EXAMINED MARKETING STRATEGIES FOR WINNING CUSTOMER IN TELECOMMUNICATION INDUSTRY
(A CASE STUDY OF AIRTEL NIGERIA PLC)
ABSTRACT

This study examined marketing strategies for winning customer in telecommunication industry. It lightened the techniques on the strategies and effect of various marketing strategies in winning customer and stimulate repeat sales. It also goes further to look into identifying the brand AIRTEL can use against other competitors like GLO, MTN. descriptive approach was employed as a means of data collection in proper investigation. 

It appears that consumers product does not exist in isolation in the choice of brand and promotion. Therefore, it should be made flexible in order to cater for changing situation. 
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CHAPTER ONE
1.1 INTRODUCTION TO THE STUDY 


The company’s effort at prevailing among the millions of competitions is surrounded by number of strategies the major factors that brought competition is product. 
A product is anything tangible that can be offered to a marketer for attention acquisition that can satisfy a want or need. 

A product in a competitive market should always be attributed with certain factors for proper identification in that market by the consumers.

The strategies for winning customers include the discovery an exploitation of distinctive advantage over competition. It stands on the principle that a company or a brand should have its own brand or concept of its business and check to achieve superiority over others.  
The competition in the market is one of the key environment tats affect company’s activities to give its target market. The rival or competitor may be directly or indirectly. For this reason, strategies to put in place of suppress this competitor can only effective if proper competitive situation can only effective if proper competitive situation analysis is conducted whether it be product quality method of distribution packaging and advertising skills. 

As some one said “supreme excellence consists of breaking the enemy’s competitor’s resistance without fighting” these various strategies such as product differentiation which includes: pricing.
1.1 STATEMENT OF PROBLEMS 

Supposed our economy is a monopolistic economy issue of competition would not have arrived in the marketing of goods and services but due to the various environmental factors include among producer, producing the same type of product. 

It had turned a market to a competitive ground and some producer find it very difficult to survive in the competitive markets. 

It’s therefore important for management to build an organization culture dedicated to the outstanding and meeting the needs of customers by order to identify companies’ competitors. The company must also recognize that “CONSUMER IS THE KING” company must involve themselves in marketing strategies that will allow them to be better off the other competitors in their target market. 
1.2 OBJECTIVE OF THE STUDY 

This research work will be useful for practical purpose which shows the techniques or strategies for winning customer in a competitive market environment in Nigeria. 


Other purpose of the study is listed below: 

i. To investigate and find out the implication of competitors on the activities of the company (AIRTEL Nigeria Plc).

ii. To know whether the intended strategy serve as the solution to the existing problem(s).
iii. To identify the brand AIRTEL can used against other competitors like MTN, GLO.
iv. To carry-out investigate in affect of various marketing strategies in winning customers and simulate repeat.
(a) The Organization (AIRTEL Plc): - This study will also find useful in AIRTEL Nigeria plc. In order to know the effective strategies to use for marketing its product in the face of other competitors. 

(b) Source of Information: - This study could also be used for further researches as source significant. 
(c) Job Opportunity:  This study will also be useful for employment purpose due to its significant. 
1.4 SCOPE OF THE STUDY 


Without doubt, this study concerns wide area as for the purpose of effectiveness. Thus, the scope of this study covers the following: in term of theory, this study covers the marketing strategies for winning customers in competitive market with emphasis on AIRTEL Nigeria plc. This study covers the communication industry due to the case study of AIRTEL plc. as one of the companies in communication industry geographically. This study covers the whole Nigeria but with emphasis on Ilorin metropolis as the geographical scope. The time coverage of this study shall be considered on the premises of (a) the period of writing the project and (b) time of data gathering. Therefore, time scope of the study shall be June of August of 20. branding. Packaging and effective promotional activities should always be put into consideration so as to surprise and depress the plans of competitors. 

The marketing planning or strategy for wining competitors in the face of the consumers could be seen with the skillful plan that generally cover all the face of marketing. This marketing tactics to win consumers in the market includes the products strategy (price, taste, branding, color, size, packaging product design) pricing strategy (pricing skimming, sales promotion, publicity), physical distribution strategy (direct to consumer, through dealers, wholesaler or retailer) and so on.

Therefore, there are strategic completion of marketing including the following: 

a. Market segmentation 

b. Market position 

c. Marketing mix (product, price, place and promotion) 

d. Market entry strategies 

e. Timing strategy and so on? 


Without doubt, the proper and effective utilization of this strategy would lead to the following for the company in order to have an upper arm in the industry. This benefit includes: 
a. Suppression of competitors 

b. Expansion of market share 
c. Product differentiation and identification among competitors.

1.5 LIMITATIONS OF THE STUDY 


Gathering of all needed data in most studies is usually met with a number of obstacle and constraints.


Financial barriers stand as a big constraint during the exercises and limited full success of this study. This is because a lot of money was required to administer in the conduct of interview, which was based upon book appointment which was not reliable for several days. 

Another constraint is lack of cooperation of some respondents because of their tight schedule particularly the market woman who were always busy attending to their customers thus, often to make a real repeat call. 

However, despite all these constraints, the researches believes that this study shall achieve the desired objectives. 
1.6 DEFINITION OF RELATED TERMS 


A consumer is strictly ultimate use of a product or services. He /she is the one who decide the satisfaction and benefit offered. 
1. MARKET: Market in its literal meaning can be defined by professor A.A. Wicksleed, he said “Marketing is the characterized phenomenon of the economics life and the central problem of an economic situation”. 
2. CONSUMERS/ CUSTOMERS: A consumer / customer is the ultimate user of a product or service satisfaction and benefit from the consumption of the product which in turn either produces utility i.e. satisfaction or not. 
3. COMPETITIVE MARKET: A competitive market is the market in which sellers of the same goods their buyers and make meaningful deals and exchange of a well-defined commodity or product in the same market which in turn create or leads to a health rivalry among the sellers. 
4. ORGANIZATION: This is the organized system or the organized group of people who work in harmony with the aim of achieving the stated goals and objectives which usually is profit.

5. STRATEGIES:  This is the way and method of planning and directing of the whole operation in the organization so as to achieve the stated aim and objectives. 
1.7 PLAN OF THE STUDY 


In view of this research work to be fully comprehend and fully understood. It is as elaborated into different stages and chapters which is as follow:  

Chapter one of this research work is about the background of the study, which tells about research topic, an insight to what the topic will do for firms and organization that will implement it in their organization. 

Chapter two of the research work is an eye opener to what is expected of the topic i.e. who is a consumer is, what is their characteristics and the term and language that surround the topic and also a consumer.

Chapter three of its research work is about the method used in researching of all available data and analysis about this research work. 

Chapter four talks about presenting and analyzing of all available data and information that are been gotten and derived from chapter three. 


Chapter five of this research work is about the summarizing of the findings, our conclusion and also our recommendations in the research topic and implementation of research result to suitable firms and industry. 
CHAPTER TWO

2.0 DEFINITION OF CUSTOMERS/CONSUMERS 


According to Philip Kotter (2003) defined consumer as “the one who make or take the purchasing. Decision over a product of his own personnel satisfaction. Many people have a wrong impression on who is a consumer and who is a customer. Some people view it as poor man and women whose income cannot be enough for them. A consumer can also be a consumer in the product that the customer also could derive his own pure water to the final consumer can also drink the water for his own satisfaction. 

Also, according to Robert Apple by (2005) defined a consumer “any body that is at the end of a production. Process who uses the product and there of derive satisfaction from it. Ugochi (2005) also defined a consumer as “those people who uses goods and services for the direct satisfaction of their wants”. A consumer is services; he is the one who derive the satisfaction a benefit offered by the product. 

Longman Dictionary, defined a consumer “as a person who buys or uses good and services”. 
2.1 CHARACTERISTICS OF A TYPICAL CONSUME 


Having understanding the meaning of consumer, the following are their figures or characteristics: 
1. Those people with needs or wants. Before we can refer somebody as a consumer, he must have a desire which he intends to satisfy.

2.  Those with purchasing power (money) even if there is need such a person must passes money which would serve as a basis for the accomplishment of his desire. 
3. Willingness to spend it such an individual must of ready to spend the money. 


Consumer need a lot of information to establish a set of criteria on which to judge specific brand so that right decision can be taking consumer are taking decision after due consideration a lot of information consumer have limited resources to fulfill the unlimited want. For this consumer will likely to settle for the product that will give best satisfaction with reasonable resources. 

Consumer normally seek information on product alternatives and make selection of the one that will give best to satisfy the maxi or emotion of the moment. 

Realistically, however, consumer rarely have all of the information or sufficient accurate. Information or motivation to make the so-called perfect decision indeed, the consumer generally is unwilling to engage in extensive decision-making activities and will settle, instead for a satisfaction decision one that is good enough for this reason the economic model is often rejected as to idealistic and simplistic.
2.2 THE MEANING OF COMPETITIVE MARKET


Initially, we need to understand who are the competitors in the market. Competitions is one of the external environment factors that affect companies’ activities to serve its target market. Every business organization is surrounded, affected by a host of rivals who may be directly or indirectly. This can only be suppressed by e connecting the competitive situation analysis. 

A market has varieties of meaning due to people perception. According to Ugochi (2005) “he defined market as any area over which buyers and sellers meet to communicate and negotiate to make meaningful deals over well-defined product or commodity”. 

According to Geographers they defined a market as “a physical place where buyers and sellers come into contract. When used to represent the demand for a product, a market refers to people with income or purchasing power and willingness to buy”. According to Adams Smith (1981) defined market to the total amount of buyers and sellers of any goods and services as well as their interaction.

A marketer will define market as a set of people who are willing and able to buy and able to sell a product and services. 


COMPETITIVE MARKET 


This is a market that comprises of buyers and sellers of similar product that could serve as substitute when go a way in creating rivalry among them.

Using AIRTEL as an example, the plan of competitors has to be identified, monitored, supervised and surpassed in order to gain and maintain customer loyalty. The competitors of AIRTEL Nigeria include others involve in communication industry as MTN, GLO, ETISALAT etc (b) sellers of producers of other substitute of AIRTEL services such as fixed wireless e.g. Starcom, multilink and others.   
2.3 CHARACTERISTICS OF A COMPETITIVE MARKET 


Every competitive market possesses the following features or characteristics.

1. Large customers 

2. High percentage of demand 

3. Similar product 

4. Product substitute 

5. Market challenger strategies 

6. Emphasis on promotion 

(1) Large customer: In a competitive market, there is assurance that there are large number of customers who buys a product that does not have substitute. 
(2) High percentage of demand: A product that have high percentage demand are product that are wanting to satisfy the consumers.
(3) Similar product: Similar product is product that series the same purpose that best satisfy the consumer 
(4) Product substitute: A product that services similar purpose (substitute) to a consumer in the absence of one which the consumer used to buy e.g. Milo and Bourn Vita. 
(5) Market Challenger strategies: They are market leader or star product in a market of a firm that has large market scheme other than other competitors will apply in all marketing strategies
(6) Emphasis on promotion: There must be regular promotion for a firm (AIRTEL) who want to have large market share in a competitive market such company must greatly emphasis on promotion.
2.4 THE MEANING OF MARKETING STRATEGIES 


Marketing strategies involves the discovery and exploitation of distinction advantages over competitive. If stands on the principle that a company has a brand should have it own concept for this business and seek to achieve superiority over others. 

Strategies could as well be seen as what to put in place to tender the challengers that can arise from any environment because of internal or external factors. 

Strategies consists of a well thought but series of tactics to make a marketing plan more effective. Marketing strategies serve as the fundamental tools under planning of marketing plan designed to fill market needs and reach marketing objectives plans and objectives are generally tested for measurable result. 

Marketing strategies are marketing goes by which the business unit expert to achieve it marketing decision on the business marketing expenditure, marketing mine and marketing of allocation in relation to the expected environment and competitive condition (Kotler, 2003). 

A marketing strategy often integrates an organization marketing goals, policies and action sequence (tactics) into a cohesive whole similar in various stands of the strategy, which might include advertising, channel marketing, promotion and public relation can be orchestrated. Many companies cascade a strategy throughout an organization, creating strategies tactics that then become strategy goal and develop a set of tactics to achieve that goal. This is why its important to make each strategy goal measurable marketing strategies are dynamic and interactive. 

They are partially planned and partially unplanned see strategy dynamics.

2.5 TYPES OF MARKETING STRATEGIES 


Conventionally, the formulation of strategies has always built product life cycle.  

The share dynamic of making evolution has how ever redefined strategies for firms who want to survive on the logic of both of consumer want and competitors’ position (Oxenfedt and More, 1978)

Marketing strategies many differ depending on the unique situation of the individual business, however, there are a number of ways of categorizing some genuine strategies. A brief description of the most common categorizing schemes is presented below: 

Kotler (1980) distinguishing four generic strategies that companies should adopt. 
(1) Market leader strategy 

(2) Market challenger 

(3) Market followers’ strategy

(4) Market riches strategy 

MARKET LEADER STRATEGY: 


There is always one firm that is acknowledged as the leader in any industry. It is always identified with the following features. 
(a) Has the large market shares 

(b) Lead the others with the price changers 
(c) Introduction of new product 
(d) Large distribution product 

(e) Promotion intensity 

How to become a Market Leader

This redeems to the market penetrations while strategies strengths readers to the firm’s sustainable competitive advantage. The generic strategy frame work (Potur, 1984) comprises two alternative each with two alternative scopes. There are differentiation and low-cost leadership each with a dimension of focus broad or normal. 
(a) Protection of current market though good offensive and defensive actions 

(b) Expansion of total market 

(c) Expanding market shares further even if market size remains constrains. 
MARKET CHALLENGER STRATEGY

The firms that come second, third and at the lower in the industry may be called specific customer’s specialists. Vertical level specialist product line specialist, product feature specialized, quality or price specialist and service specialists. 

The consumer central business. There are many companies especially those in the consumer package good (cpa) market that adopt the theory of running their business centered around consumer shopper and retailer needs. Their marketing department depending quality time looking for growth opportunities in their categories and behaviors on their target consumer shopper and retailer partners. These growth opportunities emerge from changes in market trends, segment dynamics charging and also internal brand or operational business challenges. 


The marketing team can then prioritize these growth opportunities and begin to develop strategies to exploit the opportunities that could include new or adapted products, services as well as change in the 4p’s. 


Real-life marketing primarily revolves around the application of a great deal of common sense dealing with a limited number of factors in an environment of imperfect information and limitation resources complicated by uncertainty partial and uneven. 
2.6 IMPACTS OF MARKETING STRATEGIES ON AN ORGANIZATION PERFORMANCE IN A COMPETITIVE MARKET.

There is a great impact on using marketing to gain or was the target customers in a competitive challenging firm. These runners up firm can adopt one of the two postures. They can attack the leader and other competitors in an aggressive bid for market shares or they play ball and not “rock the best”. The strategies objectives of most challengers is to increase market shares hoping that this will lead to greater profitability all thing being equal. 
MARKET FOLLOWERS’ STRATEGY


Not all runners-up companies will challenge. The lender as the effort involved is for fasting and usually a high-risk venture, some of these companies therefore prefer to follow rather than attack the leaders. 

This is not to say market followers are not without strategies, they must know to hold current customer and also new consumers. 

There are three (3) broad followership strategies namely: 

· Following closely 
· Following at a distance 

· Following selectively

MARKET NICHES STRATEGY 

Every industry has minor firms that specialized in part of the market and avoid classes with the major marketers. These smaller firms occupy market niches that they serve effectively through specialization and which the major is likely to overlook or ignore. The key idea in niches man ship is specification.

The following are some of the specialist markets. The impact could be the following: 
(a) Use of suppress the competitor’s plan 
(b) To prevent an unforeseen circumstance in the environment 

(c) Use to gain more customers 

(d) Having more large market shares 

(e) Protection of the current consumers 

(f) Protection the good will or good reputation 

(g) Minimization of loss 

(h) Aiming at satisfying the people’s need. 

2.7 HYPOTHESIS OF FORMATION 

It is necessary to formulate hypothesis on sales promotion as marketing strategies for survival of small-scale business. 
There are two types of hypotheses namely: 

· Null hypothesis and 

· Alternative hypothesis 

Ho: There is no significant justification that sales promotion can make small business survive.

Hi: There is significant justification that sales promotion as a tool for wining customers in a competitive market 

Ho: Sales promotion is not an effective promotional strategy for sales increase in competitive market industries.

Hi: Sales promotion is an effective promotional strategy for sales increase in competitive market.

CHAPTER THREE
3.0 RESEARCH METHODOLOGY


A research methodology embraces the specification of the steps and procedures employed by research in gathering raw material for data processing. 

According to Donald Trill and Del I. Haring (1999) “Research methodology is the specification of procedure of collecting and analyzing the data necessary to help to solve the problem at hand such that the difference between the cost of obtaining various level of accuracy and the expected value of the information associated with each level of accuracy is maximized”. 

3.1 RESEARCH DESIGN 


The research design used in the study of a combination of personal interview includes Nestle Nigeria plc and their workers while the questionnaires were administered of Nestle customers. 
3.2 RESEARCH POPULATION 


Research population is defined as the whole or total number of people or things man organization in a specified geographical area. 

Also define as the whole set of individuals that from the subject in a particular survey. Peter M. Christnal SI). Another definition has it as the totality of cases that conform with some designated specification. 

Peter M. Chrisnal defined population as “any group of people or object which are similar in one way or the other, and which from the subject of study in a particular survey? 

The following are the method we used for this research work based on AIRTEL Nigeria Plc users. 
(A) PERSONAL INTERVIEW 

The personal interview was held in Ilorin metropolis and those interviews were management and staff of AIRTEL Nigeria plc, customers who make use of the Sira/Network. The researcher makes use of the simple random sampling to select the sample area of five wholesaling and retailing outlets users where large members of these in terms are purchased. 

To select the respondent’s, random sampling method was also employed. The following are the drawn sample area. 

(i) Rushnet communication Network, Taiwo Road, Ilorin. 

(ii) Hasbunallahu ventures, Gari-Alimi Ilorin 
(iii) Abbas and sons’ communication, Area, Ilorin 
(iv) Mrs. Titilay, Gari-Alimi, Ilorin 

(v) Celnet Limited, Offa Garage, Ilorin 
(B) QUESTIONNAIRE 

This a list of question pertaining to the research and given to the expected respondent to answer. Here, the research avoids too much difficult and ambiguous questions. This researcher also create room for the expression of view and feelings of the respondent(s) regarding the study. 
3.3 SOURCES OF DATA COLLECTION 

In order to collect and gather adequate valuable and reliable information for this study, both primary and secondary sources of data collection were used. 
(1) PRIMARY SOURCE 


This consist of data that has been used before but specifically meant for the study under the source. Personal interview and questionnaire method were used with personal interview; the researchers personally interview some staff and customers of AIRTEL plc with an unstructured question made to gathers valuable information. In order words, questionnaire was done structure with some related questions concerning the major concepts.  
(2) SECONDARY SOURCE 

These are data already in existence that has been used by somebody else for his/her own reason through this source some method under the source is published text books, information used for the purpose of gathering adequate and reliable data.

In conclusion, for the purpose of this research work and study, primary source is used to gather information which is personal interview form staffs and customers of AIRTEL Nigeria plc and questionnaire were used. 

3.4 DATA PRESENTATION AND ANALYSIS TECHNIQUES 


This chapter (3) is aimed at presenting data collection analysis and making proper presentation with view to ensuring that the objective of research is accomplished. 

The researcher was able to gather some information through the use of questionnaire and personal interview.  

These were administered in the case study, in order to facilitate easier distribution of questionnaire. A total number of 250 (two hundred and fifty) questionnaire were administered and 225 (two hundred and twenty-five) out of it were keep properly by the respondents and collected which serve as a basic for statically analysis. The data were presented in table using ratios and percentages. The data were analyzed using the X-square method. 
CHAPTER FOUR
4.0 DATA PRESENTATION AND ANALYSIS


In this chapter, all the raw data gathered through the use of method stated in chapter three would be presented and analyzed. 

One hundred and twenty questionnaires were administered to the customers and due to the technicalities involved in drafting the questionnaire, all the topics were fully completed and returned. 

The responses of the respondents that are qualified table were tabulated below:  
Table 1: Distribution by Sex Respondents 

	Response
	Frequency 
	Percentage 

	Male 
	48
	40%

	Female 
	72
	60%

	Total 
	120
	100%


Source: RESEARCHER’S SURVEY, 2025
The above table, table 1 shows that 40% of the total respondents were male, which 60% were female.

Table 2: RESPONDENTS ON MARITAL STATUS 

	Responses
	Frequency 
	Percentage 

	Married 
	30 
	25%

	Single 
	45
	3.7.5%

	Widow 
	20 
	16.7%

	Divorces 
	25
	20.8%

	Total 
	120 
	100%


Source: Researchers Survey 2025
Table 2 above shows that 25% were married. 3.75% were Single and 16.7% were Widow, while 2.08% were divorced. 
Table 3: AGE GROUP RESPONDENTS
	Responses
	Frequency 
	Percentage 

	18-20 years 
	20
	16.75%

	21-30 years 
	51
	42.5%

	31-40 years 
	15
	128.5%

	41 and above
	34
	28.3%

	Total 
	120
	100%


SOURCE: Researcher’s Survey, 2025

Table 3 shows the age group of the respondents according to the table, 16.75% of the respondents 21-30 years of age, 12.5% fall between 31-40 years of age and 28.3% above 41 years of age. 

TABLE  4: OCCUPATION OF THE RESPONDENTS 

	Responses
	Frequency 
	Percentage 

	Students 
	40 
	33.3%

	Civil servants 
	45
	3.7.5%

	Housewives 
	20 
	16.7%

	Self-employed 
	15
	12.5%

	Total 
	120 
	100%


SOURCE: RESEARCHER’S SURVEY, 2025

The table above shows that out of the total respondents, 33.3% were students, 37.5% were civil servants, 16. 7% were house wives and 12.5% were self-employed. 
Table 5: MONTHLY INCOME LEVEL OF RESPONDENTS

	Responses
	Frequency 
	Percentage 

	Below #10,000
	35 
	29.1%

	#10,000 -#15,000
	30
	25.00%

	#16,000-#20,000
	20 
	16.7%

	#21,000-#25,000
	15
	12.5%

	Above #26,000
	20 
	16.7%

	Total 
	120
	100%


SOURCE: RESEARCHER’S SURVEY, 2025
This table shows that 29.1% earned below #10,000, 25% of them earned between #10,000-#15,000, 16.7% of them earned between #15,00 -#20,000 while income earners between #21,000 -25,000 were between 12.5% and 16.7% of them are those who earn between #26,000 and above.
Table 6: RESPONDENT SHOWING FACTORS INFLUENCING 

	Responses
	Frequency 
	Percentage 

	Quality 
	20
	16.6%

	Price 
	30
	25.00%

	Availability 
	20 
	16.67%

	Brand Name 
	20
	16.7%

	Durability 
	30 
	25%

	Total 
	120
	100%


SOURCE: RESEARCHER’S SURVEY, 2025


This table shows that 16.67% of the respondent shows quality of AIRTEL plc 25% showing price, 16.6% shows availability, 16.67% shows brand name and 25% shows the durability as what attracted the product. 
Table 7: OPINION DISTRIBUTION OF RESPONDENT ON THE AWARENESS OF AIRTEL NIGERIA PLC. EXISTENCE. 
	Responses
	Frequency 
	Percentage 

	Sales promotion 
	40 
	33.3%

	Friends/Neighborhood
	15
	12.5%

	Personal observation 
	20 
	16.7%

	Advertising 
	45
	37.5%

	Total 
	120 
	100%


SOURCE RESEARCHER’S SURVEY, 2025

This table shows how the consumers of AIRTEL’s product became aware through advertising and 16.75% by personal observation, while 12.5% through friends and 3.33% through sales production. 
Table 8: OPINION DISTRIBUTION OF RESPONDENT ON THE PRICE OF AIRTEL PRODUCT.
	Responses
	Frequency 
	Percentage

	Very Exorbitant
	_ 
	_ 

	Moderate 
	80
	6.67%

	Uncontrollable 
	40
	33.3%

	Total 
	120
	100%


SOURCE: RESEARCHER’S SURVEY 2025

From the above table, it would be seen that 66.7% of the respondents declared that the price of AIRTEL product is moderate while 33.3% opted that their prices is very exorbitant. 
Table 9: OPINION DISTRIBUTION OF RESPONDANT ON THE FACTORS INFLUENCE YOUR PARTICIPATION IN VARIOUS SALES PROMOTION ORGANIZED BY AIRTEL NIGERIA PLC.

	Responses 
	Frequency 
	Percentage 

	Wiring the price 
	78
	65%

	Just furniture it 
	42
	35%

	Total 
	120
	100%


SOURCE: RESEARCHER’S SURVEY, 2025

This table shows that respondents aimed at participating in sales promotion is 65% while those for just for fun of it are 35%. 
Table 10: OPINION DISTRIBUTION OF RESPONDENT ON YOUR VIEW ABOUT THE SALES PROMOTION OF AIRTEL PRODUCE.

	Responses 
	Frequency 
	Percentage 

	Quite interesting 
	7o
	58%

	Non-interesting 
	50
	46.2%

	Total 
	120
	100%


SOURCE: RESEARCHER’S SURVEY, 2025
   
The above table shows that 58.3% represent who believed that sales promotion of AIRTEL Nigeria Plc. is quite interesting while 46.2% of the respondents believed that they are not rewarding and non-interesting. 
Table 11: OPINION DISTRIBUTION OF RESPONDENT MOTIVATION THAT MAKES CONSUMERS TO BUY MORE 

	Responses 
	Frequency 
	Percentage 

	Yes 
	9o
	75%

	No 
	30
	25%

	Total 
	120
	100%


SOURCE: RESEARCHER’S SURVEY 2025

The table above shows that there was 62.5% responded about trade deal and also 37.5% on consumers.
4.1 ANALYSIS OF DATA COLLECTION 


The analysis of data collected will be based on: - 
(1) ADVERTISING:  Consumer response to sales promotion is often strongly influenced by the degree of advertisement carried and awareness about the campaign of sales promotion. 

(2) PROMOTION MATERIAL OR PRICE: - This is also important factor gathered since most of their participial in it purposely to win the price.
(3) MANAGEMENT OF SALES PROMOTION EFFORT: - The degree responsiveness of consumer to sales promotion depends solely on management contribution to it to make program interesting and rewardable because most of the consumer believes it’s dubious while others consider their price unstable. Therefore, this factor affects the degree of consumers responses to sales promotion.
4.2 TEST OF HYPOTHESIS 


Testing of hypothesis is to carry out through the use of chi-square method with the level of significant. 

The hypothesis one will be tested from table 4.5 


There is no significant justification that sales promotion can make small business. 
Survive. 

	Variables
	No of Respondent 
	Percentage 

	Yes 
	100
	120

	No
	80
	105

	Total 
	180
	225


Chi: Square – Σ (0-e)2‑ 




       e
level of significant 5% = 0.05 (1-0.05)






=0.95

Degree of freedom  




(r-1)

(c-1)




(2-1)

(4-1)





= 1x3





=3

Expected value 

Expected (i) 100/180x225 = 125 



     (ii) 80/180 x225 = 100


      (iii) 20/45 x225=100



       (iv) 25/45 x225 = 125

	0
	E
	0-e
	(0-e)2
	(0-e)2
   e

	100
	125
	-25
	625
	5

	80
	100
	-20
	400
	4

	20
	100
	-80
	6400
	64

	25
	125
	-100
	10,000
	80

	
	
	
	
	153


Calculate 153
Table value = 7.815

Degree of freedom =3

Decision: We decide to reject the null hypothesis CHo and the alternative hypothesis will be accepted.

Hi: since the calculated value is greater than the tabled value.

HYPOTHESIS TWO
Hi testing on the fact that sales promotion is an effective promotional strategy for in increase small scale industries. 

Ho sale promotion is not an effective promotional strategy of sales increase in small-scale industries. 

The hypothesis two will be tested from table 4.14 
	Variables
	No of Respondent 
	Percentage 

	Female 
	110 
	125

	Male 
	90
	100

	Total 
	200
	225


Chi –square = Σ (0-e)2




e

Level of significant 5% = 0.05 (1-0.05)







=0.95

Degree of freedom = 3




(r-1)

(c-1)




(2-1)

(4-1)




= 1x3




=3


Expected value 
Expected (i) 110/200x225 =123.7



    (ii) 90/200x228 = 101.3



   (iii) 15/25 x225 = 135



   (iv) 10/25 x225 = 90

	0
	E
	0-e
	(0-e)2
	(0-e)2
   e

	110
	123.7
	-13.7
	187.7
	1.5

	90
	101.3
	-11.3
	127.7
	1.3

	15
	135
	-120
	14400
	106.7

	10
	90
	-80
	6400
	71.1

	
	
	
	
	181


Calculate value = 181 
Table value = 7.815 

4.3 HISTORICAL BACKGROUND OF AIRTEL   

The AIRTEL Nigeria Plc formerly known as Celtel Nigeria the company was established in 2008 by a group of institutional and private investors as well as three state government.

It made history on August 5, 2011 by becoming first telecom operator tog launch commercial G.S.M services in Nigeria, in 2006.

On August 1, 2008, Celtel Nigeria was rebranded to AIRTEL Nigeria following the global acquisition of Celtel international by MI.C. Group, which transformed to AIRTEL group. 


AIRTEL Nigeria which currently covers 1,500 town and 14,000 communities across the sin geo-political zones of the country scored a series of many other “first in the highly competitive Nigeria telecommunication market including the first to introduce #500 recharge card, first to commence emergency service (999), first to introduce free SMS and first to introduce monthly free airtime bonus.
CHAPTER FIVE

5.0 SUMMARY OF FINDINGS 


This project is an effort in finding out the strategies of winning customers in a competitive market. Its limitation notwithstanding the result has confirmed the original hypothesis that “the strategies of winning customer in a competitive market” are the project (branding, packaging, promotion, effective pricing). This can be used to win customers in the markets of millions of competitors. 

For example, branding comprises of colors, symbols and some other features is used purposely for product for winning, the AIRTEL has a promotion as a tool for winning the AIRTEL has to involve in various types of promotion such as sales promotion, giving bonus credit to subscribes, free air time, free SMS etc. 
5.1 CONCLUSION


It is anticipated that this study and the result can be of increase benefit to all communications industries as a whole. In concluding this work, the researcher would like to say that consumer products do not exist in isolation in the choice of branding and promotion as the strategies of winning them. It also exists in other classes of product. It is seen that everybody in Ilorin township of Kwara State is a part of AIRTEL users from definition and description in chapter two, it is seen that various strategies that’s usually employed by the communication industry especially the manufacture of AIRTEL pack (line) helps the consumer in making their brand choice. 

The researcher therefore agreed that the impact or benefit of strategies on consumers preference for brand has contributed immensely to the marketability of the AIRTEL sim pack and recharge cards. 
5.3 RECOMMENDATIONS 


A good system of strategies for the purpose of winning customer in a competitive market should be made flexible in order to cater for changing situations. 


Having analyzing the various strategies available in chapter two for winning consumer by AIRTEL plc. The researcher is not in the opinion that the constant review of those strategies should be put in place as a way of updating and reviewing it to meet up with current standard and economy and social status of the consumers.  

Generally, marketers of communication network should always adhere to measure the effectiveness on failure of this service of this service on the consumer.

Branding and promotion, effective advertisement, considerate pricing (making the recharge card available always with an affordable price), render best network services. If all these could be maintained, it will help to differentiate their services from other competitors of the same services with a creditable striving force to maintain the quality of their services.
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