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ABSTRACT

This project work examine the effect of sales promotion on marketing of consumer product {a case study of Nigeria bottling company plc} the aim of the study is to ascertain the contribution of effective sales promotion on marketing and to determine the extent at which sales promotion serves as marketing tools for consumer product. It was, however, discovered that many organizations like the case study, need sales promotion as back bone of their organizations to achieve its aims and objectives. The study recommends that effective sales promotion should be encouraged and used to effectively market any consumer product.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
Sale promotion consists of these marketing other than personal selling advertising and publicity that stimulate consumer purchasing and dealer effectiveness by means of such thing as displays shows exhibitions demonstrations temporary effort of materials reward and various other nonrecurring selling effort.
Essentially, it applies to assort nonrecurring and somewhat extra-ordinary non-personal selling it is a special consumer incentive aimed at personal consumers to buy the product. It is also incentive designed to encourage or push me under of trade to stock and fully display the product.
However, sales promotion methods include point of purchase advertising trade shows, sample coupon, contexts, product demonstration spinally advertising etc sales promotion programme supplement personal selling advertising and public relation effort by coordinating such effort though the channel and creating on the enthusiasm for the overall promotional programme. It must therefore, be given adequate consideration by duct to the snoopers and members of trade.
Sales promotion objective is to get company employees more interested in the company's product and promotion sales promotion efforts with middle (whole sellers, retailer institution agencies and service organization) may be used to smooth out seasonal f action in other to encourage large quantity purchases to get more or better shelf space or to capture a new account

1.2 	STATEMENT OF THE PROBLEM
The project is designed on sales promotion and its impact on market share expansion. The main purpose of their research study is to know important in the sales promotion to an organization to the increase in sales of the particular product and stimulating of potential customers with a particular reference. To "Nigerian bottling company limited Ibadan plant"
Henceforth, one cannot but mention the factor that have ampere them for achieving their main objectives. Therefore, the problem are started as flows in efficient sales promotion method of follow poor presentation of the information gathered in experience sale effort. 
1.3 	OBJECTIVE OF THE STUDY
The objective of this study is to examine how sell promotion assets market share expansion
· To establish or investigate the relationship between two variable which are effect of sale and demand for the product.
· To examine the present (sale) policy of the company which has been chosen as a case study.
· To examine the view of the workers company in relation to the sales of company product.
· To look into the view expressed by the consumers on sale of the company product.
· To employee technique to test ideals or the knowledge of the company sales in the area where the study would be conducted.
· To look into the strength and weakness of a competing sale.
· Lastly, making recommendation based on the result of the survey.
1.4 	SCOPE OF THE STUDY
The study will be limited to "role of sales promotion in the sale of consumer product in Nigeria, with reference to Nigeria Plc Ilorin as a case study".
CONCEPTUAL SCOPE: The conceptual scope of this study covers how sales promotion can be used to promote and sell consumer products in Nigeria by Integrating marketing aimed at generating customer, satisfaction as the key to satisfy organizational goals. The marketing concepts start with the potential customers and their need and programs to satisfy the need of the customers.
INDUSTRIAL SCOPE: Sales promotion is almost directed to all consumers, business owner and would be buyers for a potential consumer oriented promotions used includes thing like, free gift/sample of products.
Contests, sweepstakes, games, quiz, bonus, coupons, products demonstrations, products exhibitions etc. But Nigeria Bottling company Ilorin Kwara State is choosing as the case study, the industrial scope of this study covers role of sales promotion on the sale of consumer products in Nigeria.
TIME SCOPE: This is the periodic depth of the study, therefore the time scope of this study is for a period of 5 years back from 2009 to 2014. 
1.5 	SIGNIFICANCE OF THE STUDY
This research work has deliberately chosen the company (Nigerian Bottling Company) so as to get the true picture of the role of sales promotion on the sale of consumer products as a promotional strategy in a consumer goods industry. It is desire and significant in following: 
1. Significance to Marketing: The study will enable managers most especially marketing manager to know the effect of sales promotion in promoting consumer goods.
2. Significance to Industry: This research work is relevant to the promotion of goods in Nigeria most especially the case study that is (A case study of Nigeria Bottling Company Ilorin Kwara State) the study will afford the sales promoter and customer, the reasons why sales promotion can be used as a promotional tool for marketing of consumer goods in Nigeria.
3. Significance to researcher: This research is as well relevant to the researcher as a student because it will broaden my knowledge on how effective is the uses of sales promotion as a promotional tool and it is required in partial fulfillment of the requirement for the award of Higher National Diploma in Marketing from Kwara state polytechnic Ilorin and also to serve as a guide to research in my field of specification in the nearest future.
1.6 	LIMITATION AND CONSTRAINTS TO THE STUDY
This research is however limited to the following factors the problems of getting the full details of response from the people interviewed, e.g junior staff and few of senior staff refused to respond to all questions for fear of losing their jobs or from being punished.
I have to guarantee them that the questionnaire is for academic purpose and assure them that their names would not be mention.

CHAPTER TWO
LITERATURE REVIEW
Introduction is an aspect of promotional tools; It is a special consumer s incentive aimed at persuading consumers to buy the products. It is also a trade incentive designed to encourage or push menders of trade stock and fully display the product.
In (1679) by Jonathan holders, a London Halpher dasher who gave every purchase who spent above a guinea in his shop a full list of items stocks by him, plus the revenant prices.
In (1995 J.H Peterson set up a merchant service department who instead of looking for new business tried to encourage existing client to buy more by providing them with promotional advice and materials.
According to Oyeniyi and Atoyebi principle of marketing (1999) defined sales promotion as marketing activity other than personal selling, advertising and publicity that stimulate consumers in purchasing and dealer effectiveness such as display, shows and exhibit in the ordinary routine.
Sales promotion is one of the oldest techniques of advertising in Britain that became into light around ( 1896) in which promotion were organized and run day by day to targeted market and producers e.g. Bankers and merchandising assistance, copious trading staring, buy packs, price off, packs self-liquidating premium, cross ruff promotion etc.
Manufacturers have normally taken the initiative in devising also; promotion to influence the various level of distribution (wholesaler and retailer) and particularly to motivate sales forces and to boast the dates of their product at the expertise of the competitors, the early promotional users are Britain, named great exhibition of 1851, sir john Everett Millais, one time president of the royal academy prepared an art work named "bubbles" which was bought by pear trance also conducted sales promotion were newspapers proprietors.
They used promotion in two distinct ways. Firstly they used sponsorship to create new which was virtually exchanged to the sponsoring publication in which most efforts were directed towards sport and feat of transportation.
The second types of promotion embarked upon was aimed at consumer participation when it come to consumer participation, newspapers have two major advantages large number of regular purchases and the ability to print and control at extra cost. 
2.1 	CONCEPT OF CONSUMER GOODS {CGS}
Consumer products: consumer goods include all product which are destined for use by ultimate consumers or house holds and in such form that they can be used without further commercial processing. Consumer goods are generally classified into three. Sub categories according to the method in which they are purchased following the terminology.
First proposed by involving T. cope land in 1923
a. CONVENIENCE GOODS: These are consumer goods which the customer usually purchases frequently, immediately and with the minimum of effort_ in compassion and buying with the least possible shopping effort they have low unit and high replace rate. Most retailer there sell then in front of their house.
b. SHOPPING GOODS: These are consumer goods which the consumer in the process of selection and purchases characteristically compared on such basis as suitability quality, price and styles e.g. furniture dresses good major electrical appliance, shopping goods may require search effort covering any where from one to several store to find the appropriate item. They have high unit value and low replacement rate. They are found shops in major commercial streets cost of our towns and villages.
c. SPECIALTY GOODS: These are consumer goods with unique characteristics and /or brand identification for which a significant group of buyers are habitually willing to make a special purchasing effort e.g. photographic equipment, survey instrument, with specialty product, the brand name is exclusively cigarette, artwork etc.
b.	The second goods classification is divided into tangible product and intangible product.
	Tangible products: These are product that can be seen, touched, and felt, these include ruler, book bicycle, motorcycle, and electrical appliance etc. Tangible products can be divided into durable and non durable categor3is to reflect the expectancy of the product.
Durable Goods: These are tangible goods which are normally consumed in one or a few user e.g. furniture, land and machinery etc. 
Non Durable Goods: These are intangible goods which are consumed by many people e.g. vegetable, fruit etc.
Intangible products: These are products that cannot be seen or touched, but we can feel their existence through enjoyment we derive form them, these are services for barber, hairdresser, tailor, doctors, nurse, banking, insurance, retaining, wholesaling, forwarding and clearing etc. 
2.2 	CHARACTERISTICS OF CONSUMER GOODS
	Characteristic of consumer markets goods include the demographic traits like age and income. The consumer market pertains to buyers who purchase goods and services for consumption rather than resale. However, not all consumer are alike in their taste, preference and buying habits due to different characteristics that can distinguish certain consumers form others.
These particular consumer goods characteristics include demographic, psychographic, behaviourialistic and geographic traits in which marketers usually define these consumer characteristics through market segmentation, the process of separating and identifying key customer groups.
2.3	TYPES OF CONSUMER GOODS
	Four types of consumer products and service in marketing, convinces, shopping, specialty and unsought products and services are 4 major types of consumer products in marketing.
	The science of marketing categorized all the consumer products and services into four major groups; between these categories are marketing strategies. {One to marketing, 4ps or value marketing for instance} applied to each consumer's perception, channels of distribution, and importance of brand names.


2.4 	CONCEPT OF SALES PROMOTION
Gills {1979} in his book Basic Marketing defined evaluating sales promotion as vital to seek ideal selections, large numbers of influencing factors promotion s are diverse in shapes and sizes hence the need for researcher post testing like, store check retail audits, consumers panels, usage and attitude survey. This therefore, calls for management by objectives. Evaluation implies a value judgment. Sales promotion is mostly interested in performance and this can be know by stating the objective. To achieve in quantifiable terms defining the targets market and size of target objectives may be tactical and strategic objectives. Tactical below- the- line activities is felt amongst an exposed or target group in the immediate period of, and following the promotion. Their target group may be large or small market segment or within a geographic region. Strategic below the line activities are not expected to yield any noticeable immediate effect or benefit upon the exposed or target group. It is hoped that they will produce a move favorable marketing climate for the product, brand or company.
All tactical activities thus contain activity amongst the strategic objective, strategic activity amongst its other effects will create a climate activities, thus contain an element of the strategic objectives strategic activity amongst it's other effects will create a climate in which tactical activities may be more fruitful to be concerned with devote some time to exploring opportunities and options. The peculiarity of marketing shopping offering is advertising companies that educate people on the advantages of the particular product. 

However, brand name also maters; some people might choose a more expensive brand for its' good repartition. For that reason brand building is also an important aspect of shopping gods marketing. 
MARKETING AND BRANDING FOR SPECIALTY OFFERING
A totally different thing is specialty offerings specialty products are expensive, not manufactured in large quantities, and not sold in many places. Marketing of luxury products, usually cause for building a strong brand name. These items are not purchases too often but many people which to own then as attributes of status and authority. Among such product would be Harley Davidson motorcycle, a Ferrari or a dress from Dior.
UNSOUGHT PRODUCT AND SERVICES
Unsought offering are a very specific category of products and services. People usually have no desire to shop for such items, because in most cases these are goods and services people don't need or used unless on special occasion requires. Marketing of these offering is always specific. What companies are trying to achieve is public awareness about their product or service. They don't hope to sell right away, they hope people will come to the company they know when it's needed. Towing and funeral services are example of unsought offerings.
The major four types of consumer products is marketing are convenience, shopping, specialty and unsought products and services. Among the main differences
· Convenience
· Shopping offering
· Specialty offering
· Unsought offering
All the four types of consumer products are of course represented by certain goods or services. All the offerings are available in the market, promoted and sold for bringing profit to the company. However, products that represent each of the 4 groups differ by marketing strategies applied to them, consumer's perception and channels of delivering particular product to customers.

MARKETING AND DELIVERING CONVENIENCE CONSUMER PRODUCTS
Convenience offering care usually products that people use in everyday life, such as brad, milk or matches. People do not devote too much time to choosing what particular brand to buy. Some people do prefer some brands, but will buy another if the favorite one is not available. Convenience products are usually comparatively cheap and sold in many places. The great number of place where they are found can be explained by the peculiarities of marketing convenience offerings. A company tries to deliver a product to as many places as possible for the offering to always be available to a buyer. There stimulate consumer to buy convenience products even if they didn't planned the purchase in advance, or to make impulse purchase.
PECULIARITY OF SHOPPING PRODUCT MARKETING
These products and services are usually does some preliminary research people compare quality and prices of different manufacturers and retailer as well as compare brands. Since such purchases are rather significant event for the consumer, he/she fewer extraneous varieable exercising a smaller aggregate effect on any department variable on chooses.
Conversely in a longtime period {relating to strategic activities} are likely to be concerned with extraneous variable which exercise a large aggregate effects one of the department variable it may be concluded therefore, that it is relatively easier to measure the effectiveness of tactival below. The line promotion like competition premiums, conpous etc. than strategic like sponsorship.
Nwokoye {1948} modern marketing for Nigeria give another method in evaluating sales promotions properly is model research brief.
Research objectives should be specified among target groups, such
as.
i. To establish the level of awareness of promotion details
ii. To establish a demographic profile of the target group
iii. To establish attitude toward the promotion of the promoted brand and the company along a specified dimension
iv. 	To achieve a purchasing penetration of a certain percentages among non targeted group.
2.5 TYPES OF SALES PROMOTION
Sales promotion can be described into three main areas in which they are referred to techniques of sales promotion.
Consumer sales techniques: Price deal is of temporary reduction in the price, such as 50% off and also a loyal reward program in which consumer collect points, miles or credits for purchase and redeems them for rewards.
Trade sales promotion techniques: Trade allowance are shorter incentives offered to induce a retailer to stock up on a product and also a dealer loader is an incentive given to induce a retailer to purchase and display a product.
Business to business sales promotion techniques: these types of techniques can also be called retail mechanics in which the retailers have a stock number of retail mechanics that they regularly rollout or rotate for new market initiatives.

CHAPTER THREE
RESEARCH METHODOLOGY
The methodology in this research work tries to explain how information were collected and processed in the course of carrying out the study to obtain data from various people in the company, Nigeria bottling company limited plant so as to reveal the true picture of the study.
In collection of data there are necessary for this research work both primary and secondary sources of data collection are used. This is done to give researcher a through and comprehensive study of the research work so as to obtain detail information that will assist in making an accurate decision on this research study.
3.1 	RESEARCH POPULATION AND SAMPLE
This is the totality of the people or things that are living in a particular area and which is deemed to possess the same basic feature or characteristic in collecting the data, the population size of the company, Nigeria bottling company limited branch is too employees and due to the large number the researcher has choose the sample size from the which population.
3.2 	RESEARCH DESIGN
This is a method of conducting research whereby the researcher to out and interview the respondents for the purpose of gathering information. It is the process of choosing the sample to be used, survey out of the whites’ population. In this research work, the researcher used satisfied represent the white population.
And also this design was to evaluate the information gathered through the survey of the research.
3.3 	DATA COLLECTION INSTRUMENT
In any research work, it is very important to seek for data collection, because data will give way for action to be taken. These are the instruments used by the researcher to obtain his data in an effort to get an accurate and up to date data information for this study, the research was propelled to certain use of primary and secondary data for this study.
Primary data, these are data have not been used by any previous researcher. There are three basic primary methods of gathering primary data namely:
a.	Interview
b.	Questionnaire
c.	Observation
Although it was interview and questionnaire methods that was put into use here, out of these basic methods during the processes of gathering data for this study.
Interview: this can be explained as face to face method of gathering information from respondents it may be structure or unstructured in which case, the researcher do personally book appointment with the three management staff of the company and interview was conducted to know the impact of sales promotion on consumer's product.
Questionnaire: This is a survey instrument used in this research study, a questionnaire simply mean already prepared question paper with or without answer which respondent has to supply answer to the information collection purposes. The questionnaire were distributed to individuals, employees of the company in various department, reining form low value to the management of the company. This questionnaire consist of two section A and B section. Section A contain personal data of the respondents and section B contains the questions which reveal the reaction of the respondent to the marketing activities of the company. 
3.4 	ADMINISTRATION OF INSTRUMENTS
These are the presentation of the modes by the researcher in collecting the information using these instruments. The mode of administering the instrument {unstructured interview} was through a face to face contract with the top marketing staff of Nigeria bottling company plc Ilorin. The interview was conducted in the various offices of those marketing staff. The unstructured interview propelled the marketing to reveal the role of sales promotion in the sale of consumer product. 
3.5 	METHODS OF DATA ANALYSIS
The mode of primary data collection {unstructured interview} was face to face with marketing staff of Nigeria bottling company plc florin. The oral interview was carried out by some staff of Nigeria bottling company plc florin branch which responses were supplied by oral means through which was documented by the researcher.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 	BRIEF HISTORY OF PRODUCT PROMOTION IN NIGERIA BOTTLING COMPANY {NBC}
For an in dept study of this project topic `Role of sales promotion in the sale of consumer products in Nigeria', it is important that the researcher of this study narrow down the industry to a firm - Nigeria bottling company plc. It is therefore pertinent to review the history of the company.
The breweries of coca-cola dates back to 18`" May, 1886 in Georgia. In 1886, coca-cola was first made by Dr. John Styth Pemperton a pharmacist. He made coca-cola in his home in Atlanta Georgia USA. Dr. Pemperton and his partner Frank. M. Robinson were the people who gave coca-cola its name and also designed the scripts that distinguished the famous trade mark coca-cola came in to Nigeria in 1953 with the help of Dr. Pemperton's advertisement and marketing activities. However, in 1953, the Nigerian Bottling company installed its first plant in Lagos a section of the plant ensures that the bottles are hygienically clean and chipped. Another section produce a solution called simple syrup when purely required sugar is added to pine drinkable water. Then the syrup is passed through a filter to ensure its purity, then it mixed with undiluted coca-cola solution know as concentrate. Carbon dioxide gas {co2} is now added to give you refreshing coca-cola.
The advertisement programme brought the consumption capacity of the Nigerians to about seven million bottles per day. For expansion purposes, other drinks were produced like Fanta orange, Fanta ginger, Fanta tonic, sprite, Krest, soda and tonic water. This is done to satisfy people who due to one reason or the other or by choice perfects one to the other. This drink has already gained wide acceptability in the market. Nigerian Bottling Company plc, has helped in developing other industries like Delta Glass company which produces some drinks bottles crown Benin plastic company which makes plastic cases for bottles. In so doing, this has led to the creation of employment opportunities for many Nigerians, it also has several dealers for its products all over Nigeria, all who are called once in a week. In addition Nigerian Bottling Company plc is the largest manufacturer of carbon dioxide {co2} gas used for making drinks.
The company has extended its hand of development to the society as a reward for patronizing its products mainly through philanthropic activities i.e. the company is a leader in the bid for environmental protection. It also a major sponsor of sporting events, it sponsors activities such as
· Football, both are national and local competitions.
· The conservation movement
· Activities of the desirable
· Many communal events and projects etc.
Coca-cola first arrived in Nigeria in 1951, that same year, the Nigerian Bottling Company plc {NBC} was incorporate to bottle and sell carbonated Non-alcoholic beverages. NBC has the sole franchise to bottle coca-cola products in Nigeria. Coca-cola was an instant hit with the Nigerian consumer and has remained so over the next six decades, NBC has continued on its journey keeping its promise of refreshing consumers, strengthening its communities, enriching the work place and preserving the environment while recording many memorable milestones along the way.
4.2 	NIGERIA BOTTLING COMPANY {NBC} PRODUCT
The various company's product are listed based on the types which the product are marketed and produce for consumers used they are:
Marketing Mix {4ps}: The concept of marketing was first expounded by Professor Neil Borden of Harvard University in the 1940s, when he identified twelve key variables in the typical marketing. The twelve's key variable has subsequently been reduced to four heading by later writers, these four heading are product, price, promotion, and place, those four variable from the marketing mix.
Definition; Marketing mix is the term used to describe the combination of the four input which constitute the core of a company's marketing system. Marketing mix is a set of controllable variable that the firm can offer to the market at a particular point in term to influence the buyers response. The marketing mix is otherwise called the 4ps of marketing they are: 
1. P= Product
2. P= Price
3. P= Promotion
4. P= Place of physical distribution
Marketing mix is the mixing together of the marketing variable in the right proportion that will ended the marketing programme to be carried out in a successful names at time.
The four element in the mix are interrelated and decision in one area usually effects in the action, in the others, for example, a firm using very little advertising may decide to price its product low to offset possible loss of sales due to lack of adequate advertising, again, low price may affect the quality of the product just as much as little advertising budget can i9nfluence the decision on the distribution outlet to be used by the firm.
The marketing Mix the {4ps}: Before moving on to consider the different variable, the question of timing should not be overlooked.
The particular mix to be a vital factor in assessing the particular mix to be offered to a market, any market situation can change rapidly over a short period of time as be the case when a major competition is suddenly declared bankrupt, by using the marketing mix as a tactical tool of an organization.
Marketing plans, it is possible to adopt speedily and profitably to changes in the marketing environment, this the development of marketing mix to meet conditions at a particular point or period of time is essentially in a contingency approach to marketing management.
Product: product is the first element of the firms marketing mix, a product is the basic ingredient in the exchange process, it represents the expectation that satisfaction will be realized through exchange.
A product may be define as a bundle of physical goods and services that the symbolic characteristics designed to produce want - satisfaction, any thing that is offered to a market for its use of consumption may be viewed as a product.
Put in other way, a product can be seen as the entire bundle of utility that is offered to a market place i.e. something that satisfy a need or fills a want or solve a problem. The product offered by a manufacturer consists of physical items such as television sets, cosmetics, cars, book etc.
Product offered by service industries includes hospital care, marketing and accountancy services. Product offer may be define as anything a marketer put in forward to the market for sale in other to satisfy wants and needs, a product offer is what the seller perceives as the solution to the market need e.g. cokes, fanta, sprite etc. one coca-cola product offer whole idea of conducting marketing research, consumer analysis and other studies is to ensure that the product offer is close to what people want. According to Santon, a product is a set of tangible and intangible attribute, including packaging, colour, price, manufacturers prestige, retailer prestige, manufacturers and retailer service which the buyer may accepts as offering want- satisfaction
4.3 	RATIONALE FOR SALES PROMOTION {NBC}
It is worthwhile to highlight why Nigeria Bottling Company {NBC} plc embarks on sales promotions, below are rationale for their sales promotion:
i. It provides immediate short-term sales increase.
ii. It is a very good supporting mix to others like advertising public relations, personal selling etc.
iii. It is aimed to non- users of a products or services.
iv. It encourages former users to make constant repeat purchase.
v. It induces retailer and wholesalers of Nigeria Bottling company plc to sell new company products
vi. It counters any negative impression about {NBC} products and services.
vii. It helps to stimulate brand switches of competitors
viii. It encourages large scale production and sales of Nigeria Bottling Company {NBC}plc
ix. It introduces new products of Nigeria Bottling Company {NBC} plc to prospective buyer.
4.4	EFFECT OF SALES PROMOTION ON THE SALES ON NBC'S PRODUT.
The effect that sales promotions have on the product performance in the sale of NBC are:
1. Encourage purchase of new product/services: When new product/services is brought in to market, sales promotion has the effect of encouraging people to buy this can be done well by properly introducing the product/services to the targeted market, giving of free samples, demonstrations, premium are some strategies employed.
2. It attracts new buyer: A good marketing officer will always want to expand his market. Sales promotion is often used to get new buyers for their product/services free samples, contest, raffle draw, giving of premium are some devices used to achieve this objective
3. It induces present customers to buy more. Sales promotion is used to encourage present customers to increase their purchase compatibility. Giving gifts to customers having best customers of the month/year etc are some device that is used.
4. It improves competition ability: The market is saturated with product and service that have close substitute for any organization to remain relevant in the market and competitive favourably. All necessary marketing strategies must be employed in which sales promotion is prominent e.g. in the communication industry, MTN, GLO, ZAIN and other embark on different types of sales promotion e.g. `who want to be a millionaire' by MTN, GLO raffle draw' to win cars and other items etc. The soft drinks industry is another good example between Coca-Cola, 7up, Limca etc.
5. It increases sales during off-season, sales promotion is highly needed to keep on encouraging people to buy during off-season. For example people don't buy cold water or mineral {drinks} during raining season when compared to dry season. Intensive sales promotion is therefore needed during raining season.
4.5 	CONSTRAINTS TO EFFECTIVE APPLICATION OF SALES PROMOTION IN {NBC}
There are so many constraints that can affect the success of sales promotion in Nigeria bottling company {NBC} these include:
· Too frequent sales promotion may make people see the products as inferior, ill-designed- or even over priced.
· Over sales promotion may be too monotonous thus making buyers to be tired of such appeals.
· Sales promotion are short-lived any effort to extent its live may result in sales decline.
· Some sales promotion, Especially if not properly planned may actually hurt the products brand image

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 	SUMMARY OF FINDINGS
The study examines in brief the sales promotion and it's impact on market share expansion which reference to seven up bottling company plc Ilorin plant.
Chapter one of this research projects cover the introduction of the topic, historical background of seven up bottling company plc statement of the problem, objectives of the study, significance of the study, scope of the study.
Chapter two of the study later attempted a review of different studies in the area of marketing evaluating sales promotion, motivation principle in sales promotion, management responsibility for sales promotion, budget for sales promotion at the point of sales and out of shop promotion.
In the chapter three of this research project it concerned with the sources of data collection and the methods of collecting the data and survey instrument made use of questionnaire.
Chapter four dealt with overview of seven up bottling company plc Ilorin plant. In response of the respondent to whom questionnaire were givens, that is analysis and interpretation of the data collected.
While the last chapter gives the summary, recommendation and the conclusion of this research project.
5.2 	CONCLUSION
Among the promotional mix is sales promotion which is a key factor, sales promotion is a special incentive aimed at persuading consumers to buy the products and to encourage members of trade to stock and fully display the products for any organization to be successful manufacturer must not only offer a good product at reasonable price, but must also fell potential consumers and distributors about it's products and where it can be purchased.
The nature of sales promotion should fit in with the set objectives what to be sold and incentives attached must be made explicit to the members of trade and consumer.
If it is therefore, the responsibility of sales promotion manger with the point cooperation of the rest manager bearing in mind the firm of promotion.
Various sales promotion methods can be used to researches these objectives. Among them are coupon, premium trading stamp, duel mail, representative money off packs etc all these can be used to arrive at the same objective.


5.3 	RECOMMENDATIONS
In view of the findings, recommendations are given which is followed their sales promotion tactics will improve it's impact on market share expansion in seven up bottling company Ilorin plant. 
1. The consumer target market should be highly persuade and motivated by good product and bright package.
2. The best and suited method of advertising should be used which suit the particular geographical area or target market
3. The marketing manager should give out what to suit this ear in terms of advertising or promoting due to the technological changes in the world. This will improve the impact on market share expansion.
4. The management of the company should improve or employ more or highly techniques marketers that specialize on sales promotion and advertising.
5.	The management of the organization should not be reluctant to give support and finance the team for successful operation.
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QUESTIONNAIRE
Kwara state polytechnic, Ilorin.
Institute of Finance and management Studies
Department of marketing,
Dear sir/ma
Be the final year student of Kwara state polytechnic Ilorin, department of marketing. As part of the condition or requirement necessary to meet the award of Higher National Diploma {HND} am to conduct a research on the “Role of sales promotion on sale of consumer product in Nigeria”.
I shall therefore be very grateful if you could do me a favour in completing the attached questionnaire as objectively as possible.
Please be assured that any information given in this regard will be treated confidentially and used only for the purpose of the academic exercise.
Thank for your ceaseless encouragement.
Yours faithfully 


Instruction: please indicate your answer where applicable in the appropriate space provided or tick.
SECTION A
1. Sex of the respondent {a} Male {   }{b} Female {   }
2. Age of the respondent {a} below 20 years {   }{b} 20 - 30 years {   } 
{ c } 31 - 40 years {   } { d } 41 - 50 years {   } { e } 51 year above {   }
3. Marital status: {a} single { } {b} married { } {c} divorced {d}widow { } {e} separated { }
4. Educational qualification {a} SSCE.GCE {    } {b} OND/NCE {   } 
{c} BSC/HND { } {d}MSC/PLD { }
5. Position of the respondent in the organization {a} factory workers {}
{b} supervisor { } {c} office worker/clerk { } {d}manager { }
6. Department of the respondent {a} production department {	}
{b} sales department {  }{ c} marketing department {  
 d} maintenance department{ }
7. Working experience of the respondents {a} 0 - 5 years [   ]   10 years { } {c} 10 - 15 years { } {d} 15 - 20 years {  } {e} 21 year and above { }


SECTION B
8. How often does your company carry out sales promotion? {a}often { }{ b} very often {}{ c} most often {}{ d} no sales promotion 
9. Does sales promotion affect awareness of your customer? Yes {   } No {    }
10.	Does sales promotion have affect on company's sales? {a} Yes {b} No { }
11.	Does sales promotional mix help your company's turnover? {a} Yes {b} No { }
12.	Can you give a specific promotion tools your company use from the below listed {a} advertising {	}{b} personal selling
13.	Can you say that Nigeria bottling company is satisfactory? {a} Yes { } {b} No { }
14.	Does sales promotion tools increase the level of your company? {a} Yes { } {b} No { }
15.	Does the perception of your soft drinks by customers affect their demand? {a} Yes { } {b} No { }
16.	Do you always consider the cost of sales promotion before choosing the types of tools to be used by your company? {a} Yes { }{b} No { }
17.	Can you say sales promotion effort has helped greatly in the sale of your company's product? {a} Yes {}{b} No {} 
18.	Does the company consider other factors in choosing their promotional
19.	Can you give reason why your company promotional effort might fail to meet it's promotional objective? {a} lack of funds { }{b} lack of raw materials {}{c} non of the above {}{d}above two million {}
[bookmark: _GoBack]20. What is the company's promotional budget per year? {a} below two million { }{b} above two million {}{c} no promotional budget demand? {a} Yes { } {b} No { }
