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CHAPTER ONE
1.0 INTRODUCTION
1.1 Background of the study
The growing managerial importance of sales promotion has generated a great deal of research on how sales promotion affects profitability (Loudon and Bitta, 2002; Perreault and McCarty, 2002; Schiffman and Kanuk, 2004). There is no doubt sales promotions have become a vital tool for marketers and its importance has increased significantly over the past 2 decades. In Ghana, sales promotions expenditures by various companies is estimated to be in thousands of Ghana cedis and the emphasis on sales promotion activities by the various industry players continue to increase year on year (Hinson, 2005). It is an important component of an organization’s overall marketing strategy along with advertising, public relations, and personal selling (Schiffman and Kanuk, 2004). Sale promotion acts as a competitive weapon by providing an extra incentive for the target audience to purchase or support one brand over another. It is particularly effective in spurring product trial and unplanned purchases (Aderemi, 2003).
As presented by Achumba (2002), sales promotion refers to marketing activities, other than personal selling, advertising and publicity that stimulate consumer purchasing and dealer effectiveness, such as displays, shows and expositions, demonstration etc. Sales promotion has been defined as a direct inducement that offers an extra value or incentive for the product to the sales force, distributors or the ultimate consumer with the primary objective of creating an immediate sale (George, 1998). Elsewhere, Strang (2006) reviewed major trends in the management of sales promotion in a sample of U.S. package goods companies. He documented the shift of funds from advertising to sales promotion budgets. However, the author did not explore specific promotions nor specific success factors associated with promotions. Analyzing Nielsen data, Peckham (1998) observed thousands of individual promotions. He concluded that sales promotions are most effective in stimulating sales during the introductory and growth phases of the brand's life cycle. Peckham further asserted that sales promotions frequently mortgaged the brand's future sales and he doubted the profitability of many sales promotions. Similarly, Lembeck (1999) found that only 40% of sales promotions are effective but there was no definition of success or effectiveness. Other studies suggest that sales promotions do not have a constant or continued effect on volume of sales of a firm which tend to diminish and come at the initial level at which it was before the sales promotion is being offered (Dekimpe et al. 1999; Pauwels et al. 2002; Srinivasan et al. 2000). Still some researchers argue about the usefulness of sales promotion, that whether it promotes the long term growth and profitability among brands for which it is projected is not compulsory (Kopalle, Mela and Marsh, 1999). In contrast, a study conducted by Ailawadi and Neslin (1998) revealed that sales promotions motivate the consumers to make immediate purchases and also positively impacts the consumption volume. In the midst of the above controversies, this research sought to examine the rational for sales promotion on organizational profitability using Nestle Foods Nigeria as case study.
 1.2 Statement of the Problem
Although several sales promotions are conducted each year by manufacturing companies, promotion managers are frequently confronted with the challenge of defending the question of the impact of sales promotions activities on the profitability of the firm. A review of literature also shows that much of the previous research in sales promotion has focused on the consumer or retail trade response to promotions but has not incorporated the effect of sales promotion on profitability (Kopalle, Mela and Marsh, 1999; Ailawadi and Neslin, 1998; Dekimpe et al. 1999; Pauwels et al. 2002). For instance, Lembeck (1999) suggested that only 40% of trade promotions are effective but there was no definition of success or effectiveness.
As noted by Blattberg and Neslin (2006), sales promotions are effective demand boosters that do not incur the risks associated with new products. According to Hanssens et al. (2001), sales promotions are relatively easy to implement and tend to have immediate and substantial effects on sales volumes. Consequently, the relative share of promotions in firms’ marketing budgets continues to increase (Currim and Schneider, 2009). However, sales promotion rarely have persistent effects on sales, which tend to return to pre-promotion levels after few weeks or months (Dekimpe et al. 2009; Nijs et al. 2001; Pauwels et al. 2002). Consequently, promotion’s effectiveness in stimulating long-term growth and profitability for the promoted brand is in doubt (Kopalle et al. 1999). In line with the above this study sought to examine the rationale of sales promotion on the profitability of Nestle  plc
1.3 Objectives of the study
This study generally sought to examine the significance of sales promotion on profit maximization of Nestle plc. The specific objectives entail:
I. To examine sales promotional activities used by Nestle plc.
II. To examine the relationship between sales promotion and financial performance of Nestle plc.
1.4 Research Questions
The following research questions shall be investigated:
I. What sales promotional tools are used by Nestle plc?
II. What is the relationship between sales promotion and financial performance of Nestle plc?
1.4 Research Hypothesis
H01: There is no significant relationship between promotional tools and sales promotion
HO2: There is no significant relationship between sales promotion and financial performance 
1.5 Significance of the study
This study is significant in three respects. First is its contribution to the practice industry; as presented in the background statement, many managers particularly those with less appreciation for marketing continue to challenge the excessive budget expenditures in the area of sales promotion. This study is expected to engender further discussion and probably provide some answers regarding the effect of sales promotion on firm profitability. The findings will provide a solid reference point for many marketing managers to defend allocations made to sales promotion activities. The contribution of this study to the economy though arguable can be seen in the adoption of promotional tools that create value for customers. Since the primary objective of every sales promotion to influence sales and trial of new products, it is expected that increased sales will trickle down into profits “ceteris paribus”. By extension, government generates revenues from taxation. The contribution of this study to academia is also not in doubt as it provides a good premise for future research. It also adds to existing literature on sales promotion and its effects on firm profitability.
1.6	SCOPE OF THE STUDY
This research work is centered on the impact of sales promotion in the achievement of co-operate objectives in business organization in Nigeria. This research work will cover the manufacturing industry using Nestle industry as references point of firms. 













CHAPTER TWO
LITERATURE REVIEW
2.1 Introduction
The previous chapter addressed issues relating to the background of the study, problem statement, research objectives and research questions, significance of the study, scope and limitations of the study. This chapter deals with review of empirical work on sales promotion and organizational performance. The chapter commences with definition of key constructs. This is followed by forms of sale promotion and subsequently the impact of sales promotion on performance.
2.1.2 Sales Promotion Concept
Despite being widely used in the management sphere (Bertrand, 1998; Wierenga & Soethoudt, 2010), sales promotion has scarcely been explored in the academic field (Alvarez & Casielles, 2005; D'Astous & Landreville, 2003). The widespread use of consumer sales promotions in product management has sparked considerable debate over their effectiveness. Critics argue that sales promotions are ineffective as they make consumers more promotion prone, resulting in market share losses in the long run (Ehrenberg et al., 1994; Totten and Block, 1987). Meanwhile, the term “promotion” means different things to many people depending on the context and discipline being used. That is, the concept is used ordinarily here to mean an element of a “marketing mix”. In one sense, it denotes any technique designed to sell a product (Ricky et al, 2005). To others, it refers to any attempt by a seller to influence a buying decision (Blanchard et al, 1999). Like promotion, the marketing concept of “sales promotion’ has also been numerously conceived by many scholars. Equally, Blanchard et al (1999) also opine that sales promotion as “the array of short-term promotional techniques that marketers use to stimulate an immediate purchase”. Likewise, sales promotion can be described as materials that act as a direct inducement, offering added value, or incentive for the product, to resellers’ sales persons or consumers. The International Chamber of Commerce (ICC) defines sales promotion as "Marketing devices and techniques which are used to make goods and services more attractive by providing some additional benefit, whether in cash or in kind, or the expectation of such a benefit " (Boddewyn & Leardi, 1989, p. 365). Similarly, Smith (1998) opined that there are three main categories of Sales Promotion:
• Consumer promotions (premiums, gifts, competitions and prizes, e.g. on the back of breakfast cereal boxes)
· Trade promotions (point-of-sale materials, free pens and special terms, diaries, competition prizes, etc)
Sales promotions are comparatively easy to apply, and are likely to have abrupt and considerable effect on the volume of sales (Hanssens, Parsons and Schultz 2001). Resultantly, according to Currim and Scheinder (1991) the finances of companies regarding the marketing increase constantly. Research conducted by Ailawadi and Neslin (1998) had revealed that consumer promotions affect the consumers to purchase larger amount and consume it faster; causing an increase in sales and ultimately profitability. A study conducted by Hanssens et al. (2003) depicts that the effects of sales promotion on firms’ revenue which they call as first line performance, firms’ income which is bottom line performance and on market to book value ratio which is named as firms’ values is encouraging for the short term. While in the long run the sales promotion is positive for top line performance but it is negative for bottom line performance and firm’s value (Hanssens et al. 2003).
This work adapts the definition of the International Chamber of Commerce (ICC) as a working definition. This is because it is more concise and simpler to comprehend.
2.1.2. Types of Sales Promotion
Previous studies on the effectiveness of consumer sales promotion have focused on monetary sales promotions (Dhar and Hoch, 1996; Hoch et al., 1994). However, in practice, both monetary and non-monetary sales promotions are used widely (Tellis, 1998). There are important differences between these two types: monetary promotions (e.g. shelf-price discounts, coupons, rebates and price packs) tend to provide fairly immediate rewards to the consumer and they are transactional in character; non-monetary promotions (e.g. sweepstakes, free gifts and loyalty programs) tend to involve delayed rewards and are more relationship-based. In assessing the effectiveness of sales promotions, it is necessary look at the various types of sales promotion.
2.1.2.1. Coupon
In most cases, one method of sales promotion featuring a certificate that entitles the bearer to stated savings off a product’s regular price is called in promotional mix as “couponing”. It is argued that, this may be utilised to motivate customers to try new product, to attract customers away from competitors, or to induce current customers to buy more of a product (Ricky et al., 2005). This implies that, with the utilisation of promotional mix’s effort of couponing, product and service offering firms. In essence, the sales promotional technique of “couponing” ensures development of brand loyalty. In that, as a technique, it ingeniously attracts customers from brand competitors. By so doing it induces current customers to buy more. This invariably develops customers’ recognition of, preference for and insistence on buying the product with same brand name.
2.1.2.2 Point-of-Purchase Displays
In order to draw attention of many customers to a particular product’s brand, many business organizations employ the use of “point-of-purchase” (POP) technique. This is a type of sales promotion in which a “product display” is so located in a retail store so as to encourage consumers to buy the product (Ricky et al., 2005).
This implies that, POP displays and demonstrates products (Guinness) at the point where it can be purchased. More important, in this day of advancement in technology, this can be equally achieved with the use of the internet. Here, the Retail outlet can open a web site where prospective customers can view new displays from time to time. The implication here is that, customers do not necessarily have to personally visit retail stores before they can have access to products being displayed for the first or continuous times.
2.1.2.3. Premium
This is a method of sales promotion in which some items are offered free or at a bargain price to customers in return for buying a specified GGBL product. This technique therefore offers a product for free or at a lower price to induce the customers to buy. Mostly, the effective premiums are closely tied to the product or brand being sold (Blanchard et al., 1999). In some instances, free samples of the product are offered free to customers in order to enable them try the product. They may be given out at local retail outlets (Ricky et al, 2005). It must however be noted that, “premiums” may not work as well as originally hoped, since some customers may switch to a competitor’s brand to get the premiums that company is offering”. 
2.1.3. Objectives of Sales Promotion
The most important objective of sales promotion is to bring about a change in the demand prototype of products and services. Essentially, sales promotion has three precise objectives. First, it is meant to give significant marketing information to the prospective buyers. The second objective is to induce and influence the potential buyers through convincing measures. Thirdly, sales promotion is meant to operate as an influential tool of competition. The specific objectives of sales promotion according to Jain, (2014) are:
Add to the stock of the dealers: Dealers like wholesalers and retailers usually deal with a multiplicity of goods. Their selling activity becomes easier when the manufacturer supplements their efforts by sales promotion measures. When a product or service is well supported by sales promotion, dealers are automatically induced to have more of such items.

ii. Attract new customers: Sales promotion measures also play an important role in attracting new customers for an organization. Typically, new customers are those persons that are won away from other firms. Samples, gifts, prizes, etc. are used to encourage consumers to try a new brand or shift their patronage to new dealers.
iii. Helps the firm to remain competitive: Most of the companies undertake sales promotion activities in order to remain in the competitive market. Therefore, in the modern competitive world no firm can escape the responsibility of undertaking sales promotion activities.
iv. Increase sales in off-seasons: Many products like air-coolers, fans, refrigerators, air-conditioners, cold drinks, room heaters, etc. have seasonal demand. Manufacturers and dealers dealing with such type of goods make every effort to maintain a stable demand throughout the year. In other words, firms try to encourage the purchase of such goods in off-seasons also. That is the main reason behind discounts and off-season price reductions of such items in the market during slack seasons.
v. Induce existing customers to buy more: Sales promotion devices are most often used to induce the existing customers of a firm to buy more. Product development, offering three products at the cost of two, discount coupons, are some of the sales promotion devices used by firms to motivate the existing buyers to buy more of a specific product.
vi. Introduce new products or services: Sales promotion is often used to motivate prospective consumers to try new products and services. Dealers are also induced to introduce new products and services in the market. More often than not, free samples are provided through dealers during such introduction. Likewise, discounts in cash or goods may also be offered to dealers to stock new products or deal with new services. Free samples, trade discounts, cash discounts are basically sales promotion measures.
2.1.4. Impact of Sales Promotion on Organizational Performance
The effect that sales promotions have on the organizational performance according to;
Odunlami and Ogunsiji (2011) are:
i. Building brand loyalty: Sales promotion helps to build brand loyalty by giving the seller the chance to draw a loyal and profitable set of customers which provides sellers some protections from competition and greater control in planning their marketing mix (Shira, 2003)

ii. Encouraging off season buying: Sales promotion has also encouraged off season buying especially during the festive periods, people tend to buy more of a particular product because of the added value, compared to normal season.
iii. Encouraging purchase of large size unit: Sales promotion consists of diverse collection of incentive tools, mostly short term designed to stimulate quicker or greater purchase of products or service by consumer e.g. the use of premiums, product warranties etc. stimulate consumer purchase in larger quantities (Rotimosho,2003 as cited in Odunlami & Ogunsiji, 2011)
iv. Generating trials among non-users: Trials among non-users of a product are generated through invitation of potential purchasers to try the product without cost or little cost with the hope that they will buy the product.
v. Influencing retailers to carry new items and higher level of record: Sales promotion persuades retailers to give shelf freedom to original products. Companies provide retailers with financial motivation to stock novel products.
Categorically, sales promotion has been seen to centre on customer relationship management, free gifts, free sample, and price discount. If an organization successfully gear sales promotion techniques, it will not only push large purchase but it will also boost the sales performance of a company, consistently leading to the realization of the declared objectives.
2.1.5.	Factors Affecting the Promotional Mix
Promotional mix varies from product and company to another. Advertisement as well as personal selling product and service and augment by sales promotion. The brand image for the organisation is often positively developed by public relation. A company though may decide not utilize the four sales elements. Several factors determine the promotional mix to be chosen by a firm, namely: the nature of product, stages of the product life style, the type buying decision, the push and pull strategy among others (Lamb et al, 2014).
2.1.5.1.	Nature of Product
The characteristic of a product can affect communicational mix. For example, product can be group as either a business or a consumer product. True that goods are either customer-tailored to specification, they are meant for mass production. Advertising still plays a vital role in promoting business goods. General awareness and interest are generated in media trade by advertisement. Contrarily, consumer goods need not custom-made and should have a company’s representative to sell them. Thus consumable goods are sold solely by advertising to build brand familiarity. The sales promotion, brand name and packaging are about twice as essential to the buyer as they for the products (Lamb et al, 2014).
2.1.6.	Stages in the Product Life Cycle
The production level plays an important role in promotional mix designing. The introduction stage aims at informing the general public about the existence of the product i.e. the target audience. Extensive and public interactive determine the reaction of consumers to a class on trial of the product and how well retailers see the product. Growth stage is meant to persuade the target audience to increase buying. Through promotional activity, intermediaries are used to make products available to buyers and compete with rivals. At the maturity stage aggressive advertising campaigns sale promotion in the form of discount and coupons direct and remind customer or target audience about the commodity. Low sales and losses occur at the decline stage of the product life cycle. Little money is spent on promotion. Most marketers do new product development and the reintroduce the product into the market (Bovee et al. 2013).
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Figure 2.1: The Product Life Cycle
Source: Bovee & Thill (2013)
2.1.6.2.	The Pull and Push Strategy
The relation to a push or pull communication strategy will be utilized or not constituted the last factor affecting the promotional mix. Wholesalers and retailers are persuaded and convinced to buy and sell product. When manufacturers resort to the use of aggressive selling and trading advertisements. This strategy is called push strategy. The wholesaler has to push the products forward in order to have the retailer to handle the product. The consumer then buys the “pushed” products (Lamb et al, 2014). At the other end of the process, the push strategy encourages the stimulation of the distribution of the products. Instead of targeting the wholesaler in the distribution network, attention is focused on the end consumer or opinion leaders. When faced with rising demand, order is rather placed on the “pulled” merchandise by wholesalers (Kurtz et al. 2011).
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Fig. 2.2: The Pull and Push Strategy
Source: Kurtz et al. (2011)
2.1.7.  Models on the effects of Sales Promotion
There are very few models that explain cross-cultural consumer behavior but some models have gained acceptance and are widely referred in the literature. The models regard culture as one of the potent factors responsible for consumer behavior.

2.1.7.1.  A-B-C-D model
Raju (1995) has developed a framework known as A-BC- D paradigm to study and understand consumer behavior. The acronym A-B-C-D stands for the four stages of the paradigm namely access, buying behavior, consumption characteristics and disposal. Access is the first step of the paradigm which refers to providing the physical and economic access of the products and services to consumers within a culture. The buying behavior refers to all the factors like perceptions, attitudes and consumer responses having effect on the decision making and the choices available within a culture. The third stage which is consumption characteristics refers to the type of products and services consumed within a culture and depend on the cultural orientation, social class, reference group and patterns of urban versus rural sector consumption. The last stage of the paradigm disposal refers to the resale, recycling and remanufacturing, social and environmental considerations of product disposal. The customers world over are becoming environmentally conscious and so marketers need to be socially and environmentally responsible.
2.1.7.2 Manrai and Manrai model
Manrai and Manrai “structure the cultural component of the person in terms of marketing communications (sales promotion) act as a moderator of the effect of culture on consumer behavior and can even influence the consumer attributes and processes, and the cultural components of behavior in consumer behavior domains” (Moiij, 2004). The culture is influenced by the income and in turn gets influenced by the culture. The ‘who’ refers to what the people are. The components of ‘who’ are self-study of what a person thinks who he is, his identity, image, attitudes and the lifestyle. The ‘how’ refers to the processes that influence peoples’ thinking, perception, learning and motivation. The self is shaped by culture and in turn, it strongly influences social behavior through individual’s perceptions, evaluations and values. The self is the intermediary variable for understanding behavior.
2.1.8. Sales promotion and Performance Evaluation
Performance measurement across a range of critical success factors is critical to the survival of every business. Performance measures provide a set of mutually reinforcing signals that direct managers’ attention to the important strategic areas that translate to organizational performance outcomes (Dixon et al., 1990). The theoretical background used to conceptualize firm performance on this study was the stakeholder’s theory (Freeman, 1984). Although other theories (i.e. goal accomplishment, the effectiveness of structures and processes or environmental adaptation) could be used to define firm performance (Kanter & Brikenhoff, 1981), stakeholder’s theory was chosen for three reasons. First, this theory was recently employed by different authors (Agle et al., 1999; Kaplan and Norton, 1992; Venkatraman and Ramanujam, 1986; Waddock And Graves, 1997) to conceptualize performance.
Second, it allows one to define firm performance with financial and social aspects, as suggested by Venkatraman and Ramanujam (1986) and Combs, Crook and Shook (2005). Third, the concept of firm performance that stems from this theory provides a clear basis for defining the construct boundaries and measures. Measuring performance under this perspective poses that a firm is as efficient as its ability to respond to its stakeholder’s requirements. So, to measure performance it is necessary to identify the firm’s stakeholders and its demands (Connolly et al. 1980; Hitt, 1988; Zammuto, 1984). Mitchell, Agle and Wood (1997), based on a wide review on stakeholder’s management, present a model to define the main stakeholders of a firm. They do not state, but rather suggest that investors, employees, customers, community and government are the relevant parts that a firm must manage. So, high performing firms are the ones attending the demands of investors, customers, employees, government and the society.



2.2. THEORETICAL FRAMEWORK
2.2.1. Congruency theory and Sales Promotion
The basic principle of congruency theory is that changes in evaluation are always in the direction that increases congruity with the existing frame of reference (Osgood and Tannenbaum, 1995). In other words, people have a natural preference for consistent information. The principle has been examined in many marketing contexts, including studies of brand extensions and advertising appeals. Applying the congruity principle to sales promotions, it is expected that sales promotions will be more effective when they provide benefits that are compatible with the benefits sought from the promoted product. For example, Dowling and Uncles (1997) suggested the effectiveness of loyalty programs is enhanced if programs benefits directly support the value proposition of the brand. Roehm et al. (2002) went on to show that loyalty programs are indeed more successful if they provide incentives that are compatible with the brand.
Congruency effects for consumer sales promotions were directly tested and confirmed by Chandon et al. (2000), who showed that: monetary promotions are more effective for utilitarian products as they provide more utilitarian benefits, which are compatible to those sought from utilitarian products; and non-monetary promotions are more effective for hedonic products as they provide more hedonic benefits, which are compatible to those sought from hedonic products. For example, price cuts are more effective than free gifts for influencing brand choice of laundry detergent (i.e. a utilitarian product), whereas sweepstakes are more effective than price cuts for influencing brand choice of chocolates (i.e. a hedonic product). However, it is noted that there are other factors that may have an impact on the congruency effects, including the product life cycle, purchases situations and consumer demographics. Another possible factor, and the focus of this study, is culture at the ethnic-group level.
2.2.2. Planned Behavior Theory
The relevant theory of the paper is Planned Behavior Theory. According to the Planned Behavior Theory, behavior may be modified by sales promotion stimuli, which change beliefs, attitudes and eventually intentions and behavior. If the intervention influences customers, it changes intentions and eventually changes the behavior of consumers on their buying attitude. The planned behavior theory expatiates the essence of sales promotion which is to inform the consumers on new product.
2.3. Empirical Review
Stephen, Aliyu & Ibrahim (2017) examined the impact of sales promotional strategies on organizational performance with reference to Flour Mills Maiduguri, Borno State Nigeria. The population of this study was carved out of the entire staff of the Flour Mills of Nigeria Maiduguri, Borno State branch cutting across the Top, Middle and lower level management. The study employed both the primary and secondary sources of data collection. Questionnaires were administered to twenty (20) staff using random sampling techniques. The data collected were subjected to descriptive statistics such as percentage analysis in order to analyze the data and regression analyses were used for testing hypotheses. The result signifies that sales promotional strategies have positive and significant effects on organizational performance. The study recommend that company should at all time have to planned, organized, directed and controlled their sales promotion programme in place as this will help them to make such promotional strategies effective and efficient. Also, they should take advantage of festival period or events by developing effective sales promotional tools that can influence consumers’ awareness about the product in the events.
Isaac and Loretta (2015) also evaluated the impact of sales promotion on organizational performance in the auto mobile industry in Ghana. The study was conducted at PHC Motors Ghana’s Retail Outlet in Accra, Ghana.
The objective of the study was to examine the relationship between sales promotion and organizational performance, to examine the effect of sales promotion in the automobile market, and to identify the challenges hindering sales promotions effectiveness. The study used descriptive research approach and the data was purely quantitative. In order to achieve this objective, thirty (30) respondents were selected using purposive and random sampling techniques. The Data was analysing using SPSS obtained from the field. The research revealed that the impact of sales promotion on organizational performance in PHC is intense. Also, from the management perspective most of the respondents agree that sale promotion provides extra incentives to purchase as well as stimulating resellers demand and effectiveness. The study devoted to conclude the relationship between sale promotion and the organizational performance, most sales promotion provide extra incentives to purchase as well as stimulating resellers demand and effectiveness. It revealed that effective sales promotion increases sales.
The researcher therefore recommended that, management of PHC Motors should embark on more strategic sale promotion in order to increase their market share and profitability.









CHAPTER THREE
3.1	INTRODUCTION 
The approach used in carrying out this research study is known as descriptive approach the researcher, this research approach has made it facts about the issue possible for the researcher to describe the problem or effect at hand as accurately and possible in order to synthesize facts about the problem, though the major limitation of this approach is that it cannot state effects of failure phenomenon.
3.2	RESEARCH DESIGN
Research methodology is the systematic process that guides and directs the researchers in the course of collecting classifying, analyzing, interpreting data in order to arrive at a meaningful conclusion about the problem at hand. This research work employed descriptive research. Descriptive research can either be quantitative or qualitative. It can involve collections of quantitative information that can be tabulated along a continuum in numerical form, such as scores on a test or the number of times a person chooses to use a-certain feature of a multimedia program, or it can describe categories of information such as gender or patterns of interaction when using technology in a group situation (Hakes & Neal, 1994). Descriptive research involves gathering data that describe events and then organizes, tabulates, depicts, and describes the data collection (Glass & Hopkins, 1984). It often uses visual aids such as graphs and charts to aid the reader in understanding the data distribution. Because the human mind cannot extract the full import of a large mass of raw data, descriptive statistics are very important in reducing the data to manageable form. When in-depth, narrative descriptions of small numbers of cases are involved, the research uses description as a tool to organize data into patterns that emerge during analysis. Description emerges following creative exploration, and serves to organize the findings in order to fit them with explanations, and then test or validate those explanations (Krathwohl, 1993). This study adopts a descriptive design because it allows for both quantitative and qualitative methods. The use of descriptive design yields rich data that leads to appropriate analysis. This method also helps to address questions like “what is the effect of sales promotion on performance”.
3.3	SOURCES OF DATA
The sources of data forms integral part of the research work because, it facilitates the process of collection and the sources of data employed were primary and secondary sources.


3.2.1	PRIMARY DATA
This primary data constitutes raw data (unprocessed) data collected from the case study during the course of inspection. The primary data were collected with the aid of such research. Instruments as: questionnaire, interview and observation.  
3.2.2	SECONDARY DATA
The secondary data on the other hand are the data collected through consultation of relevant textbooks on the subject matter, journal, magazines and internet. These data were previously collected by other researchers.
3.4	DATA COLLECTION TOOLS
Various tools were employed by the researcher to collect the required data for this write-up these tools include:
3.3.1	QUESTIONNAIRE
This consists the raw data collected of list of questions either mailed or handed to respondents by hand.  The questions contained on questionnaire were presented in simple and clear language to facilitate good response from the respondents.
3.3.2	INTERVIEW
Interview is one of the common methods of collecting data.  The interview method involves a face-to-face contact between the researcher and the respondents during which the latter is asked some questions which he or she expected to respond to, these questions are designed to cover all the necessary parts of the subject matter.
3.3.3	OBSERVATION
Observation as one of the data collection methods involves watching certain events or operations as they are occurring and thereafter recording the result of observation.  The technique particularly suitable in studying the behavior of people at work including their interactions.
3.5	RESEARCH POPULATION AND SAMPLE SIZE
The research population encompasses the total number of people, things or organization affected by the research as a result of sharing common attributes.  Thus, the research population for this study covers all the top staffs of Nestle Plc which is 50.
3.6	SAMPLING PROCEDURE EMPLOYED
The sampling procedure employed in the course of this research was random probability sample. The procedures require the breakdown of research population into smaller units from sample are randomly but independently selected.
The major advantage of this sampling technique is that it is unbiased.

3.7.	STATISTICAL TECHNIQUES USED IN DATA ANALYSIS
For the purpose of simplicity and clarity the method of data analysis adopted consists of tabulation and percentage methods. Tabulation represents the basic method of summarizing vast volume of data in order to aid easy comprehension
Table consists of appropriate columns and headings; each of the options selected is divided by the total number of respondents multiply by 100 over 1.














CHAPTER FOUR
4.1	DATA PRESENTATION, ANALYSIS AND INTERPRETATION
	It has been stated earlier in the previous chapters that this research has two sources of data. These are primary and secondary sources. Data were collected from the primary sources with the aid of a well-structured questionnaire. A total number of fifty-five copies of questionnaire were administered. The personnel of the company to complete out those forgoing, out of these, only fifty questionnaires were dully completed and returned.
Table 1: Distribution of sex 
	Sex
	Responses 
	Percentages %

	Male 
	40 
	88.8

	Female 
	5
	11.2

	Total 
	50
	100


Source: Researcher’s survey 2025
	The majority of the respondents are male with the percentage of 88.8% as against 11.2% of female. This can be traced of the fact that manufacturing industries jobs are tedious.
Table 2: Does your company have a well-organized market department?
	Alternative
	Responses 
	Percentages %

	Yes 
	45
	100

	No
	-
	-

	Total 
	45
	100


Source: Researcher’s survey 2025
	All the respondents are positive and no single no this shows that the company has a well-organized marketing department in the company 

Table 3: Do you like the type of promotional activities you are engage in?
	Alternative
	Responses 
	Percentages %

	Yes 
	40
	88.8

	No
	5
	11.2

	Total 
	45
	100


Source: Researcher’s survey 2025
 	88.8% of the total percentage representing 40 respondents agreed that the type of promotional activities that the company engaged in it okay, while 11.2% of the respondents were not in support of the type of promotional activities adopted by the company.
Table 4: Have your promotional strategies helps to improve your image and good will view of constant changes in the economy
	Alternative
	Responses 
	Percentages %

	Yes 
	43
	95.5

	No
	2
	4.5

	Total 
	45
	100


[bookmark: _GoBack]Source: Researcher’s survey 2025
	Out of the total respondents 43 of 95.5% believed that promotional strategies adopt by the company has helped to improve the company’s image and good will despite the constant changes in the economy while 2 representing 4.5% disagreed.
Table 5: Do you have any other marketing strategies used aside from sale promotion
	Alternative
	Responses 
	Percentages %

	Yes 
	40
	88.8

	No
	5
	11.2

	Total 
	45
	100


Source: Researcher’s survey 2025
	The total number of the 40 respondents representing 88.8% claimed the organization has other marketing strategies used beside sales promotional activities, while 11.2% believes that it is only sales promotion.
Table 6: Are those other means contributing to high sales in the market 
	Alternative
	Responses 
	Percentages %

	Yes 
	43
	95.5

	No
	2
	4.5

	Total 
	45
	100


Source: Researcher’s survey 2025
	95.5% of the respondents agreed that those other promotion activities are means to increase sales in the market and 4.5% believes that after sales promotion no other promotional tools are affective (5) for the company.
Table 7: Do you face any stiff competition 
	Alternative
	Responses 
	Percentages %

	Yes 
	45
	100

	No
	-
	-

	Total 
	45
	100


Source: Researcher’s survey 2025
	The general believe of the respondents is that the company facing a stiff competition from co-manufacturing company with 100% of the respondents.
Table 8: What are the effects of such competition on your sales level of the last three years? 
	Alternative
	Responses 
	Percentages %

	Yes 
	-
	-

	No
	45
	100

	Total 
	45
	100


Source: Researcher’s survey 2025
	All the respondents believe that the effect of the stiff competition faced by the company has negative on the company’s products.
Table 9: Do you sponsor program on television
	Alternative
	Responses 
	Percentages %

	Yes 
	45
	100

	No
	-
	-

	Total 
	45
	100


Source: Researcher’s survey 2025
 	All the workers agree that the company sponsored programme on television such as Alafia repete Olenle on television and radio. The use of motor sales promotion for example Karaole pain relieve in Lagos commercial vehicle.
Table 10: Does sales promotion have positive impact on the achievement of corporate objectives of the company
	Alternative
	Responses 
	Percentages %

	Yes 
	40
	88.8

	No
	5
	11.2

	Total 
	45
	100


Source: Researcher’s survey 2025
	The total number of 40 respondents (88.8%) agreed that sales promotional activity has positive impact on the company while 5(11.2%) of the respondents claimed it yields no result.
Table 11: Does sales promotion provide useful information to the customers
	Alternative
	Responses 
	Percentages %

	Yes 
	39
	86.7

	No
	6
	13.3

	Total 
	45
	100


Source: Researcher’s survey 2025
	86.7% respondent agreed that sales promotion activities provide useful information for the company’s customer’s without using rude channels but other 13.3% did not believe with the statement.
Table 12: Does sales promotional tool repeat purchase of the company’s products by the customers
	Alternative
	Responses 
	Percentages %

	Yes 
	42
	93.3

	No
	3
	6.7

	Total 
	45
	100


Source: Researcher’s survey 2025
	42 of the respondents which 93.3% said the promotional activities give room for repeat purchase while 6.7% (3) disagreed
Table 13: Can your company use sales promotional to create awareness for the company’s new product
	Alternative
	Responses 
	Percentages %

	Yes 
	43
	95.6

	No
	2
	4.4

	Total 
	45
	100


Source: Researcher’s survey 2025
	From the above 43 of the respondents agreed that sales promotion can be used to induce new product but 4.4% of the respondents claimed it does not perform the information.
4.3 Sales Promotional Activities of Nestle plc 
This part of the study provides information on the promotional activities of Nestle plc using one sample t-test. The hypothesized mean was 3.
Table 4.2: Sales Promotion activities (Primary data)

	
	Sales Promotional activities
	Mean
	Mean
	
	t
	P-value

	
	
	
	Difference
	
	
	

	
	
	
	
	
	
	

	
	Before new products are launched, we provide free
	2.97
	-0.03
	
	-0.60
	0.549

	
	samples to consumers for pre-testing (sampling)
	
	
	
	
	

	
	We sometimes reduce prices to boost sales during off-
	2.33
	0.10
	2.76
	0.007

	
	seasons (Price-off offer)
	
	
	
	
	

	
	We provide gifts to our distributors and retailers to
	3.37
	0.30
	6.22
	0.000

	
	maintain a good relationship  (Dealer gift)
	
	
	
	
	

	
	We provide attractive materials at sales point (i.e
	3.30
	0.37
	5.66
	0.000

	
	fridges, openers etc) to reinforce purchase
	
	
	
	
	

	
	We use display contest to encourage dealers to buy a
	3.43
	0.43
	6.21
	0.000

	
	minimum quantity to display in shops
	
	
	
	
	

	
	We use draws and scratch cards to reward customers
	3.70
	0.70
	14.52
	0.00

	
	who emerge winners
	
	
	
	
	

	
	We encourage consumers to buy more a save some
	2.33
	-0.67
	-9.22
	0.000

	
	cash
	
	
	
	

	
	We use coupons to reward loyal customers
	3.20
	0.20
	3.11
	0.00

	
	We use road shows to promote consumption of our
	3.43
	0.43
	8.46
	0.00

	
	brand
	
	
	
	

	
	New products are promoted with point of sales
	3.43
	0.43
	8.46
	0.00

	
	displays
	
	
	
	

	
	
	
	
	
	

	
	Test value = 3
	
	
	
	

	
	Source: Author, 2025.
	
	
	
	


Out of the 10 promotional items identified, the one sample t-test result indicates that one was not significant as its p-value was higher than 0.05. This item was before new products are launched, we provide free samples to consumers for pre-testing (sampling). The one sample t-test result indicates that average ratings were statistically higher than 3 for the “We provide gifts to our distributors and retailers to maintain a good relationship (Dealer gift), We provide attractive materials at sales point (i.e fridges, openers etc) reinforce purchase, We use display contest to encourage dealers to buy a minimum quantity to display in shops, We use draws and scratch cards to reward customers who emerge winners, We use coupons to reward loyal customers, We use roadshows to promote consumption of our brand and New products are promoted with point of sales displays”
4.3. Test of Hypothesis
Table 4.5: Regression Results: Effects of Sales Promotion on Gross Profit
	
	Variables
	Estimate
	Standard Error
	t
	P-value

	
	Constant
	-54609.8
	24695.62
	-2.21
	0.036

	
	Sales Promotion
	1.398889
	0.4355864
	3.21
	0.003

	
	F(1, 27)
	
	29
	
	0.0034

	
	R - squared
	
	0.276
	
	

	
	Breusch-Godfrey LM Chi2
	
	0.015
	
	0.9041

	
	Breusch-Pagan/Cook-Weisberg Chi2
	0.020
	
	0.8906

	
	Source: Author, 2025.
	
	
	
	


To the actual coefficients, the estimated effect of sales promotion on gross profit is 1.399 with a p-value of 0.003, which is less than 0.05. This implies that, even at 99 percent level of confidence, the coefficient 1.399 is statistically different from zero. This means that sales promotion positively and significantly impact on Gross Profit. In terms of magnitude, the result implies that, one thousand Ghana cedi increase sales promotion expenditure increases Gross profit by 1399 Nigeria Naira.
4.6.2 Effect of Sales Promotion on Turnover
In this section, the study examines the effect of sales promotion expenditure on turnover. Given the magnitude of the observations, the natural log was taken to reduce the scale for convenience. The regression results are reported in Table below. The serial correlation and heteroskedasticity test results are also reported in Table 4.6 below. From the results, the null hypothesis of no autocorrelation was not rejected at the 5 percent level of significance given Breusch – Godfrey LM test statistic of 0.037 with its p-value of 0.6741. This implies that, the residuals of this regression model were not serially correlated. The constant variance requirement has also been met given the Breusch – Pagan test statistic of 1.32 and its p-value of 0.0720
Table 4.6 Regression Results: Effect of Sales Promotion on Turnover (Sales)
	
	Variables
	Estimate
	Standard Error
	t
	P-value

	
	Constant
	7.810
	3.71
	2.11
	0.044

	
	Sales Promotion
	0.4436
	0.364
	2.22
	0.023

	
	F(1, 27)
	
	4.48
	
	0.023

	
	R - squared
	
	0.1503
	
	

	
	Breusch-Godfrey LM Chi2
	
	0.037
	
	0.6741

	
	Breusch-Pagan/Cook-Weisberg Chi2
	1.32
	
	0.0720

	
	Source: Author, 2025.
	
	
	
	


To the regression results, the coefficient of determination was 0.1503 and implies that 15 percent of the variation in logged turnover can be explained by variations in sales promotion. To the actual results, the coefficient of sales promotion was 0.4436 and this is elasticity. It is statistically different from zero given the p-value of 0.023. It implies that a 1 percent increase in sales promotion was associated with 0.44 percent increase in sales turnover. In other words, a 100 increase in sales promotion was associated with a 44 percent increase in sales turnover. This result makes intuitive sense and also meets a priori expectation. The result here agrees with the findings of Anderson et al (1999) who studied how the depth of price promotion affects sales. Anderson et al (1999) also found a positive and significant influence of promotion on sales. Kumar et al (2005) studied the impact of coupons on brand sales and further examined the decays over time using time series data. Although this study did not investigate the error correction model, it found that promotions positively and significantly impact on sales over time.












CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS  
5.1	SUMMARY OF FINDINGS 
	The topic, rational for sales promotion tools on the sales of consumer goods in Nigeria has been studied using available research tools. The research had delivered into the impact of sales promotion which made some discoveries have used sales promotion as a means of competing favourably in the competitive consumer goods, Nestle has been able to increase her market share volume of sales profit margin through the adoption of a concrete sales promotion campaign.
	The whole work was anchored on five chapters research and segmented in the following way. Chapter one was anchored on background to the study, statement of the research problem, research objectives, research questions to include significance of the study and scope.
Chapter two presents the concept, theoretical underpinning and review of related literature.
Chapter three was anchored on methodology used in gathering data and research design which include method of data analysis and estimation techniques
Chapter four was based on presentation, analysis and interpretation of data which included overall findings and discussion
5.2	CONCLUSION
Initially this product set out to determine the impact of sales promotion on organization profitability to some extent the findings of the analysis in the proceeding section indicates the strategic importance of sales promotion system in an organization in general and particularly Nestle manufacturing company.
It can be concluding from the analysis that organization needs to set up its own promotion department rather than concentrating it out. The analysis shows further that promotion is relevant that product cannot be perform well in the market. It can be concluded that majority of the respondents are in support of a encouraging. Constant sales promotion in order to promulgate the existence of particular product and the introduction of a new product of the market. This shown that customers of a product irrespective of the products nature wants additional benefit in the form of incentive which sales promotion provides.
Nestle manufacturing company objective to a large extend is successful in the sense that the organizational image is improving in the manufacturing company industry day after day. As the image improves so is the profit level of Nestle and translates into a forward moving corporate objectives that Nestle is doing enough to satisfy its customers and consumers. It can also be concluded that the organization has a performing sales force which the organization has been able to combine effectively with other marketing tools. These variables have commented loyalty of Nestle in the hearts of its customers and also brand switch as from those that wants to benefit from Nestle offering in the market.

5.3	RECOMMENDATION 
Having concluded that activities of the previous sections. It is necessary to make the following recommendation in order to make intelligent decision about sales promotion it is recommended that sales promotion campaign should have a considerable time from such as the impact which the organization wants it can achieve will be defeated.
Another recommendation is that sales promotion budget should not be greater than the advantage or benefit that will be derived from carrying out the exercise when compared in monetary term organization should not rely largely on sales promotion alone as it is not wise in marketing decision to use one promotion tool in.
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