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ABSTRACT
The research work is designed on Environmental complexity as the Determinant of choice promotion is a means of having a perfect means of consumer goods’ ideas to the consumers that helps in sales and growth for the company. The objective of the study is to examine the theoretical meaning of Product promotion. The research methodology /data analysis used under the study based on the data gathered from both primary and secondary sources. The primary sources include personal interview and the uses of questionnaire while the secondary sources are from news paper, magazine, and Annual Reports. The researcher after attempts to accept or reject the hypothesis on the basis of statistical information about the population obtained from a probability sample, and analyze the effect of any advance postulation on the services being rendered by Ilorin market and make predictions based on the result of the test .






















CHAPTER ONE
1.1	INTRODUCTION
	Environments complexity is a determent to the choice of promotional choice in a marketing oriented organization. Although, the environment variable are numerious and are subdivided into three (3) major sub-sectors (the macro, immediately or tasks and the micro environment) its complexity has immense influence on the choice of the promotional tools adopted or that can be adopted by marketers to create awareness for the product carried. Although the topic may have a wider scope the researcher streamlined it down to a more researchable scope making promo tools.
	Both human beings, business concern are responsible to the forces in the environment. No one can live in Isolation. Business must take care of both economics and social aspect of life, that is making money must not suppress the welfare, culture and social life of the public. Therefore business must study the needs and want of the environment and produce and sell product and self products and service that will satisfy them.
	The internal and external environment of business must be taken noted of the internal environment like, organization structure, location of business, staff facilities within the business place, union etc. We also have external environment, such as the political, legal union, technology, competition, government etc.
	A good marketers must be conscious of all the environmental factors that may affects marketing amidst numerous forms producing and rendering similar products/ services.
	In study the both the external and the internal factors of environment will let the organization to know the promotional tools that will be effective for each environment.
	For organization or company’s product to gain credibility and acceptability in the mind of prospective consumers, it has to strategies the kind of promotion that will fit the environments.
The business environment is becoming extremely volatile and complex, experiencing continuous, rapid change (Doherty and Delener, 2001; Priyanker and Srinivasan, 2015), or, as Weeks (2014: terms it, black swan events and extreme uncertainty. in stable environments, coping is relatively easy, but as complexity increases, and change happens faster, coping becomes problematic. Traditional methods, such as planning, forecasting and scenario planning, have become inadequate to cope with the speed, volume and unpredictability of discontinuous change (Edgar and Nisbet, 1996; Leitner, 2015). Therefore, finding new ways of coping are essential (Fodness, 2015). One way of finding such new ways is by applying theories from outside marketing to obtain fresh insights. Many authors believe the new sciences, chaos and complexity theories, provide a set of powerful, intellectual tools (Turner, 2014: 7) that can provide a better understanding of marketing (Smith, 2002; Gundlach, 2006; Woodside, 2015). Wollin and Perry (2004: 569) maintain that: Complexity theory has implications for marketing managers as a holistic, self-consistent framework for understanding profound forces within a market and provides some guides for action when operating within such a system.

1.2	STATEMENT OF PROBLEM
The environment is a vital aspect that must be taken as paramount that should be give attentions to because of its dynamic variables, so, the problems that is pertinent to marketing oriented organization which influences the types of promotion tools to use, many people have worked on the environment in various ways and till now solutions have not been provided to dynamism of the environment which affects the promotional tools 
1.3	RESEARCH QUESTIONS
	The level of influence of environmental elements on the choice of promotional tools to be adopted for the choice of promotional campaign in a marketing organization is of major concern to modern marketing.
i. What are the significance of environmental complexity to a promotional tools?
ii. What effects does environmental have on market share and profitability?
iii. The extent to which culture can affect marketing oriented organization.
1.4	OBJECTIVES OF THE STUDY
	The primary objective of this study is to examine the environmental complexity as the determinant of choice of promotional tools in marketing oriented organization. Other sub objectives are:
i. To examine the significance of environmental complexity as a promotional tools.
ii. To determine what effects of environmental have on market share and profitability.
iii. To look at the extent to which culture can affect marketing oriented organization.
1.5	HYPOTHESES FORMULATION
	Hypothesis in the marketing sense is a statement of facts. That has not been experimentally tested. It is a starting point for reasoning assumed perimeters usually the various sample techniques in order to obtain a meaningful study. The hypotheses were formulated by understanding study.
	Null hypothesis Ho – it is rejection hypothesis.
	Alternative hypothesis Hi or Ho: It is the acceptable hypotheses.
HYPOTHESIS ONE
Ho – Environmental complexity cannot be use as choice of promotion in a marketing oriented organization.
Hi:	Environmental complexity can be use as choice of promotion in a marketing oriented organization.
HYPOTHESES TWO
Ho:	Environmental complexity has no effect on the profit margin of the organization
Hi:	Environmental complexity has an effect on the profit margin of the organization.
HYPOTHESES THREE
Ho:	There is no significant relationship between culture and marketing oriented organization.
Hi:	There is significant relationship between culture and marketing oriented organization.
1.6	SIGNIFICANCE OF THE STUDY
	Since all organization and business have come to realize the important of sales promotional for achieving the organization objective; This study is of immense value or benefit to the following:
· Academic
· Government
· Public i.e. customers and consumer
· Company
· The Researcher.
Academic: This study has a vital impact to may academically as it will effectively contribute to both the knowledge to the researcher and academy in general it will contributes to marketing literature which will serve as reference points.
Government: It will improve revenue base for the government collection of taxes. The government should ensure the target market has to be large enough to make the marketing effort financially worth while.
Public: It is of significance to the buyer or the target market as it creates awareness, educate and appealing to the consumer or a particular product discourage dissonance.
Company: This study is of significance to the manufacturer as if enables them to choose an appropriate and understand effectiveness of sales promotion for the sales of the product and benefit derived from the product both local and international market, that will improve the profitability of expansion.
The Researcher: The researcher should measure the market characteristic of different segment and the member of the segment must be capable of been actually identified, the various used to categorize them, must be measurable, it’s very significance for the researcher because various educational background can be used a based for segmenting particular product.
1.7	SCOPE OF THE STUDY
	Their research work has been limited to the marketing oriented organization mostly within Kwara state because of the nature of the state and the cultural in balance mostly observable in different parts of the state. Basically, the area of coverage of the study are:
· Conceptual scope
· Geographical scope
· Time scope
· Industrial scope
Conceptual scope: For simplicity of the study the conceptual scope of the study will be base on application of sales promotion hence, emphasis will be laid on marketing strategy on product. Product performance in the market.
Industrial scope: The company name is J.M.K supermarket which engage in sales of different product and varieties.
Geographical scope: The geographical scope of this study is Ilorin in kwara state and all the information used were gathered in Ilorin.
Time scope: This cover the periodic depth of the study. Therefore the four scope of the study is three (3) years back. All the data will be the one that fall between 2008-2010. All the event that happen is that we want to evaluate and make used of it. These, however made the project to be made variable and achievable.
1.8	LIMITATION OF THE STUDY
	There are different type of obstacle occur during the research work, among these problem include the following.
· Time
· Financial constraints
· Respondence
· Geographical
· Time: Is one of the major problem that come up when making a research work and the researcher does not have much time to conduct the research work due to the lecture and tutorials that needs to be attending to. But at the end he was able to adjust and make a proper planning for the research work.
· Financial constrain: Money is another hindrance to this project work in terms of transportation, publication of questionnaire, parent and Guardian save as the only source of findings which make it easier for me to gathered needed data and they give me emotional and physical support.
· Respondent’s constraints: This is another hinderance to gathered needed information in carrying out this research personnel or respondents react violently. Organization tagged their filled as secret but after series of persuation to the respondents that all information will only be keep as confidential to me alone, because is meant for educational purpose of facilitate my project writing. All these helps to select this problem of respondents limitation.
1.9	DEFINITION OF TERMS
Promotion: is one of the key term used in this research work. Promotional is one of the four major marketing mix variables concerned with informing the target customers that the right product is available at the right place. Promotion include advertising, sales promotion, personal selling, publicity and public relation.
Advertising: Advertising is any paid from of impersonal presentation of product or ideas of commercial significance to prospective buyer.
Sales promotion: is refers to those promotional activities rather than the other four which stimulates interestrial or purchases by customers or channel members.
Publicity: This is a form of impersonal communication about a company or its product appearing in the medial answers. It is free in the sense that the information is widely known.
Publicity relation: This is a planned effort by a company to influence peoples (or groups) attitude or opinion towards the organization can be directed towards the organization. It can be directed toward such public as customers, government, agencies and employees or community living near the promoting organization.

CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
	Investment in information system and technology often justified as a necessary strategy for coping with the increased complexity and information needs to today manufacturing, distributive and service environments. However, world close manufacturing suggests that increases complexity is not always necessary to meet the need of markets and customers or the need of the customer in term of information search.
	Decision makers allocate resources between competing needs, the issue of the appropriate amount of investment in the informant system and technology to support promotion arise, this shows the environmental complexity and the choice of promo tools is exclusively the responsibility of the management or the decision makers.
	However, this chapter will first take a look at the meaning of environment, environment complexity and other relevant area relating to environmental complexity.
2.1	CONCEPTUAL REVIEW
CONCEPT OF ENVIRONMENTAL VARIABLE
	The market environment is a marketing term and refers to all of the forces outside of marketing that affect marketing management ability to build and maintain successful relationship with target customers.
	According to Kelly (1989) marketing environment is a factors that consists of the actors and forces outside marketing that affect marketing managements ability, which also offers both opportunities and threats to marketing management.
	A company’s marketing environment consists of the forces outside marketing that affect marketing management ability to develop and maintain successful transactions with its target customers companies succeed as long as they have a marched their products or services as with today’s marketing environment the environment offers both opportunity of the environment the environment offers both opportunity of the environment offers both opportunity of the environmental factors and make use of their marketing research and information technology or intelligence system constantly to watch and adopt to the changing environment. Kotler et al (2001).
	Advance learner Dictionary, defines environment as the conditions that you live or work in and the way that they influence how you feel or how effectively you can work.
MARKETING ENVIRONMENTAL COMPLEXITY
	The marketing environment complexity is the degree to which the environmental variables (internal, controllable, task or immediate and the macro/ uncontrollable factors) are difficult to understand or manipulated.
	The Marketing environment is sub-divided into units; its degree of complexity varies ranging from perfectly controllable (the 4ps – product, price, place and promotion) the partially uncontrollable. At this level, the organization has 50% control of influence of the environment variable he events some level of control of influence, these variable include (The suppliers, company itself and its departments other than the marketing department. Marketing intermediaries, customers, competitors and publics while the last is the microenvironment in which from above the market takes a keen look at the degree at which the factors affect its immediate marketing plans in other to know the alternative cause of action and what to do in order to achieve its promotional objectives.
	The climates of business consist of various environment influences the company will have respond to them in his own distinctive way if must monitor it and have an adequate evaluation of it.
	The environmental variable consist of those element institution organization system action and forces whose activities and are essential for the effective performance of the marketing activities, but marketing organization has little or no control over them. He must adapt or adjust t them. Though, these environment of marketing organization enormously it is non stalic. It is so dynamic that the marketing organization must kept up with it study and adjust according to its dictate.
THE EXTERNAL MARKETING ENVIRONMENT
	These environmental factors are those ones the marketing organizations have partial influence (task environment) and the macro or uncontrollable environment here the marketing organization has no form of control over it, he will only study it through his marketing intelligence system and the marketing research, unit and adjust to its dictate in order to be successful.
	There are many ways of classify the outside forces and institutions affecting markets and marketing decisions. The external environment is frequently factored into econ0omic, political and legal, social and ethical, competition and technological dimension.
Factors of marketing environment variables is diagrammatically represented below.
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FUNDAMENTALS OF MARKETING BY OLADIPO G.T (2003)
EXTERNAL ENVIRONMENT
ECONOMIC: The performance of the economy is a major factor in a successful marketing strategy in an economic sense, the key market influence is consumer income, along with this buying power. Management needs accurate predictions of society’s future economic behavior to help them formulate strategies in accordance with that behavior.
· POLITICAL AND LEGAL: to some extent, a company is being influenced by the political – legal frame work and processes in our society. This is simply the impact of government agencies legislation of federal. State and local Government level exercise more influence on the marketing activities of a firm than on any other major area of its operation e.g. regulatory measures affecting pricing of essential commodities.
· Competition environment: An important step on the part of management is to consider the number, power and strategies of rivals in forming and revising a company’s marketing strategy. Business survival and profit are in no way guaranteed in our economic system.
· Technology environment: This is the way things are done; the methods and materials used to achieve commercial and industrial objectives. It is usually the out growth of scientific discoveries; it’s a major environmental influence on marketing because it has such an effect on consumers life styles and consumption patterns changes in inventions in other may over power or make serious in road on the degree of control enjoyed by certain companies.
· Cultural environment: The cultural background of an environment must be properly understand by the manufacturer before embarking on production of any goods.
Although, the factors are numerous numbers, their level of influence depends on the nature of the business activities engaged in by the company.
· Business environment: The business environment is comprised of relationships between environmental stakeholders, which co-create the fast changing environment Conner, . Change occurs in two major dimensions; complexity and turbulence. As complexity increases, the ability to understand, plan and predict becomes more difficult (Black and Farias, 2000). The increasing complexity leads to more change (Conner, 1998) and uncertainty (Ashill and Jobber, 2013), and making sense of it and predicting its behavior becomes more difficult (Black and Farias, 2000). Shalender and Singh maintain that todays environment is in a chronic state of flux and Wilden and Gudergan : maintain that how Marketing…aligns with changing environments to secure superior performance remains unclear. Turbulence involves rapid, unexpected change in the environmental sub-dimensions (Conner, 1998). It is caused by changes in, and interaction between, environmental factors, including technology and the confluence of the computer, media and telecommunications industries. This turbulence results in less orderly competition, increasing need for information, quicker development cycles and more difficulty in predicting customer, product and service requirements (Chakravarthy, 1997). The net result of these changes is an environment with strong Knightian uncertainty, which states that the future is unknowable (Wilkinson and Young, 2005). 
Many authors see such complex, turbulent environments as complex adaptive systems (CASs) (Holbrook, 2003). Others highlight the presence of complexity and chaos constructs in business environments, such as eco-systems (Ritter et al., 2004; Gundlach, 2006), self-organization and emergence (Wilkinson, 2006), sensitive dependence on initial conditions (Tedesco Analytics, 2001) and non-linearity (Black and Farias, 
2000; Tedesco Analytics, 2001: 3). Furthermore, Black and Farias (2000) explain how actions taken to reduce uncertainty can lead to non-linearity and unpredictability, causing the marketplace to be in a continuous state of disequilibrium. Since environments do appear to be CASs, a complexity or chaos perspective should be used to understand their dynamics and behavior and to guide strategy development (Tedesco Analytics, 2001; Mason, 2007). For example, an entrepreneurial approach of constructing the future, rather than trying to predict the future, can be helpful (Mason, 2006). This literature has shown that the business environment can be seen as a complex adaptive system and that therefore alternative methods are required to manage marketing activities, especially when the system heads towards volatility with increasing complexity and turbulence, as exists in the South African market. This justifies the need to view the research problem with a complexity lens
CONTROLLABLE ENVIRONMENT
	Keeping the marketing concept in mind, management seeks to develop a system of marketing activities which will maximize both the response of potential customers and the profitability of the firm. To reach these goals management has at his disposal, the controllable forces. It also the starting points of all marketing activities it entails identifications of customers needs and wants and providing handle of activities to satisfy them. The tasks of marketers include products assortment design, quality control, brand, packaging product addition modifications and deletions.
Price: This is the means whereby it obtain after return for its labour, replenishes and increases it wealth etc. includes setting base prices, middlemen margin, allowances discount freight payment etc.
Place: These prelude company’s activities that makes the product available to the target consumers it activities include selecting and maintaining middlemen through whom the product will reach, the right, at the right time. It also includes physical handling transfers and channel management.
Promotion: These mean all activities that communicate the product or service and its merits of target customers and persuade them to buy. It following the (AIDA) process which is an acronym for awareness, interest desire and action, it so achieve it objectives. Some of activities are as follows advertising, personal selling, publicity, sales promotion, public relations.
Product: This is the starting points of all marketing activities, it entails identification of customers needs and wants and providing handle of activities to satisfy them. The task of marketers includes product assortments design, quality control, branding, packaging product addition modifications and deletions.
	The ability of the marketing manager to effectively blend the activities of its organization to synchronies and harmonize the 4pm used by Mccarty will place the company in a good stead over its competitors and help in determine the best promotional to be adopted it a particular time.
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	The organization has no control over them but will have to make adjustment that will place them in better stead to harness the opportunities and combats in the legal environment.

MARKETING COMMUNICATION
	Some people believe that because they can buy and sell, they have already practiced marketing communication, but the facts remains that marketing has gone beyond buying and selling and we need to inform, educate and enlighten ourselves better on what marketing communication is all about when it comes to marketing of goods and services.
	According to fox all, marketing communication is that complex techniques under the control of management which may be used to communicate directly with buyers and potential buyers. This information is not just ordinary information, but persuasive communication, It is an extension of the interpersonal communication; a process through which marketer’s are able to send out meaningful message from their end to the customers. Although falls under communication but a mention as it was need to be made of the big tree where promotional tools of marketing steamed out.
	Marketing communication starts from individual as already defined above and extent to organizational communication ford et al (1980) sense communication as the glue that holds organization together. It enables the separate member of the organization to act in unison “while Glueck (1980) define organization communication as the process by which managers develop a system to give information and transmitting meaning to large member of people within the organization and to relevant individuals and institutions outside it.
	Communication in marketing requires that prospective target audiences are adequately informed about what is going on in the organization about their products and services. And schrans communication model reveals that for effective communication, the field of communicators experience must be high and cordial, it will allow for better understanding.
	Communication in marketing has five (5) major tools to inform, educate, introduce and motivate intended buyers to make purchase of their goods and services. They are:
· Advertising: This is my paid form of non – personal presentation and promotions of ideas, goods and services by an identified sponsors.
· Personal selling: This is a direct face to face contact between buyers and the sellers.
· Sales promotion: It is activities that falls between advertising and personal selling that stimulates consumers purchasing and dealers effectiveness e.g. demonstration, display attribution etc.
· Public Relation: This is organization efforts to create good relationship and good image between them and public creating conducive environments between the organization and the public.
· Publicity: This is an extention of public relation. It is aimed to popularizing, creating products and services exposure awareness and attitude changes.
PROMOTIONAL TOOL: 
These are tools that can be used to communicate to target audience. They are advertising sale promotion, personal selling, public relation and publicity. AROWOMOLE A.K AND ADEYEMI M.A (2004)
Promotion this is the activity that communicate the product, idea or services, its merit and point of purchase to target customers and persuade them to buy (Kotler P. et al 2001). A modern company manages a complex marketing communication system it communicates with its intermediaries, customers and various publics. A part from the above mentioned promo tools, direct communication with careful targeted individual consumers to obtained immediate response are gaining importance as a communication tools Kotler et al (2001).
Although promotional activities are undertaken by commercial companies, trade associations, government bodies, educational institutions, political parties, etc. but our main forcuses were its promotion context of a marketing environmental factors in complexity of a marketing oriented organization. It is important axe of study for the marketer because of the large financial commitment made in promotional activities; preference also is made to the advertising industry because it is a large sector.
However, promotional tools also use strategies different to all above mentioned and achieve their goals and objectives. Thos tools are mention as follow: Free gifts, products demonstration, trade fairs and exhibitions, price cut and overs discount, postals and handbills, use of the press, sampling personal visit/ facility visit, personal interaction internet etc. the primary of objectives of promotional tools is to increase sales and at the end maximize profit.
ADVERTISING AS A PROMO TOOLS
	Advertising can be defined as any form of non-personal communication through the mass medial and other means that is paid by an identified sponsor (Nwokoye, N.G).
	Advertising is one of the marketing mangers most important tools and understanding the role it has to play in the marketing process is essential. Advertising which can be regarded as means of promoting and maintaining high-volume sales, could also be referred to as a means of making known to the public, the presence and usage of an existing goods and new products.
	According to the committee on definition of American marketing association (AMA) advertising can be defined as “any paid form of non-personal presentation and promotion of ideas goods or services by an identified sponsor” from above definition, advertising can be said to consist of all activities involved in presentation to a group a non-personal, oral or visual openly sponsored message called advertisements’ is disseminated through one or more media and is paid for by the identified sponsor.
	Advertising can be defined as promotional tools that helps sell brand of product and ideas, and helps to build confidence in companies and institutions by conveying accurate and compelling informatics to consumers about the brand or company that have been paid for by identified sponsor (AMA).
	Advertising is a young industry in Nigeria. The economy is now in the early industrial state and true mass production with attendant. Mass advertising belongs to the future with the exception of consumers, products companies especially cosmetics and toiletries manufactures. Nigeria marketers are now realizing the relative importance of advertising.
	Although, advertising is an expensive activity where gains are not always visible. It is observable that advertising has other useful objectives to fulfill than immediate increate in sales. It is most conspicuous of all the marketing effort.
2.2 THEORETICAL REVIEW
Complexity theory: Complexity theory is an overarching theory that includes a number of other theories, such as chaos theory, autopoiesis, dissipative structures, catastrophe theory and fractal geometry. A detailed explanation of the complexity theory is not possible in this paper, but a short discussion on the key components is given below. The underlying idea of complexity is that all things tend to self-organise into systems when simple rules are applied Kelly & Allison, 1999). These systems can produce unexpected patterns or behaviours (Goldberg & Markoczy, 1998; Manuj & Sahin, 2011) because of non-linear feedback networks (Stacey, 1996), the interconnection and interdependence of complex systems (Bar-Yam, 2000) and because the systems parts interact and adapt to each other Meade & Rabelo, 2004). Complex behaviour is orderly, yet full of surprise; it is apparently uncontrollable, yet not totally chaotic. The rules that generate this behaviour are not enforced by a manager, and cannot be predicted from any single part of the system and thus cannot be controlled (Wu & Zhang, 2007). Several complexity concepts have relevance to business. 
The central concept is self-organisation; the process of order emerging from simple rules in a system, which a manager does not control (olbrook, 2003), but which is due to the interaction between autonomous actors or agents in the system (Wilkinson & Young, 2013; Arévalo and Espinoza, 2014). Creative and innovative responses emerge despite the difficulty of managing the system Dolan, Garcia & Auerbach, 2003). This emergence, the second important concept, happens when the system changes, leading to disorder and prevention of the system from ossifying. Emergence happens at the edge-of-chaos, enabling new actions to emerge. This spontaneous organization creates new types of order (Turner, 2014). For example, new product development behavior emerges from the operational level (McCarthy et al., 2006). The third concept is feedback. Negative feedback damps change, pushing systems to equilibrium (Stacey, 1995). Positive feedback amplifies small changes, pushing systems towards chaos (Doherty & Delener, 2001). Together, positive and negative feedback balance the system at the edge-of-chaos, which is the best position for turbulent environments (Doherty & Delener, 2001). Tarokh, Dabiri, Shokouhi and Shafiei (2011) showed how inventory management can produce self-reinforcing positive or negative feedback loops. 
The fourth concept is sensitive dependence on initial conditions (Briggs & Peat, 1999). In stable systems, small changes have small effects, but in complex or turbulent systems small changes can grow exponentially, making long-term prediction impossible (Doherty & Delener, 2001; Holbrook, 2003; Wu & Zhang, 2007). This phenomenon, also known as the butterfly effect, is similar to the bullwhip effect in supply chains Badillo- Pina, Tejeida-Padilla & Morales- Matamoros, 2012), which is typical of over-or under-reacting in dynamic environments (Wilkinson & Young, 2013). Small nudges, at the correct time, can lead to major changes (Wheatley, . Patterns and clues indicate which changes to nudge Morrison & Quella, 1999) and when to nudge them (Gladwell, 2000). These patterns are known as attractors, which is the fifth concept. The edge- of-chaos attractor, known as a strange attractor, reflects the area where maximum creativity and innovation happens (Lewin, 1992). A unique feature of the strange attractor is that it stays within certain boundaries (Holbrook, 2003). How the system will develop cannot be predicted, but it will not go outside its attractor (Doherty & Delener, 2001). Thus, the attractor allows change whilst maintaining some order. These basic characteristics of complexity theory require different types of marketing reactions when an environment increases in complexity and turbulence. These complexity marketing approaches will be explicated, but first it is necessary to define what the standard, or traditional, marketing actions involve. 
Traditional Marketing Approaches: Marketing success in a turbulent environment requires an approach that is different to that recommended by traditional strategic marketing theory. For example, the Product Life Cycle approach can be misleading if other environmental factors are not considered concurrently, and the marketing warfare approach focuses only on the competitive environment. Thus, such strategic approaches are unlikely to enable companies to develop and maintain defendable, competitive positions over the long term. Furthermore, they are not consistent with the current strategic approaches of collaboration and networking (Mason, 2004). Other authors who believe that sequential strategic marketing planning is too slow and unresponsive for a fast changing marketplace support this criticism of the traditional approach to marketing strategy. Nor can traditional marketing planning keep up with customers' requirements or aggressive competitors (Nilson, 1995; Heilbrunn, 1995). In addition, traditional market research and traditional marketing mix models are too simplistic to understand complex marketing situations as such models assume linear relationships between mix variables and outcomes (Tedesco, 1998). In addition, Shalender and Singh (2015) see traditional approaches as irrelevant because of the lack of stability in environments. They produce strategies that follow rather than anticipate market changes (Singer, 2006). 
Since the simplistic approaches recommended by traditional theories can be dangerous, marketers should consider non-traditional marketing methodologies (Wollin and Perry, 2004). Such alternative marketing approaches have been termed complexity marketing and are now explained.
Complexity Marketing Approaches: In complex and turbulent environments, speed in recognizing opportunities and developing new products, and reducing time to market is essential (Seybold, 2000). For marketing to be effective it must be proactive, creating events, and not merely relying on market research, as competitors can too easily copy the reactive following of customer requests. In other words, marketing flexibility and innovation is essential (Shalender and Singh, 2015). Richardson (1996) supports this view by maintaining that traditional marketing is inadequate for the future complex modern economy, while Vojtko and Heskova (2010) stress the importance of systems dynamics and thinking and agent-based modeling in such environments. 
As the environment, product and customers become more complex, the firm must focus its scarce resources on those activities that will give the best result (Nilson, 1995). For example, Weeks (2014) stresses the importance of resilience (anticipating and adjusting to environmental trends), while Liu et al. (2015) found that corporate performance is related to how well the firm reacts to environmental complexity. There are two approaches to using marketing tactics effectively in complex and turbulent environments: stabilizing or destabilizing approaches (Nilson, 1995; McGlone and Ramsey, 1998; Melton and Hartline, 2015). Theodiridis (2009) suggests a similar approach of either absorbing, or adapting to, complexity. Stabilizing activities encourage the system to stay within boundaries, while destabilizing activities cause unanticipated consequences that break the system boundaries. This is typical of a chaos system. A system operating at the edge of chaos is preferred because stabilizing and destabilizing activities can be used to balance the system between uncontrollability and stagnation. Thomas (in D'Aveni, 1999: 129) found that destabilizing tactics used in turbulent markets lead to greater success than when stabilizing tactics are used in such markets. To avoid lock-in to old or obsolete technologies or products, and hindering new product development, Mohr (2001: 45) suggests 'creative destruction', which involves continuous innovation to make the firms own products obsolete and to replace them with the firms own new developments.
From a chaos and complexity perspective, stabilizing is reducing change by encouraging negative feedback, or damping, which brings the system back towards its equilibrium point, or to within its attractor boundaries (Nilson, 1995; Hibbert and Wilkinson, 1994). In a marketing sense, Nilson (1995: 47) says that destabilizing means the disrupting of a 'stable' environment, increasing the rate of change, setting off events to change the market or unsettling the established market. Destabilization can be seen as encouraging positive feedback the nudge effect, which moves the system away from the status quo. Thus, destabilization can be either small, seemingly insignificant actions that influence the environment, or large dramatic actions that cause dramatic shifts in the environment. However, it must be remembered that, although the outcome is uncertain, such risk-taking leads to greater marketing competencies and innovation in turbulent environments, especially when related to product or service development (Garcia, 2004; Melton and Hartline, 2015). 
Further, Droge et al. (2009) showed that innovativeness is linked to new product success in turbulent markets.
2.3	EMPIRICAL REVIEW
Research into marketing tactics: Although literature searches show that considerable work, from a complexity viewpoint, has been done on management, strategy and networks, very little has been done on marketing in general, and especially on marketing tactics. What have been done have been exploratory, conceptual, simulations, or using test or generated data. Almost nothing has been done on studying companies actual marketing from a non-linear approach (Ritter et al., 2004). A considerable body of exploratory work has since been developed by Mason (2004, 2008, 2012, 2013a & b) and Mason and Staude (2007, 2009), but there is still a lack of conclusive, larger sample, empirical work in this field. South Africa has a very complex and turbulent business environment, yet businesses tend to make no allowances in their marketing planning for whether their environment is complex/turbulent or simple/stable. No quantitative research into this situation has been done locally, and very little internationally. Thus, marketers lack guidance on how marketing tactics should differ according to the nature of the environment, and thus may be adopting inappropriate marketing tactics. This can result in waste of scarce resources and lack of competitiveness against foreign competition in the local market, and unsuccessful marketing in export markets.




















CHAPTER THREE
RESEARCH METHODOLOGY
3.0 	INTRODUCTION
This chapter will be highlighting the research philosophy, the method that was adopted by the researcher, how the research design would look like, the population of study that will be examined and the population size that will be randomly selected, data collection and the ethical aspect of collecting the data. Research methodology is a way to find out the result of a given problem on a specific matter or problem. In methodology, researcher uses different criteria for solving or searching the given research problems. Collis and Hussey (2009) also described methodology as the overall approach to the entire process of the research study.
3.1	RESEARCH DESIGN
	A research design is the step by step guide of the research procedure. The design adopted for the study is exploratory survey design; the exploratory survey design permits the use of a well-structured research instrument for obtain primary data that was used for this study. The design follows accordingly
3.2	POPULATION
	This research work population are customers of JMK supermarket , Ilorin Ilorin Food vendors that comprises of 200 customer and the work is from Jan – July 2025
3.3	SAMPLE TECHNIQUE
	The study adopted random sampling technique. All members of the population were represented equally
3.4	SAMPLE SIZE DETERMINATION
	The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formula adopted is:
N
Where N= sample size
Z= the research population
O= standard donation
D- Tolerance limit or allowable error
3.5	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorised into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structures Interview and self administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 15 questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.
3.6	THE RESEARCH INSTRUMENT
	The survey instrument was adopted for this study. A well structured questionnaire and interview were used to measures of dependent & independent variables.
3.7	VALIDITY OF RESEARCH INSTRIMENT
	Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contribution as well as the approval of the supervisor. In addition the research variables were validated using factor analysis.
3.8	METHOD OF DATA PRESENTATION AND ANALYSIS
	Method of analysis involved description and inferential statistics. The description statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using simple regression statistical tools.
	These tools were selected because it has functionalities that accommodate the variable of interest. 

CHAPTER FOUR
4.1	INTRODUCTION
	JMK supermarket has a small beginning like every other business organization (Sole trade) in eleven years ago as a single business unit, located at taiwo Isale, Opposite C.A.C Oke Isegun in 2000. The single business incorporating uniex salon, snack and quills, boutique fabrics and baby word. All these were managed by them simple administrative techniques adopted by Mrs. Jumoke a Lebanese by registration who is CEO of the business outfit. In the year 2005, the company located its new multi million complex in which the business outfit is being adorned by magnificent edifice. It was translated to JMK ventures and more departments added to its existing ones. Some of which are nail study, gymnastic and CYBER CAFÉ all in the elegant building at JMK PLAZA upper Taiwo road opposite united Bank for Africa Plc. (U.B.A). The business outfit has come of age to be reckoned with the way it carries out its business.
4.2	PRESENTATION AND ANALYSIS OF DATA
	The presentation and analysis of raw of an investigation are the means by which the research problems are answered am the stated hypothesis are tested.
	According to Adedo (2002) analysis is defined as the ordering and breakdown of data into constituent parts. It consists of the statistical calculation performed with data to provide answers to the question initiating the research.
	The data presented will be analyze and interpret in this chapter, which is basically from the questionnaire administered, and the two sex are adopted in the course of the study. This presentation and analysis will be divided to two section, which is section A and B.
	Section A will examine the detail information about the respondent, while section B will be basically question for the purpose of this research work.
Section A
Table One: Sex distribution of respondent
	Alternative 
	No of respondent 
	Percentage 

	Male 
	40
	40%

	Female 
	60
	60%

	Total
	100
	100%


Source: Questionnaire Administered 2025
	In respect of the respondent in table above, 40% of the respondents are male while 60% of the respondent are female. This shows that female are the majority of the respondents.
Table two: Age of the respondent
	Alternative 
	No of respondent 
	Percentage 

	1-17 years 
	5
	5%

	18-30 years
	35
	35%

	31-40%
	30
	30%

	41-50 years
	20
	20%

	51 and above 
	10
	10%

	Total
	100
	100%


Source: Questionnaire Administered 2025
	The above table shows that there is no discrimination of age for the customer that patronize the supermarket. 5% of the respondent are teenagers, while 35% are matured people within the age of 18-30 years. People within 31 – 40 years fame 30% of the sample and 10% are 50 years and above; while the remaining 20% are within 41-50 years of age.
Table Three: Marital status of the respondent
	Alternative 
	No of respondent 
	Percentage 

	Single
	50
	50%

	Married 
	40
	40%

	Window
	10
	10%

	Total
	100
	100%


Source: Questionnaire Administered 2025
	From the table above we can deduce that 50% of the respondent are single, while 40% are married and 10% are widow.
Table four: education qualification of respondent
	Alternative 
	No of respondent 
	Percentage 

	O’Level
	16
	16%

	OND/NCE
	8
	8%

	HND/BSC
	44
	44%

	MSC/MA/MBA
	32
	32%

	Total
	100
	100%


Source: Questionnaire Administered 2025
	The above table shows that 16% of the respondents are with O’Level qualification, while 8% have their OND/NCE certificate, 44% were Graduate & 32% have their masters in their area of specialization. These indicate that majority of the respondent are literate.
Table Five: Occupation of the respondent
	Alternative 
	No of respondent 
	Percentage 

	Student
	30
	30%

	Applicant
	10
	10%

	Employed 
	40
	40%

	Privately Engage
	20
	20%

	Total
	100
	100%


Source: Questionnaire Administered  2025
	From the above table, we could deduce that 30% of the respondents are students while 10% are applicant 40% have been employed while the remaining 20% are privately engaged
(SECTION B)
Question one: What form of promotional method do you prefer?
TABLE ONE
	Alternative 
	No of respondent 
	Percentage 

	Sale promotion
	30
	30%

	Personnel selling 
	20
	20%

	Publicity
	10
	10%

	Advertising
	40
	40%

	Total
	100
	100%


Source: Questionnaire Administered 2025
	It could be observed that 30% of the respondents prefer sales promotion as their promotional method, while 20% prefer personnel selling, and 10% preffer publicity, while the largest percentage is 40% whom preffer advertising.
QUESTION TWO: WHICH OF THE FOLLOWING INFLUENCE YOUR PURCHASING PATTERN?
TABLE FOUR
	Alternative 
	No of respondent 
	Percentage 

	Competitive
	35
	35%

	Demography
	10
	10%

	Political
	15
	15%

	Technology
	20
	20%

	Economic Condition
	30
	30%

	Total
	100
	100%


Source: Questionnaire Administered 2025
	From the above table, we can sees that 35% of the sample size choose competitive as major factor which influence their purchasing pattern, while 10% choose demography and 15% choose political. Moreso 20% of the respondent believe that technology influence their purchasing pattern while 30% state economic condition to be their drive toward purchasing pattern.






QUESTION THREE: DOES CULTURE AFFECT OR INFLUENCE THE CHOICE OF ANY COMMODITY
	Alternative 
	No of respondent 
	Percentage 

	Strongly agree 
	60
	60%

	Partially agree 
	20
	20%

	
	10
	10%

	Not agree 
	10
	10%

	Total
	100
	100%


Source: Questionnaire Administered 2025
	From the above table, we observed that 60% strongly agreed that culture influence/ affect their choice of any commodity, while 20% partially agree 10% of the respondent agree while 10% of the sample disagree.
QUESTION FOUR: DOES ENVIRONMENT HAVE GREATER INFLUENCE IN YOUR BUYING DECISION?
TABLE FOUR
	Alternative 
	No of respondent 
	Percentage 

	Yes 
	60
	60%

	No 
	40
	40%

	Total
	100
	100%


Source: Questionnaire Administered 2025
	The table above shows that 60% of the respondent agree that environment have greater influence in their buying decision, while 40% of the respondent disagree with this statement.


QUESTION FIVE: Do you consider culture before you buy?
Table five
	Alternative 
	No of respondent 
	Percentage 

	Yes 
	70
	70%

	No
	30
	30%

	Total
	100
	100%


Source: Questionnaire Administered 2025
	The table above shows that 70% of the respondents believe in consideration of culture before purchase of a product, while 30% totally disagree.
Question Six: Does promotion motivate you to buy?
Table six
	Alternative 
	No of respondent 
	Percentage 

	Yes 
	90
	90%

	No 
	10%
	10%

	Total
	100
	100%


Source: Questionnaire Administered 2025
	The above table states distinctively that 90% of the respondents believe that promotion motivates customers to buy, while 10% disagree.
4.3	HYPOTHESIS TESTING
	The method use to test the hypothesis is chi-square method test.
	The chi-square method is the method used when we wish to compare in actual (observed) distribution against the hypothesized (expected) distribution. It is also Called “Goodness of fit test”.
	One important point to note is that this test is one of the various non-parameter tests that is, a test that assures no knowledge about the distribution and parameters of the population.
Test Statistic	X2 = ∑ (fo – fe)2
					fe
	Decision rule Reject Ho if X2 calculated is X2 at 5% level of significant.
	Where	X2	= Chi – square
			∑	= summation
			fo	= observed frequency
			fe 	= Expected frequency
	Decision rule/ criterion: take appropriate decision going by the under listed condition thus: Accept Ho, if X2 calculated valued is less than X2 tabulated.
	Attributed: The level of significance (X) is 5% or 0.05 on this study thus.
HYPOTHESIS TEST 1
	Test on the relationship between environmental complexity and promotional tools.
Ho: there is no relationship between environmental complexity and promotional tools.
Hi:	There is relationship between environmental complexity and promotional tools.
	Level of significance = 5% or 0.05.				
	Option
	Observe (fo)
	Frequency expected freq (fe)
	fo-fe
	(fo-fe)2	
	(fo-fe)2 
 fe

	Yes 
	70
	50
	20
	800
	8

	No
	30
	50
	20
	800
	8

	Total
	100
	100
	-
	-
	16


(R = 3.841 (1 degree of freedom)
Calculated value = 16
Critical value 	= 3.841
Degree of freedom = 1
Decision: Since the computed value is 16 greater than the critical value of 3.841, we thus reject the Null hypothesis. Ho and support that there is relationship between environmental complexity and promotional tools.
HYPOTHESIS II
	Test on whether environmental complexity has effect on profit margin of the organization.
Ho:	environmental complexity has no effect on profit margin of the organization.
Hi:	Environmental complexity has effect on profit region of the organization.
	Level of significance – 5% or 0.06
	Option
	Observe 
	Frequency expected freq 
	fo-fe
	(fo-fe)2	
	(fo-fe)2 
 fe

	Yes 
	80
	50
	30
	1800
	18

	No
	20
	50
	30
	1800
	18

	Total
	100
	100
	-
	-
	16


(R = 3.841 (1 degree of freedom)
Calculated value = 16
Critical value 	= 3.841
Degree of freedom = 1
Decision: Since the calculated value is 36 greater than the critical value of 2.841, weather reject the Null hypothesis Ho and accept the alternative hypothesis Hi, which support that environmental compounds has affection profit margin of the organization.
4.4	DISCUSSION OF FINDINGS
	Based on the questionnaires been answer by he customers, it shows that the respondent by sex, the female respondence are greater than that of males, it was 60 females while male were 40. This implies that female were the majority of respondents while by age status it revealed that 5 respondents were 1-17 years while 18 – 30 years were 35 respondents, 31-40 years were 30 respondents 40 – 50 years were 20 respondents and 50 and above were 10 respondents. This revealed that 18-30 years are majority of the respondent.
	It was also shows that the marital on the public analysis revealed that 50 respondents were single, 40 respondents were married while to respondents were widow. This revealed that majority of respondents were single. That is single is the most customer that patronize the supermarket while the education background reveals that HND/BSC holders patronize the supermarket most because must of the product sell in the supermarket is been use by them.
	Respondents strongly agreed that advertising is more preferable to other form of promotional tools. This because majority of the respondents seen advertisement as the best out of the promotional tools because is more understandable.
	Majority of customers of the supermarkets believe that environment have greater influence in their buying decision. There is because majority believe that environment will determine there purchasing pattern.
	Based on the findings, it shows that promotion motivate the majority of the customer to buy. This is because must of the supermarket customers conclude that promotion is among must motivate them to buy.
	Majority of the respondents strongly believe that culture also determine or influence their choice of any commodity. This revealed that most of the supermarket customer believe that they have to consider culture before making any purchase.
	Also majority of the respondents agreed that environment have greater influence in there buying decision. The respondents revealed that there buying pattern mostly determine by the environment. Because environment determine what to buy and when to buy it.
	Finally majority of the respondents consider culture before making their purchase. The respondent revealed that culture also determine third of product to produce or sell in the market. Because each tribe have his own different culture.



CHAPTER FIVE
5.0	SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY
	This chapter although the concluding part of the research study, is most important, Bearing in mind the level of interdependency between the environmental variables, it complexity and the need to achieve the organization promo tool objective and overall business objective of such organization.
	The analysis of the literature review the personal interview the personal interview and the summary of the questionnaire. A manager who has a vast knowledge of the environmental complexity and its implication determine to harmonies it understanding with the choice of the promotional tool. In the promotional aspect of marketing strategy a good knowledge of the environmental determination of the most appropriate promo tools.
5.2 CONCLUSION
In conclusion, marketing practice that does more of its work before launching out it activities. Although the environmental complexities look more in comprehensive the categorization into controllable partially uncontrollable helps its comprehensiveness and adaptability which at the end help the marketing manager to decide on the most suitable and which one will help in achieving the organization objectives promoting tools are up to five but the most appealing of them all is the audio visuals which is more prominent in advertising it is at this end that it is submitted that there is a good relationship between the culture of the people and the kind of advert they want to be exposed to in the life endeavors.
5.3	RECOMMENDATIONS
	At this juncture a comprehensive and critical analysis of this detailed report had given risk to the under listed recommendations which are subject to further criticism if necessary.
	The level of management experience in handling marketing problem cannot be under-estimated hence; a marketing oriented organization should work more on the experience of marketing manager. The marketing departments should pay more attention to researching into the environmental variables and develop a more dependable adaptation strategy; the promotional information and advents should be blended to suit the cultural heritage (Background) of their immediate environment. Although, other marketing environmental complexities affect the choice of promotools. the management should work to harmonize and balance their effect in other achieve the stage goal of the organization. Marketers should understand that environmental variable are not static they also charge. Besides a learning organization should work more on environment scanning which will put them in a better stand.
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