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CHAPTER ONE
BACKGROUND TO THE STUDY
1.1 INTRODUCTION

AGGRESSIVE PROMOTION AS THE	INSTRUMENT OF COMPETITION IN THE MARKET
The need for promotion is based on the fact that in a marketing environment, strong competition is becoming the order of the day for marketers to attain corporate objectives of consumer satisfaction at a profit. According to Kotler (1997), Marketing can be defined as managerial or corporate activities that identity the needs and wants of consumer at organization goals. An adequate promotional objective must be set and rigorously pursued for sound performance.
Any firm existence depends majorly on the ability to manage its environment, in the face of strong competition and one of the major instruments being used which is the outstanding strategy which cannot be undermined.
The promotion can come as a result of situational analysis of the competitive environment, competitive advantages of firm’s targets and advanced communication medium.
The promotional method used and extend of promotion is essential to this study, therefore it intends to examine the different promotions and promotional strategies that can be used to attain this objectives.
The function of Unilever Nigeria Plc as the case study of the proposed study would be examined with a view to identifying the latest development and the present competitions that is going on among them and its problems and recommending ways of solving these problems.



1.2 STATEMENT OF PROBLEM
The problems this study intends to solve are the problems of irregularity and inconsistence in promotional activities such as over pricing in promotional activities, environment issues in competitive market. This study will pin-point uncontrollable and controllable factors that affect the promotional tool in marketing environment. Finally the improper counter-attack language used in promotion by other competitors in carrying out their promotional activities will be analyzed by this study.
1.3 AIMS AND OBJECTIVE OF THE STUDY
A company may have the best designed product, the most system of distribution and the fairest price, but the company’s product will not sell If the customers are not aware of its existence. Hence, promotion is a critical element in any marketing strategy, since proper promotion sustains the other controllable variables:
The impact of promotion in a firm is what the study seeks to portray in the use of Unilever Nig Plc respectively in the face of strong competition in line of markets This study intends to identify the problems and limitations of effective promotions in the face of competitions in the market.
This study also seeks to know the different types of competition that are going on in the market and ways of application of promotion and the right time to adopt a particular promotion and the target audience at the market.
This study hopes to cover the various promotional approaches that the firm can adopt in a competitive marketing environment.
So as to achieve a significant result in al the promotional activities.

Additionally, this study also focused in promotional activities like communication. The major promotional objectives are to inform, persuade and to effect the potential consumer knowledge and attitudes about a product in the face of aggressive promotions.
The study finally will make recommendation which if implemented will go a long way in providing the functions of promotions in a competitive marketing environment.

1.4 THE SIGNIFICANCE OF MARKETING
Marketing is very important to the success of business since it contributes greatly to the growth of organization. Production and distribution depends largely in market.
Marketing covers advertising, promotion, publications, personal-selling and sales. It is the process of introducing and promoting the products of Unilever and facilitates intention purchase of the product by consumer.
The goals of marketing is to make the product or services widely known and recognized to the market, marketers must be creative in the marketing activities in the competitive market of nature business getting the products noticed and accepted by the potential buyers.
There are various types of marketing approaches, these are personal selling, face to face contacts, radio broadcast e.t.c.
Marketing helps to boost product sales apart from public awareness about company products and services it helps to boost sales and revenue growth.
The following are the importance of marketing to an organization:
· Marketing builds company reputation

· Marketers aims to create brand name recognition and products recalls.
· Marketing facilitate buying intention of the consumer purchase
· Marketing builds an understanding relation between customer and organization

TO THE SOCIETY
The society comprises both controllable and uncontrollable factors. Controllable factors are internal elements and uncontrollable factors are competitors, customers, government, weather and forces, all these factors are determinant to the success of an organization.
Society is always very sensitive in response to certain products because they believe in purchase power.
Promotion drive facilitates purchase intention of society to patronize the product.
Vulnerability of environment needs constant promotion to facilitate the customer purchase.
The following are importance of society.
a. It will help the society to know newly introduced products
b. It will increase their knowledge about uses of products.
c. It will allow the society to differentiate the competitor’s products.
d. It will educate the buyers about new products.
e. It will also be an incentive/opportunity for getting products at a discount.



THE SIGNIFICANCE TO RESEARCHER
The writer will benefit from the project because it will be an exposure and the writer will know promotion programmes.
It will also improved students skills and knowledge about promotional activities.
It will improve student practically aside class room work.
THE SIGNIFICANCE TO CASE STUDY
This research will be importance to the company Unilever Nig Plc in the following ways.
a. It will increase the profit margin of the company
b. It will increase the growth and stability of market share
c. It will allow the company to demonstrates its new products to the customers and potential buyers
d. It will improve the production and sales volumes of the company products
e. It helps the company to keep relationship with existing customers and new customers.
f. It helps the company to know the grievances about already used product and improve on the complains
g. It	will	help	the	company	to	modify	its	products	and introduce new ones.



1.5 SCOPE OF THE STUDY

The scope of this study is promotion: A useful marketing tool in a competitive market environment in Nigeria, Unilever Nigeria Plc, RC 113, 1, billings way. Oregun, Lagos state Nigerian was used as a case study which would give more information about the usefulness of promotion in a competitive market. The case study Unilever Nig Plc situated in Lagos in industrial area of Oregun Lagos and the information would be needed in this research work would be gathered within the area of Oregun Lagos state from the period of February to July 2011.
1.6 LIMITATIONS AND CONSTRAINTS
This study is focused on the promotion: a useful marketing tool in a competitive market environment in Nigeria Unilever Nig Plc as a case study.
However, the limitations of the study is as follows:
Firstly, financial hardship was seriously experienced during the execution of the project. In fact, the research was fully responsible for the sponsorship of the project.
Also, the attitude of the executive of Unilever Nigeria Plc was not encouraging. In fact, the manager deliberately withheld the necessary information relating to the fact and figure needed and such information mighty be used during the research work.
Perhaps, the managers failed to released the full details of promotional budget allocated for promotion program due to what he called confidential document to the company and restriction he order in getting to meet some staff.
Finally, with these limitations, the researcher has been able to judiciously use the information at her disposal for the production of this final project work.

CHAPTER TWO
2.1 CONCEPT OF COMPETITIVE MARKET ENVIRONMENT

According to J. D (1995) competitive market environment are those institutions that compete with the firms for customers and scarce resources e.g competitors.
Philip Kotler (1952) defined it as the totality affect the marketing of a particular product, he further sated that his amount to environmental threat, a challenged posed by an unfavorauble trend or specific disturbance in the market environment.
Competitive environment exists in the sense that an organization rarely alone in its effort to serve a given market.
There are other organizations which are trying to secure more prospective buyers. These are the organization competition who must identified, monitored, tracking, and numbered to gain and maintain the loyalty of the market. Culled from Google search 2011.
MARKETING ENVIRONMENT
This is the totality of forces and institutions that are external, internal and potentially elemental to the firm.
These forces and institutions referred to as controllable and uncontrollable variables. Uncontrollable is not ordinarily controlled by the market environment.
Olayinka (2004), described competitors market environment as one which provides opportunity, or threat to marketing or firm as its affects marketing firms objective, strategies, structure and system.
The marketing environment can be classified into the following:
· Institutions
· Competitive environment
· Regulatory bodies e.g government

· Marketing association
· Societal forces
· These culled from Google search www.wikipedia.org.com The following are basic environmental factors that must be
seriously taken into consideration:
a. Social and cultural environment
b. Government policies
c. Economic environment
d. Technology environment
e. Competitive environment e.t.c

SOCIAL AND CULTURAL ENVIRONMENT
The society in which business operates comprises people with different cultures, customs, values and belief. They have various attitudes, desires different level of education which influence them through the family background, school, friends, and community influences the purchase decisions.
ECONOMIC ENVIRONMENT
Business organizations must be conscious of the economic development and buoyancy of the environment in which it operates.

TECHNOLOGY ENVIRONMENT
The rate of technology cannot be over emphasized when we talk of business development. Technology deals with improving the quality of product and quality ahead of competitors.
GOVERNMENT ENVIRONMENT
Government policy making which affects the competitive market through decision or policy which government used to dictate the market environment.
The internal and external environments of business must be taken note of. The internal environment, staff, facilities within the  business  places,  union  e.t.c  were  also  have  external environment, such as the political, legal, union , technology, competition, government etc
Shoal: Marketing Communication (2009) states that informal groups could be powerfully used to break unnecessary power in an organization.
Internal environments are factors within the organization that could but be undermined to the mission, policies, workforce, labour union.
2.2 CHARACTERISTICS OF COMPETITIVE MARKETS
Competitive market describes as perfect market such that no particular participants is large enough to set the price of homogenous products. Culled goggle search.
Competitive markets exist where we have large number of participants both buyers and seller which determined the price of homogeneous products.
Generally, perfectly competitive market exist. Where every participant is price taker and no participant influences the price of the products, its buys and sells, culled from goggle marketing dictionary search.
However, infinite consumers with the willingness and ability to buy the products of a certain price and infinite product with willingness and ability to supply the product at a certain price.
Therefore, its relatively easy for a business to enter and exist in a competitive market, price and quality of a products are assured to known to all consumers and producers.
Firms aim to sell where marginal cost meet marginal revenue, where they generate profit.
In competitive market technology aspect of product development for the purpose of efficient promotion are allowed.
Lastly, competitive markets encouraged free entry and exist to large participant in competitive markets and proper adequate information disseminated to all participants about certain products are allowed.

2.3 STRATEGIES FOR MEETING COMPETITION
Marketing strategy can be defined as, it refers to company it generally refer as plan that allocate resources in ways to generate profit, by positioning product or services and targeting specific consumer group or individual potential buyers through employing certain strategy culled from goggle search.
The meaning of strategies for meeting competition
Strategy is the direction and scope of an organization over the long-term which achieves advantage for the organization through configuration of resources within a challenging environment such as controllable and uncontrollable factors. These variable as to meets by organization vividly or understand the expectation of markets or customer fulfillment. Culled from Wikipedia search.
In following are necessary strategy to be used by organization:
i. What resources, skills, asset, finance relationship between organization and prospective buyers, technical required, competence, facilities are required to be able to compete with other competitors
ii. That external environmental factors affects the business ability to meeting competitors
iii. Which market should a business compete in and what kind of activities are allowed in such market.
SWOT analysis is an important tool strategy fro auditing overall strategies position of a business and its environment Strength and weaknesses are internal factors.
A strength could be specialist marketing expertise or strong financial, resources flamboyant of such company or joint of ventures could be lack of new development of a new product which will be a problem of compete with other competitors.
Opportunities and threats are external factors. An opportunity could be a developing distribution channel, such as internet, or changing consumer lifestyles that potentially increase demand for a company’s product. A threats could be a new competitors in an important existing market or a technologic changing that makes existing product potentially obsolete. Culled from goggle search 2011 edition.

2.4 CONCEPT OF PROMOTION
Promotion can be defined as an activity such as sale or advertising campaign designed to increase visibility or sales of a product through the use of an incentive for the patronage of customers or prospective buyers. Culled from goggle search.
Promotion consists of sale-promotion, advertising, publicity and personal selling.


SALES PROMOTION
These are all activities which fall between advertising and personal selling that stimulate consumers purchasing and dealers effectiveness. It is a short-term inducement of value offered to arouse interest in buying a products or services. Coupons, rebates, samples, sweep taker are some tools used in sales promotion.
ADVERTISING
Advertising means any paid form of non-personal presentation and promotion of ideas, goods and services by an identified sponsor. Two terms are highlighted – PAID which distinguished advertising from public and Non-personal which separate if from personal selling
Advertising is commonly used by all stakeholders in business activities ranging from retailer, wholesaler and distributors.

PERSONAL SELLING
It involve two way flow of communication between a buyer and seller often in face to face encounter.
Personal selling in marketing receives quick actions from buyers.

PUBLIC RELATION/PUBLICITY

The image of organization is very important to consumers because it one of the many factors that influences consumers

purchase, public relation is that aspect of marketing communication mix that is concerned with corporate image creation of a company.
IMPORTANCE OF PROMOTION
· It increase market shares

· It educates prospective buyers
· It encourage purchase of a product
· It will induce purchase of a product
· It have more edge above other competitors

2.5 THE PROMOTION
Promotion keeps the product in the minds of the customer and helps to stimulate demand for the product. Promotion involves advertising, publicity, personal selling, promotion activities involves desentised the price to allowed the potential buyer purchase a certain products. Promotion is all about companies communication with customers.
Daniel (2002): A business total marketing communication programme is called promotional mix and it consists of a blend of advertising, personal selling. Sales promotion and public relations tools researcher describes the element of a promotional mix in more details.
ADVERTISING
Any paid form of non-personal communication of ideas or products in the prime media i.e television, newspaper, magazine, bill board, radio, poster, cinema e.t.c
Advertising in intended to persuade and inform two base aspect of advertising are the message (what you want you commission to say) and the median (How you get your message across).
PERSONAL SELLING:
Oral communication of potential buyers of a product with the intention of making a sale. The personal selling may focus initially and developing a relationship with the potential customers or to the distribution channels to stimulate demand for a product.
PUBLICITY
The communication of a product or business by placing information about it in the media without paying for the time or media space directly other wise known as public relation.

SALES PROMOTION

Sales promotion has been bestowed with different types of definitions.
Sales promotion is a short term incentives to encourage the purchase or sales of a product or services (Kotla, 1999: 423) It is an activity or material that act as a direct inducement to seller, sales person, or consumers, it offers added value to or incentive to buy or sell the product (pride Ferreletal, 1991)
Sales promotion includes those marketing activities other than personal selling, public relations, advertising that stimulate consumer, 1 client purchasing and dealer effectiveness such a coupon, displays, shows, demonstration and various non- recurrent selling efforts.



FACTORS INFLUENCING PROMOTION
The degree of importance attached to each promotional mix determines to a large extent the percentage of budget that will be allocated to such mix. Many times, more than one mix are combined this affecting budget allocation. Also may other factor determines of influence promotion which are highlighted below: CONSUMER CHARACTERISTIC: Attitude and what consumer likes and dislikes, his exposure advantage and media he is used to.
PRODUCT CHARACTERISTIC: The size, uses, types, quality and availability are some of the factors that influences promotional budget.
COMPANY CHARACTERISTIC: The size of the organization will also determine how much to be budgeted both in the short and long-run.
MARKETING CHARACTERISTIC: Level of market penetration and concentration of prospective buyer influence promotional budget and types of promotional mix to be employed. advertising will be appropriate for dispersed buyer while personal selling and public relation will be good for buyers that are concentrated in a particular area. The fundamental and principle of marketing by Daniel (2002).
2.6 FACTORS	DETERMINING	THE	CHOICE	OF PROMOTIONAL
Resources availability and cost of each promotional tool. Advertising particularly on television and in the national newspaper, can be very expensive. The overall resources budget for the promotional campaign will often determine which tools the business can afford to use.
Also market size and concentration determines the choice of promotional mix, if a market size is small and the numbers of potential buyers is small, the personal selling may be the most cost effective promotional mix.
In addition, where markets are geographically dispersed or where there are substantial numbers of potential customers, advertising is usually the most effective.
Some potential customers need to be provided with detailed information to help them evaluating purchase. E.g buyers of equipment of medical tools, personal selling is almost required.

DETERMINANT OF PROMOTIONAL MIX
The nature of the market: Market refer to industrial and consumer market. Also, geographical scope of the market are promotional mix that have cover all areas.
THE NATURE OF PRODUCT: It can be consumer or industrial goods. Companies with consumers product rely more on advertising, sale promotion than public relation and personal selling. But for industrial goods, personal selling that requires special skills due to the technicality of such products.
FUND AVAILABLE: Whatever methods of promotional mix that will be employed, it’s effectiveness depends largely on the available funds.


CHAPTER THREE
3.0 RESEARCH METHODOLOGY
3.1 RESEARCH POPULATION AND SAMPLE
Research is the process of arriving at dependable solution to problem through the planned and systematic, collection, analysis and interpretation of data.
Research Population: The population for this project are the customers of Unilever Nigeria Ltd, the staff, distributors, and management, they are target as population of the study because they will have relevant information about course of this study.
Sample is a collection of sampling unit drawn from a population or universe and examined in some details so that valid conclusion about the population can be referred.
Sampling offers a numbers of benefits that could not be available if the entire population are surveyed. The cost of printing questionnaire, training, interview ad analysis find data can be reduced through sampling and even save management time which could have been waste the whole population.
Moreso, through sampling accuracy can be achieved more than if the whole population are used.
Sampling unit: this sampling unit is Unilever Nigeria Ltd i.e individual elements of the sample are consumers, sales manager, sales officer of Unilever Nigeria Ltd.
Sampling Frame: The sampling are for this project is the Oregun Lagos state and this environ of Unilever Nigeria Ltd.
Sampling size (in figure): for the purpose of this study, the researcher samples the opinion of the Unilever Nig ltd staff and customers. Unilever Nig ltd has so many customers and staff which will not be easy for the researcher to interview everybody. The sample size used in this study is Ninety (90) i.e. Seventy (70) customers were involved.
Sampling Method:  The sample method used are both primary and secondary. The primary source are the interview conducted by the researcher and the questionnaires while the secondary are the journals of the company, news papers, e.t.c.
Simple random method were used to pick/select respondents since the researcher cannot select everybody within the range.
3.2 RESEARCH DESIGN
For the purpose of this study, research was designed by specifying the population and sample was collected from the population. The method used for data collected has also specified and data was presented and analyzed, the research made use of both primary and secondary source of data.
Primary data: the researcher make use of questionnaire, interview and personal observation for easy analysis of data and successful research work. Secondary data: the researcher always make use of textbooks, PZ journals, the company’s record, past project work related to the project topic, e.t.c
3.3 DATA COLLECTION METHOD
The method used in this project work is interview. Interview can be defined as face to face interaction between interviewer and respondent.
During the promotion activities the researcher interviewed some potential and prospective buyers about Unilever products. 95 customers were interviewed where 89 prospective customers respondent positively.



3.4 METHOD OF DATA ANALYSIS
A deliberate attempt has been made to avoid complicated statistics and analytical tools from this researcher so that the analysis can easily be understood by anybody who has the cause to go through this project. Hence, statistical table, which makes	the	analysis	to	be	easily	understood	and wealthy presented is being used.

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS

4.1 BRIEF HISTORY OF PRODUCT PROMOTION IN UNILEVER NIGERIA PLC
Unilever Nigeria Plc was incorporated as Lever Brother (West Africa) Ltd on 11th April 1923 by Lord Leverliume, but the company antecedent have to be traced back to his existing trading interest in Nigeria and West African. Generally, Unilever Nigeria Plc started as soap manufacturing company and is today one of the oldest manufacturing organization in Nigeria.
After a series of mergers/acquisition, the company diversified into manufacturing marketing of foods, non-soapy detergents and personal care products. These mergers/acquisition brought in Lipton Nigeria ltd in 1985, Cheese brought ponds industries ltd in 1988. The company changed its name to Unilever Nigeria Plc in 2001.
Unilever Nigeria Plc is a public liability company quoted on the Nigeria Stock Exchange since 1973 with Nigerian currently having 49% of equity holdings.
PRODUCTS PROMOTION

Close up is one of the personal care brands and it is the leading tooth paste ever manufactured in Nigerian. Close up is the Unilever Nigeria plc leading product, due to this, the company continue promotion for the product to gain more potential and prospective buyers. Sales promotion is type of promotional activities they employ by adding another value of product into the pack of close up which was done recently.
Royco is one of food brands “Royco Ladun” is television paid promotional programme by Unilever Nigeria Plc to allow thousands of esteemed potential customers to win a lot of prize life sets of hairs, fridge, freezer, DVD, TV, pack of Royco and soon. This will allow to gain more prospective buyers and it will improve the sales and profitability of the company.

4.2 UNILEVER PRODUCTS AND THE NATURE OF THEIR MARKET
The following are Unilever various brand
Foods brands

1. Blue band
2. Knorr
3. Lipton

4. Royco
Personal care brands

1. Close-up

2. Lux

3. Vaseline
Home care brand

1. Omo
2. Sunlight

NATURE OF THEIR MARKET
Unilever Nigeria Plc, uses consumer markets because of the nature of their finished goods
CONSUMER MARKET: These comprises individual, groups of individuals and organizations who are buying products for the sole reason of consumption. Therefore, goods bought in these markets are designed for final consumption. They are not buying or willing to buy to make profit but to satisfy certain basis in psychological needs, wants or aspirations.
4.3 PROMOTION OBJECTIVE OF UNILEVER PRODUCT
Unilever management aims to increase sales, maximize profit and increase market shares. All these are primary objective of Unilever. Nigeria Plc.
The following are other main objectives of Unilever Nigeria Plc.
1. To modify and changes buyers attitude towards purchases of their products.
2. To introduce new products, new brand and new package to their various potential and prospective buyers.
3. To counter negative comments	and impression	about products, services or organization at large.
4. To	inform educate, persuade customers to purchase products.
5. It serves as reminder to potential buyers
6. To build positive image of the organization and avenue to permeate to a new markets.



4.4 PROMOTIONAL TOOLS EMPLOYED BY THE COMPANY
Unilever Nigeria Plc uses various promotional tools to strategies and achieve their goals and objectives.
The main tools employed by Unilever Nigeria Plc are free gifts, cash incentives, discount rate e.t.c
Free	gift: Unilever Nigerian plc employed free gifts promotional tools during close-up promotional activities. Another usage product was add to close-up pack during the promotion. This product is brush.
CASH INCENTIVES: Cash incentives was awarded to participant of “Royco Ladun” a television programme show on national TV, the raffle draw was drawn after various question asked the participant of esteem patronage customer of Royco food brands products.
Also, other free gifts were given out to the overall winner of the participant such as DVD, set of chairs etc.
DISCOUNT RATE: This is another promotional tool used by Unilever Nigeria Plc to penetrate a new competitive market. Discount rates are offered to potential customer who buys in large quantity of any Unilever product a discount rate will be offer to such customer y management of Unilever Nigeria Plc.
4.5 FACTORS	INFLUENCING	THE	PROMOTIONAL	MIX DECISION IN UNILEVER
The management of Unilever Nigeria Ltd. Considered various factors before making decision on promotional mix to use for their products.
The following are various factors that influence such decision on choice of promotional mix these are enumerate below.
· Resource availability and cost of each promotional mix.

Advertising particularly on television, and in the national newspapers can be very expensive, especially close-up needs television advertisement this can be major discussion among management over all resources budget for the promotional campaign will often decide which of the promotional mix to use.
· Market Size Concentration
Market size also determines the choice of promotional mix. If a market size is small and the numbers of potential customer or buyers are small, the decision should be on personal selling.
· Fund Availability
Financial availability will influence the decision on promotional mix for the continuity of the promotional activities.
· Nature of the Products
Selection of products will influence the decision of promotional mix choose advertisement ad sale-promotion needed mostly by Unilever to showcase it products to potential buyers.
4.6 EFFECTS OF THE PROMOTIONAL MIX ON THE COMPANY IN THE COMPETITIVE MARKET ENVIRONMENT
The impact of promotional mix on Unilever Nigeria Plc in a competitive market environment cannot be over emphases due to positive and advantage edge over other competitors company producing close substitute products.
Promotional mix improves competitive advantage through a greater flexibility such company will continue advertise its products to the potential customer.
Also, promotional mix calculates the effect of specific marketing tactics, channels, geographical location and product lines which necessarily importance over other competitors company.
Promotional mix improves competitive ability, the market is saturated with products and services that have close substitute for Unilever to remain relevant and active in the market and competitive favorably, it needs constant promotional mix.
Moreover, promotional mix increase sales during off season and maturity stage of products, sales promotion in particular will encourage buyers to buy during off-seasons.
In addition, promotional mix do also attract new buyers, sales promotion used to expand a market ability and induce present customer to rebate the same patronized products.
Lastly, the impact of promotional mix on Unilever Nigeria Plc is to differentiate a competitors brands, educate their esteemed buyers and inform them about the products, and to increase profitability of the company through improve on sales of products.
4.7 ANALYSIS OF DATA COLLECTED
Bio Data of the Company’s Customers Table 1:	Age Distribution of customers
	Age group
	Respondents
	Percentage

	18-30
	20
	28.6

	31-50
	40
	57.1

	51 and above
	10
	14.3

	Total
	70
	100


Source:	Research survey, 2025
The table shows that majority of the company’s customers are within the age of 31-50 years i.e 40(57.1%), 28.6% (20) respondents are within 18-30 years while 14.3% of the respondents are within 51 and above years.
Table 2:	sex
	Sex
	Respondents
	Percentage

	Male
	30
	42.8

	Female
	40
	57.2

	Total
	70
	100


Source:	Research survey, 2025

The table shows that 57.2% of the company’s customers are female, while 42.8% representing 30 respondents are male. Table 3:	Academic Qualification
	Education
Qualification
	Respondents
	Percentage

	School cert
	10
	14.3

	OND/NCE
	14
	20

	Bsc/HND
	36
	51.4

	MBC/MBA
	10
	14.3

	Total
	70
	100


Source:	Research survey, 2025

The table shows that 14.3% (10) respondents are school cert holder, 20% (14) respondents are OND/NCE holder, 51.4%
(36) respondents are Bsc/HND holder, while 14.3% (10) respondents are MSC/MBA holders. This simply shows that majority of PZ’s customers are B.sc/HND holders.
Table 4: Marital Status

	Marital status
	Respondents
	Percentage

	Single
	25
	35.7

	Married
	45
	45

	Divorced
	-
	-

	Widow
	-
	-

	Widower
	-
	-

	Total
	70
	100


Source:	Research survey, 2025

The table shows that 64.3% (45) respondents are married while 35.7% (25) are single, divorced, widow and widower have no respondents.

Table 5:	Working Experience

	Working Exp
	Respondents
	Percentage

	0-2 years
	10
	14.3

	3-7 years
	30
	42.8

	8 and above
	30
	42.8

	Total
	70
	100


Source:	Research survey, 2025
The table shows that 42.8% and 14.3% represent 3-7 years, 8 and above and 0-2 years respectively.
Question Selected (Selected Questions)
Question 1: Are you	aware	of the existence of PZ Nigeria Plc?
Table 6
	Option
	Respondents
	Percentage

	Yes
	70
	100

	No
	-
	-

	Total
	70
	100


Source:	Research survey, 2025

The table shows that all the interviewed customers of PZ Nig Plc aware of the existence of the company.
Question 2:	Do you take soft drink? Table 7
	Option
	Respondents
	Percentage

	Yes
	50
	71.4

	No
	20
	28.6

	Total
	70
	100


Source:	Research survey, 2025
It	was	revealed	from	the	table	that	71.4%	of	the respondents take soft drink while 28.6% of them said No.
Question 3:	Which is your preferred Brand? Table 8

	Option
	Respondents
	Percentage

	PZ Product
	60
	85.7

	NBC Product
	10
	14.3

	Total
	70
	100


Source:	Research survey, 2025

The table shows that 85.7% of the respondents preferred PZ product to NBC products.
Question 4:	Why do you like the preferred Brand? Table 9
	Option
	Respondents
	Percentage

	Price
	40
	57.1

	Colour
	10
	14.3

	Quality
	20
	28.6

	Total
	70
	100


Source:	Research survey, 2025
From the table above, 57.1% (40) says they preferred Quality, while 14.3% (10) choose colour.

Question 5:	At what interval do you take PZ products? Table 10
	Option
	Respondents
	Percentage

	Daily
	36
	51.4

	Weekly
	14
	20

	Monthly
	10
	14.3

	Yearly
	10
	14.3

	Total
	70
	100


Source:	Research survey, 2025
The table shows that 51.4%, 20%, 14.3% and 14.3% of the respondents take PZ product daily, weekly, monthly and yearly respectively.
Question 6: Are you aware that you are likely to win a gift from PZ Nig Plc?
Table 11
	Option
	Respondents
	Percentage

	Yes
	60
	85.7

	No
	10
	14.3

	Total
	70
	100


Source:	Research survey, 2025
It was shown from the above table that 85.7% of the company’s customers were aware that they can win a gift from the company while 14.3% were not aware.

Question 7:	Does Promotion have positive impact on the growth of an organization?
Table 12
	Option
	Respondents
	Percentage

	Yes
	60
	85.7

	No
	10
	14.3

	Total
	70
	100


Source:	Research survey, 2025
The table shows that 85.7% (60) respondents believes that promotion have positive impact on the growth of an organization.
Question 8:	How do you get to know about PZ product? Table 13

	Option
	Respondents
	Percentage

	Newspaper
	10
	14.3

	Television
	10
	14.3

	Radio
	50
	71.4

	Total
	70
	100


Source:	Research survey, 2025

The table shows that the respondents get to know about PZ product through Radio Jingles.
DISCUSSION OF FINDINGS (RESULTS OF ANALYSIS)
From the analysis of responses above, it was discovered that the table 6 shows that all the customers (100%) are aware of the existence of PZ Nigeria Plc which makes it easy for the researcher to move on with the rest of the research work.
Table 7 shows that 50 (71.4%) of the respondents take soft drinks and 20 (28.6%) does not take soft drinks.
Table 11 analyzed that 60 (85.7%) of the company’s customers were aware that they can win a gift while 10(14.3%) of the customers are not aware.

CHAPTER FIVE
5.0 SUMMARY, CONCLUSIONS AND RECOMMENDATION
5.1 SUMMARY OF FINDINGS
This study has dealt with the activities and operation of promotion as a tools in used in a competitive marketing environment with an emphasis on Unilever Nigeria Plc. The introduction to the research, promotional activities employed by Unilever, Unilever products, factors determine the choice of promotional tools, the Historical background, the importance of promotion in a competitive marketing environment and the problems facing promotional tools.
However, it was found out throughout discussions that the company (Unilever) efforts yielded reasonable success in the face to strong competition from other companies that produce close substitute of Unilever’s products e.g PZ. These negligible achievement add to the identification and analysis of the possible problems facing the company in its bid to maintain the lead in the face of strong competition.
Apart from making available adequate fund, the promotional budget of the company should be assessed and revised.
An intensive advertising and sales promotion selling. The company should seek to increase the market shares by means of increased quality and quantity of Unilever products.
The company can capitalize on a relable resources and strength of financial capability to enhance effective promotion immediate response to consumerism should be encourage since the success and failure of any product depends on the consumer acceptance of the products
The promotional pricing strategy is a strong factor in promotion and should be adopted. Efficiency control measures could make strong impact on promotion.

Moreover, choice of promotional tools should be analyzed adequately to choose appropriate tool for company products and also weaknesses of other competitors should be considered to strengthen their relationship with customers.
Lastly, all the above explanation should be employed properly for adequate efficiency and effectiveness in a competitive marketing environment.
5.2 CONCLUSIONS
This study shows that Unilever Nigeria Plc, employed sales promotion tool as a promotional strategy to capture prospective buyers and this increased its market shares, improves profitability of the company through increase in sales. Sales promotion would allow the company to recognize and know what customer needs.
Based on the summary of report enumerated above one can say that promotion as a marketing tool in the competitive market environment. Unilever Nigeria Plc effectively utilized the promotional strategy, even through a good number of respondents testified that promotional strategy helped in maximization of profit in an organization. It was also discovered in the study that all components of the promotional mix complement the effort one another towards overcoming competitive market environment.
Also it was been discovered that out of the whole marketing mix, promotion stand out because it makes the organization to relate with the target consumers. The findings made at this company will be helpful for Unilever Nigeria Plc to be able to compact with the competitive market environment and fully understand the importance of promotion.

5.3 RECOMMENDATIONS
Consequently, it is evident that there were lapses in the firm’s promotional activities, especially in the face of growing competition in the marketing environment.
However, to accept that nothing could be done to improve the efficiency of firms in a competitive marketing environment is a gospel of despair.
Therefore, the following suggestions are made through which the overall performance of the firms promotional activities could be improved considerably.
(I). THE PROMOTIONAL BUDGET
Management decision on how much to allocate to promotion to be shared be based on objective and task method. This method is a preference to avoid fluctuations on budget appropriations. The fixed percentage of past sales profit making budget of availability of funds.
(II). CHOICE OF PROMOTIONS
The choice of promotional tools should strictly depends on products characteristics nature of market, available for general economics outlook and product life cycle.
(III). EFFICIENCY CONTROL MEASURES

This involves the examination of the efficient employment of marketing tools by a firm. The efficiency of sale forces, advertising, sales promotion and distribution is properly involved.
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APPENDIX
LETTER OF INTRODUCTION







Dear Respondents

Department of Marketing, Kwara State Polytechnic, PMB 1375,
Ilorin.
Kwara State.

Questionnaire

I am a final year student of Kwara State Polytechnic, Ilorin, Institute of Finance and Management Studies, Department of Marketing. I am carrying out a research on “Promotion: A Marketing Tool in a Competitive Marketing Environment in Nigeria” (A case study of PZ Nigeria Plc).
I promise that any information provided will be treated with confidentiality and used only for the purpose of this research work.
Thank you for your anticipated co-operation.



Yours faithfully,

Alani Morenikeji Mutiat

Section A Bio Data
	1. Age:	18-30
	(	)

	31-50
	(	)

	51 and above
	(	)

	2. Sex:	Male
	(	)

	Female
	(	)

	3. Academic Qualification:	School Cert
	(	)

	OND/NCE
	(	)

	B.sc/HND
	(	)

	MBC/MBA
	(	)

	4. Marital Status:	Single
	(	)

	Married
	(	)

	Divorced
	(	)

	Widow
	(	)

	Widower
	(	)



5. Work Experience:    0-2 years	(  )
3-7 years	( ) 8 and above years ( ) Section B
6. Are you aware of the existence of the PZ Nigeria Plc?

Yes	(	)
No	(	)
7. Do you take soft drink?
Yes	(	)

No	(	)
8. Which is your preferred Brand?
PZ Product	(	)

NBC Product	(	)

9. Why do you like the preferred Brand?
Price	(	)

Colour	(	)
Quality	(	)

10. At what interval do you take PZ product?
Daily	(	)

Weekly	(	)
Monthly	(	)
Yearly	(	)

11. Are you aware that you are likely to win a gift from PZ Nigeria Plc?
Yes	(	)
No	(	)

12. Does promotion have positive impact on the growth of an organization?
Yes	(	)

No	(	)

13. How do you get to know about PZ Product?
Newspaper	(	)

Television	(	)
Radio	(	)
