90
	40.54

	Others 
	54
	24.32

	Total 
	222
	100


Source: Field survey, 2025
	
The above table indicate that 30 respondents representing (13.51%) are chairman, 48 (21.62%) are vice chairman, 90 (40.54%), while others are 54 (24.32%) of the respondents.
	The above analysis discussed that secretary covers the majority of the respondents.

Table 4.6: Distribution of Respondents by Years in Office
	Marital Status 
	Frequency 
	Percentage %

	5-10years 
	72
	32.43

	11-15years 
	60
	27.03

	16-20years 
	90
	40.54

	21years and above
	-
	-

	Total 
	222
	100


Source: Field survey, 2025
	The above table indicates that 72 respondents representing (32.43%) are between the range of 5-10 years in office, 60 (27.03%) are between the range of 16-20years, while none of the respondents picked 21years and above.
	Findings shows that majority of the respondents are between the range of 16-20years in office.

4.2.2: Analysis of Questionnaire 
Table 4.7: Sales promotion creates good image to win election in a political parties system
	Options 
	Frequency 
	Percentage %

	SA
	180
	81.08

	A
	42
	81.92

	N
	-
	-

	D
	-
	-

	SD
	-
	-

	Total 
	222
	100


Source: Field survey, 2025
	
The above table indicates that 180 (81.08%) strongly agreed that sales promotion create good image to win election in a political parties system, 42 (18.92%) agreed with the statement, none of the respondents picked neutral, disagreed and strongly disagreed.
	Findings shows that majority of the respondent strongly agreed that sales promotion create good image to win election in a political parties system.

Table 4.8: Sales promotion create good image to attract the mind of voters in a political system.
	Options 
	Frequency 
	Percentage %

	SA
	54
	24.32

	A
	162
	72.97

	N
	-
	-

	D
	6
	2.70

	SD
	-
	-

	Total 
	222
	100


Source: Field survey, 2025
	The above table indicates that out of 222 respondents, 54 (24.32%) respondent strongly agreed that sales promotion create good image to attract the mind of voters in a political system, 162 (72.97%) agreed with the statement, 6 (2.70%) disagreed with the statement, while none of the respondent picked neutral and strongly disagreed.
	The findings shows that majority of the respondents agreed with the statement that sales promotion create good image to attract the mind of voters in a political system.

Table 4.9: sales promotion create good image to gain the trust of voters in a political parties system.
	Options 
	Frequency 
	Percentage %

	SA
	126
	56.76

	A
	84
	37.84

	N
	6
	2.70

	D
	6
	2.70

	SD
	-
	-

	Total 
	222
	100


Source: Field survey, 2025
	
Table 9 above indicate that 126 respondents which constitute to (56.76%) strongly agreed that sales promotion create good image to gain the trust of voters in a political parties system, 84 (37.84%) agreed with the statement, 6 (2.70%) are neutral, 6 (2.70%) disagreed with the statement, while none of the respondent picked neutral and strongly disagreed.
	Findings shows that majority of the respondent strongly agreed that sales promotion create good image to gain the trust of voters in a political parties system.









Table 4.10: Sales promotion create good image to increase the voters in a political system.
	Options 
	Frequency 
	Percentage %

	SA
	96
	43.25

	A
	120
	54.05

	N
	-
	-

	D
	6
	2.70

	SD
	-
	-

	Total 
	222
	100


Source: Field survey, 2025
	
Table 10 above shows that 96 respondents representing (43.25%) strongly agreed that sales promotion create good image to increase the voters in a political system, 120 (54.05%) 6 (2.70%) disagreed with the statement, while none of the respondent picked neutral and strongly disagreed.
	Findings in the table above shows that majority of the respondent agreed that sales promotion create good image to increase the voters in a political system.

Table 4.11: Sales promotion creates cordial relationship between voters and the political party.
	Options 
	Frequency 
	Percentage %

	SA
	138
	62.16

	A
	84
	37.84

	N
	-
	-

	D
	-
	-

	SD
	-
	-

	Total 
	222
	100


Source: Field survey, 2025
	
The above tables clearly indicates that 138 respondents which represent (62.16%) strongly agreed that sales promotion create cordial relationship between voters and political party, 84 (37.84%) agreed with the statement, while none of the respondent picked neutral, disagreed and strongly disagreed.
	Findings indicates that majority of the respondent strongly agreed that sales promotion create cordial relationship between voters and the political party.

Table 4.12: Sales promotion serve as image builder for the parties
	Options 
	Frequency 
	Percentage %

	SA
	78
	32.14

	A
	144
	64.86

	N
	-
	-

	D
	-
	-

	SD
	-
	-

	Total 
	222
	100


Source: Field survey, 2025
	
The above tables shows that 78 (35.14%) of the respondents strongly agreed that sales promotion serve as image builder for the parties, 144 (64.86%) respondents strongly agreed with the statement, while none of the respondent picked neutral, disagreed and strongly disagreed.
	Findings on the table clearly indicates that majority of the respondent agreed that sales promotion serve as image builder the parties.

Table 4.13: Sales promotion serve as image builder for the parties
	Options 
	Frequency 
	Percentage %

	SA
	126
	56.75

	A
	84
	37.84

	N
	12
	5.41

	D
	-
	-

	SD
	-
	-

	Total 
	222
	100


Source: Field survey, 2025
	Table 13 above indicate that 126 (56.76%) strongly agreed that sales promotion serve as image builder for the political candidate, 84 (37.84%) respondent agreed with the statement, 12 (5.41%) respondent picked neutral while none of the respondent picked disagreed and strongly disagreed.
	The findings shows that out of 222 respondents majority of the respondent strongly agreed which constitute builder for the political candidate.

Table 4.14: Sales promotion serve as image builder for the long-run of the party
	Options 
	Frequency 
	Percentage %

	SA
	108
	48.65

	A
	102
	45.95

	N
	-
	-

	D
	12
	4.41

	SD
	-
	-

	Total 
	222
	100


Source: Field survey, 2025
	 
The above table shows that 108 (48.65%) strongly agreed that sales promotion serve as image builder for the long-run of the party, 102 (45.95%) respondent strongly agreed with the statement, 12 (4.41%) respondent disagreed with the statement, while none of the respondents picked neutral and strongly disagreed.
	Findings shows that majority of the respondent strongly agreed that sales promotion serve as image builder for the long-run of the party.

Table 4.15: Sales promotion serve as image builder to choose political candidates in the party.
	Options 
	Frequency 
	Percentage %

	SA
	132
	59.46

	A
	84
	37.84

	N
	-
	-

	D
	6
	2.70

	SD
	-
	-

	Total 
	222
	100


Source: Field survey, 2025
	 
Table 4.15 above indicates that 132 (59.46%) strongly agreed that sales promotion serve as image builder to choose political candidate in the party, 84 (37.84%) only agreed with the statement, 6 (2.70%) disagreed with it while none of the respondent picked neutral and strongly disagreed.
	The findings shows that majority of the respondents strongly agreed that sales promotion serve as image builder to choose political candidates in the party.

Table 4.16: Sales promotion serve as image builder in the political parties 
	Options 
	Frequency 
	Percentage %

	SA
	120
	54.05

	A
	84
	37.84

	N
	-
	-

	D
	-
	-

	SD
	18
	8.11

	Total 
	222
	100


Source: Field survey, 2025
	 
The above table shows that 120 respondents, representing (54.05%) strongly agreed that sales promotion serve as image builder in the political party, 84 (37.84%) agreed with the statement, 18 (8.11%) strongly disagreed with the statement, while none of the respondent picked neutral and disagreed option.
	Findings shows that sales promotion serve as image builder in the political parties which majority of the respondent strongly agreed with the statement.

Table 4.17: There is relationship between sales promotion and election. 
	Options 
	Frequency 
	Percentage %

	SA
	150
	67.57

	A
	60
	27.02

	N
	-
	-

	D
	-
	-

	SD
	12
	5.41

	Total 
	222
	100


Source: Field survey, 2025
	 
The above table shows that 150 respondents, which constitute to (67.57%) strongly agreed that there is relationship between sales promotion and election, 60 (27.02%) agreed with the statement, 12 (5.41%) strongly disagreed with the statement, while none of the respondent picked neutral and disagreed.
	Findings indicates that out of 100% of the respondent, 67.57% strongly agreed that there is relationship between sales promotion and election

Table 4.18: There is relationship between sales promotion and parties image
	Options 
	Frequency 
	Percentage %

	SA
	126
	56.76

	A
	96
	43.24

	N
	-
	-

	D
	-
	-

	SD
	-
	-

	Total 
	222
	100


Source: Field survey, 2025
 
Table 18 above indicates that 126 respondents, which constitute to (56.76%) strongly agreed that there is relationship between sales promotion and parties image, 96 (43.24%) respondents agreed with the statement, while none of the respondent picked neutral and disagreed and strongly disagreed.
	Discussion of findings shows that there is relationship between sales promotion and parties image which majority of the respondent strongly agreed with the statement.

Table 4.19: There is relationship between sales promotion and political candidate.
	Options 
	Frequency 
	Percentage %

	SA
	102
	45.95

	A
	108
	48.65

	N
	-
	-

	D
	6
	2.70

	SD
	6
	2.70

	Total 
	222
	100


Source: Field survey, 2025
	 From the table analyzed above, 102 (45.95%) strongly agreed that there is relationship between sales promotion and political candidate, 108 (48.65%) respondents agreed with the statement, 6 (2.70%) respondent disagreed with the statement, 6 (2.70%) respondent disagreed with statement, while none of the respondent picked neutral.	
	Findings shows that majority of the respondent agreed that there is relationship between sales promotion and political candidate.

Table 4.20: There is relationship between sales promotion and long run of the political parties.
	Options 
	Frequency 
	Percentage %

	SA
	102
	45.95

	A
	108
	48.65

	N
	-
	-

	D
	-
	-

	SD
	12
	5.40

	Total 
	222
	100


Source: Field survey, 2025
	
 From the table above, it shows that 102 respondent which constitute (45.95%) strongly agreed that there is relationship between sales promotion and long run of political parties, 108 (48.65%) respondents agreed with the statement, 12 (5.40%) respondent strongly disagreed with the statement, while none of the respondent picked neutral and disagree option.	
	Findings indicates that majority of the respondent agreed with the statement that there is relationship between sales promotion and long run of the political parties








Table 4.21: There is relationship between sales promotion and choosing of candidate in the  parties.
	Options 
	Frequency 
	Percentage %

	SA
	108
	48.65

	A
	102
	45.95

	N
	6
	2.70

	D
	-
	-

	SD
	6
	2.70

	Total 
	222
	100


Source: Field survey, 2025
	 From the above table , it indicates that 108 respondent which constitute to (48.65%) strongly agreed that there is relationship between sales promotion and choosing of candidate in the parties, 102 (45.95%) respondents agreed with the statement, 6 (2.70%) respondent are neutral, 6 (2.70%) respondent strongly disagreed with the statement.
	Findings indicates that there is relationship between sales promotion and choosing of candidate in the parties which majority of the respondent strongly agreed with the statement.

4.3	Hypothesis Testing 
Hypothesis One
Ho: There is no significance evidence that sales promotion influence to win election in a multi-parties system.
Hi: There is significance evidence that sales promotion influence to win election in a multi-parties system.
	Yes 
	No 
	Column Total

	100
	26
	126

	60
	24
	84

	4
	2
	6

	4
	2
	6

	168
	54
	222




Using chic-square method of analysis
X2 = ∑ (0-E) 2
	E
Where O = observed value
	E = Expected value
	∑ = Summation
Expected = Row total x column total
		Grand total
Degree of Freedom = (C-1)   (R-1)
		       = (2-1)	(4-1)
			  =1 X 3 = 3
To calculate the expected value
R1 C1 = 168 x 126  = 95.4
	       222
R2 C1 = 54 x 126  = 30.7
	     222
R1 C2 = 168 x 84  = 63.7
	     222
R2 C2 = 54 x 84  = 20.43
	     222
R1 C3 = 168 x 6  = 4.5
	     222
R2 C3 = 54 x 6  = 1.46
	     222
R1 C4 = 168 x 6  = 4.54
	     222
R2 C4 = 54 x 6  = 1.46
	     222
	O 
	E 
	O-E
	(O-E)2
	   (O-E)2
     E

	100
	95.4
	4.6
	21.16
	0.2218

	26
	30.7
	-4.7
	22.09
	0.7195

	60
	63.6
	-3.6
	12.75
	0.2038

	24
	20.43
	3.57
	12.75
	0.6241

	4
	4.5
	-0.5
	0.25
	0.0556

	2
	1.46
	0.5
	0.29
	0.1986

	4
	4.54
	-0.5
	0.29
	0.0639

	2
	1.46
	0.5
	0.29
	0.1997

	
	
	
	
	2.287


X2c = 2.29
X2T = 0.07
Decision Rule: When X2c > X2T, the H1 should be accepted if otherwise X2T > X2c the Ho should be accepted.

DECISION:
	The above test shows that X2c value is 2.29, while X2T was 0.07.
	Therefore, the alternative hypothesis have by accepted i.e there is significant evidence that sales promotion influence to win election in a multi-parties system.

FINDING:
	Sales promotion have an impact in winning election in a political parties system.





Hypothesis 2:
Ho: There is no significant evidence that sales promotion serve as image builder for the party.   
Hi: There is significant evidence that sales promotion serve as image builder for the party.   
	Yes 
	No 
	Column Total

	100
	26
	126

	60
	24
	84

	10
	2
	12

	170
	52
	222


Using chic-square method of analysis
X2 = ∑ (0-E) 2
	E
Where O = Observed value
	E = Expected value
	∑ = Summation
Expected = Row total x Column total
		Grand Total
Degree of Freedom = (C-1)   (R-1)
		       = (2-1)	(4-1)
			  =1 X 2 = 2

To calculate the expected value
R1 C1 = 170 x 126  = 96.5
	       222
R2 C1 = 52 x 126  = 29.5
	     222
R1 C2 = 170 x 84  = 64.3
	     222
R2 C2 = 52 x 84  = 19.7
	     222
R1 C3 = 170 x 12  = 9.2
	     222
R2 C3 = 52 x 12  = 2.8
	     222
	O 
	E 
	O-E
	(O-E)2
	   (O-E)2
     E

	100
	96.5
	3.5
	12.3
	0.1

	26
	29.5
	-3.5
	12.6
	0.4

	60
	64.3
	-4.3
	18.5
	0.3

	24
	19.7
	4.3
	18.5
	0.9

	10
	9.2
	0.8
	0.6
	6.5

	2
	2.8
	-0.8
	0.6
	0.2

	
	
	
	
	8.4


X2c = 8.4
X2T = 0.01
Decision Rule: When X2c > X2T, the H1 should be accepted if otherwise X2T > X2c the Ho should be accepted.

DECISION:
	The above test shows that X2c value is 8.4, while X2T was 0.01.
	Therefore, the alternative hypothesis have by accepted i.e there is significant evidence that sales promotion serve as image builder for the party.

FINDING:
	Findings shows that Sales promotion serve as image builder for the parties.



Hypothesis 3:
Ho: There is no significance relationship between sales promotion election 
Hi: There is significance relationship between sales promotion election 
	Yes 
	No 
	Column Total

	100
	2
	102

	100
	8
	108

	5
	1
	6

	6
	0
	6

	211
	54
	222


Using chic-square method of analysis
X2 = ∑ (0-E) 2
	E
Where O = observed value
	E = Expected value
	∑ = Summation
Expected = Row total x column total
		Grand total
Degree of Freedom = (C-1)   (R-1)
		       = (2-1)	(4-1)
			  =1 X 3 = 3

To calculate the expected value
R1 C1 = 211 x 102  = 96.9
	       222
R2 C1 = 11 x 102  = 5.1
	     222
R1 C2 = 211 x 108  = 102.7
	     222
R2 C2 = 11 x 108  = 5.4
	     222
R1 C3 = 211 x 6  = 5.7
	     222
R2 C3 = 11 x 6  = 0.3
	     222
R1 C4 = 211 x 6  = 5.7
	     222
R2 C4 = 11 x 6  = 0.3
	     222
	O 
	E 
	O-E
	(O-E)2
	   (O-E)2
     E

	100
	96.9
	3.1
	9.61
	0.1

	2
	5.1
	-3.1
	9.61
	1.9

	100
	102.7
	-2.7
	7.29
	0.07

	8
	5.4
	2.6
	6.76
	1.25

	5
	5.7
	-0.7
	0.49
	0.09

	1
	0.3
	0.7
	0.49
	1.6

	6
	5.7
	0.3
	0.09
	0.02

	0
	0.3
	0.3
	0.09
	0.3

	
	
	
	
	2.287


X2c = 5.33
X2T = 0.07
Decision Rule: When X2c > X2T, the H1 should be accepted if otherwise X2T > X2c the Ho should be accepted.

Decision:
	The above test shows that X2c value is 5.33, while X2T was 0.07.
	Therefore, the alternative hypothesis have by accepted i.e there is significant relationship between sales promotion and election.
Finding:
	Finding shows that there is relationship between sales promotion and election.

4.4	Discussion of Findings 
	This is to bring out the fact in the previous data that has been presented and analyzed in this research work, the summary of the fact gathered in this project will be generated.
	It was discovered that the majority of the respondents were male. Also it was seen that majority of the respondents were between the age range of 36-40 years.
	Objective one, says that to examine the impact of sales promotion on image to win election in a political parties system. However, based on the hypothesis tested and with some empirical reviewed that was carried out by: Mahsa, Alireza and Kambiz (2015) “Analyzing the influence of sales promotion in winning an election”. Darren and Lileker (2016) “Impact of political marketing on internal party democracy”. From their findings and the hypothesis tested in this study revealed that majority of the respondent strongly agreed that sales promotion has an impact on image to win election in a political parties system.
	Objective two, says that to show whether sales promotion serves as image builder for the parties. However, based on the hypothesis tested and with some empirical revived that was carried out by: Rudaina and Mahmood (2012) “Impact of the political promotion via facebook on individual’s political orientation”, Jesper (2012) “Six strategic political communication in election campaigns”. From their findings and the hypothesis tested in this study, it was revealed that majority of the respondent strongly agreed that sales promotion serves as image builder for the parties.
	Objective three, says that to determine the relationship between sales promotion and election. However, based on the hypothesis tested and with some empirical reviewed that was carried out by: Peter (2009) “Political parties and political marketing strategies” Rowland (2010) “Marketing strategies of Nigeria Political strategies employed by Nigerian politician”, It was revealed that majority of the respondent strongly agreed that there is relationship between sales promotion and election. 
CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
5.1 	Introduction
This chapter presents a summary of the findings, conclusion and recommendations of the study.

5.2 	Summary
This project work focus on: in the first section the main theme of the chapter is introduction which shows the product innovation as a marketing strategy for small scale enterprises growth.
	Findings shows that majority of the respondent in this study are female. Discussion of this table indicates that majority of the respondent are between the age range of 36-40years which means the respondents are natured enough in the field of study. Findings indicates that the respondents are educated enough which majority of them are HND/BSC holders. Findings shows that single respondent are more than other marital status in the study. Discussion shows that secretary covers the majority of the respondents. Findings shows that majority of the respondents are between the range of 18-20years in office.
	Findings shows that majority of the respondent strongly agreed that sales promotion create good image to win election in a political parties system. Findings show that majority of the respondents strongly agreed that sales promotion create good image to increase the voters in a political system. Findings indicates that majority of the respondent strongly agreed that sales promotion creates cordial relationship between voters and the political party. Findings clearly indicate that majority of the respondent agreed that sales promotion serve as image builder for the parties. The findings shows that majority of the respondent strongly agreed that sales promotion serve as image builder for the political candidate.
	Findings shows that majority of the respondent strongly agreed that sales promotion serve as image builder for the long-run of the party. Findings shows that majority of the respondents strongly agreed that sales promotion serve as image builder to choose political candidates in the party. Findings indicates that there is relationship between sales promotion and choosing of candidate in the parties which majority of the respondent strongly agreed with the statement. Finding shows that sales promotion have an impact in winning election in a political parties system. Findings shows that sales promotion serve as image builder for the parties. Findings show that there is relationship between sales promotion and election.

5.3 	Conclusion
It has been established that for politicians to win in the elections, they must employ political marketing strategies. However, the study also established that these strategies have an impact on the political environment as well as the electorate due to their focus. This in turn influences the performance.
Political parties faces different of problems, one of which is sales promotion in winning an election, in a multi-parties system. In this situation, most of the parties find it difficult to apply sales promotion strategy that will boost the performance of their parties. The study examined sales promotion as a political marketing strategy for winning an election in a multi-parties system, if this strategy is well implemented, the party will have the potential of improving the performance of their party in winning an election in a multi-parties system.

5.4 	Recommendations
The researcher recommends that Kwara State politicians ensure that the strategies chosen are aimed at promoting the ideals of democracy to ensure stability within the political environment and cohesiveness within the electorate to minimize their negative influence on performance. This study examined sales promotion as a political marketing strategy for winning an election in multi-parties system. From the result of this study the following were recommended.
1) Political parties should embark on sales promotion, so that they can have good image to win an election.
2) Political parties should embark on sales promotion strategies, so that they can create good image to gain the trust of voters in a political parties system.
3) Political leaders should embark on sales promotion strategies, so that they can increase voters in a political system.
4) Political leaders should embark on sales promotion strategies, so that they can have cordial relationship between voters and their parties.
5) Political parties should embark on sales promotion strategies, if they want to build good image for their parties.
6) Political candidates should embark on sales promotion strategies, if they want to build good image for their selves.
7) Political parties should embark on sales promotion strategies, so that they can have good image for the long-run of the parties.
8) Political candidates should embark on sales promotion strategies, if they want their parties to choose them as the political candidates.
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QUESTIONNAIRE
This study seeks to examine Impact of Sales Promotion Strategy on Political Parties Performance (A Case Study of Material Gift in Kwara State). The study forms part of the requirement for the award of HND (Higher National Diploma) in Marketing. Respondents are assured that no information provided would be used at the detriment of the people/organizations. I shall be grateful if you could spend few minutes of your time to complete this questionnaire. The questionnaire is expected to take approximately 5 minutes maximum to complete. Thank you.

SECTION A: PERSONAL DATA
INSTRUCTION: Tick the Appropriate box and give answer where needed.
· Sex: Male (    ), Female (    )
· Age: 20-25years (    ), 26-30years (   ), 31-35years (    ), 36-40years (   ) and above (    )
· Qualification: O’level (    ), NCE (    ), ND (    ), HND/BSC (    ), Other (    )
· Marital status: Single (    ), Married (    ), Divorce (    ).
· Post hold in office: Chairman (   ), Vice chairman (   ), Secretary (   ), Others (    ).
· Years in office: 5-10years (   ), 11-15years (    ), 16-20years (   ), 20years and above (   ).

SECTION B
Please tick as appropriate:
SA = Strongly Agreed
A = Agreed
N = Neutral
D = Disagreed
SD = Strongly Disagreed
	No 
	Statement 
	SA
	A
	N
	D
	SD

	1
	Sales Promotion create good image to win election in a political parties system.
	
	
	
	
	

	2
	Sales Promotion creates good image to attract the mind of voters in a political parties system
	
	
	
	
	

	3
	Sales Promotion creates good image to gain the trust of voters in a political parties system
	
	
	
	
	

	4
	Sales Promotion creates good image to increase the voters in a political system 
	
	
	
	
	

	5
	Sales Promotion creates cordial relationship between voters and the political party
	
	
	
	
	

	6
	Sales Promotion serves as image builder for the parties
	
	
	
	
	

	7
	Sales Promotion serves as image builder for the political candidates 
	
	
	
	
	

	8
	Sales Promotion serves as image builder for the long-run of the party
	
	
	
	
	

	9
	Sales Promotion serves as image builder for the political parties
	
	
	
	
	

	10
	Sales Promotion serve as image builder to choose political candidates in the party
	
	
	
	
	

	11
	There is relationship between sales promotion and election.
	
	
	
	
	

	12
	There is relationship between sales promotion and parties image
	
	
	
	
	

	13
	There is relationship between sales promotion and political candidates 
	
	
	
	
	

	14
	There is relationship between sales promotion and long-run of the political parties
	
	
	
	
	

	15
	There is relationship between sales promotion and choosing of candidate in the parties
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