CHAPTER ONE
1.0 INTRODUCTION
Planning is the first of serves of function that managers perform.
	It entails a material picture of what the organization should achieve, when it should be achieved who is to ensure its achieved and how the objectives are to be achieved.
	Planning is the process by which manager establish goal are achieved planning includes all activities that lead to the definition of objective and the determination of appropriate courses of activities to achieve these objectives.
	Strategic planning is a type of planning that seeks to establish the board line along which an organization should develop. It also involve in vestment and financing decision which must be related to each other within the context of the strategic plan.
	Strategic planning assists an organization to access effectively the demands of its external environmental and because of relies very heartily on the information.
	When these external data is combined with internal data management can make estimates of the expected result.
These area the importance of planning.
1. To offset uncertainty and change
2. To gain economic operation
3. To facilitate control
4. To focus attention on objectives
5. It enhances the spirit of togetherness
6. It helps the manage uncertainty
The types of planning g are as follow
a. Micro- economic planning
b. Senatorial planning
c. Budgetary planning
d. Project planning
e. Strategic planning
1.1	BACKGROUND OF THE STUDY
Planning should progress in defined sequential step but with sufficient ease that is looking back wards to earlier stages and forward to subsequent and after the sales promotion company programmes the positive result of this could come in term of increase in sales of such products being strategically promoted.
In view of the anticipated contribution companies tend to place more emphasis on the impact of strategic planning on sales promotion as a communication link through which attention can be gained and information that will lead the consumers to the product
Actually the process should be welcome by all but not expected to cure all the aids in the producing industries.
1.2	STATEMENT OF THE PROBLEM.
	As Nigeria is witnessing a depressed economy there have been increases in prices of consumer goods which leads to an increase in soft drink cover price. Some years ago a bottle of coca-cola. Was sold for 15k, it later increased gradually and strategically to the present cover price of N60.00 per bottle within a year. A change in price was witnessed two or three times in 1994, initially a bottle of coca-cola was sold for N6.00 than later increased to N8.00 and presently settle perhaps tentatively from N50,000 to N60.00 therefore given us about 95% to 100% increase with few years. Consumer expressed their bitterness as a result of this situation they had no choice since NBC’S competitor also follow suit
1.3 RESEARCH QUESTION	
	The questions that readily come to mind are
1. What are  responsible for the recent growth in sales promotion
2. How realistic is sales promotion as a whole
3. What are the consumers level of awareness and response to the campaign?
4. What are the consumers as the target to whom the programmes were being directed to gain.
Does the success of the programmes really justify the promotes efforts in terms of time cost and benefit
1.4 OBJECTIVES OF THE STUDY
	The objectives of the study is to highlight the strategic planning on sales promotion which may some time be left out in practice that is explicit step for information to refine planning decision taken at each stage.
Right from the begging of 1980’s it become crystal dear strategic planning enhanced may of there management function but left strategic business planning relatively untouched. Such development were in the relive budgeting and resource allocation. It was only in the 1970’s that organization renewed their interest in strategic planning on sales promotion and it is only now that the new development on the area have became popular. This is particularly noted in the advanced countries because most of the third world countries do not know much about the practical aspect of strategic in management process.
	These improvement in strategic planning involves a concept that is commonly calted strategic business planning the element which makes this concept unique and distinct as a new development is the use of strategic planning unit on sales and promotion as the primary reticule of fermentation strategic planning entails rigorous exercise on sales promotion and the expression of a strategic position in some form of business port folio matrix.
	The total business segment of a society is often classified into three (3) broad types of enterprises.
1. Services
2. Manufacturing
3. Merchandising 
	A good strategic planning on sales on sales promotion which is a vital aspect of marketing mix is widely adopted by soft drinks industries like 7up bottling company and Nigeria bottling company plc. This has substantially created a lot of awareness and varying degrees of response in the part of consumers.
	The Nigeria bottling company plc in particular engaged in wide variety of strategic planning on sales promotion activities in recent past. among which are, coca-cola, Fanta, Spirit family bonanza in 1991 coco-cola, Fanta, spirit gift good galore in 1994 and coca-cola, bonanza in 1998, consumers are rational human being who respond to the various strategic planning in sales promotion activities in different ways their level of awareness and response very in relation to individual interest taste, level, of perception e.t.c these can be measure in term of companion between sales volume before from the researchers and do not attend to expose them to Nigeria bottling company has kept some secrets of it’s operation or activities from the researcher was constrained with the researcher found difficult to go extra mile in the field of study to sources for material on the  topic from various sources where they could be obtained.
	Planning of promotion effectives
The study aims at providing limit for explicit planning g of promotion on strategic sales promotion the following area
1. Organizational structure
2. The control system
3. The reward system
4. The people executors commuted to plan achievement 
	The study further aims at highlighting promotion strategy planning steps which will put finishing touches to the whole planning process
1.5 	IMPORTANCE OF THE STUDY
Looking at the losses of the largest and most successful firms between 1950-1960 and comparing with the list of those of 1990-2010 one would be  amazed.
	The material is designed to help integrate the functional tools leaned which include the analytical tools physical distribution promotion and operational management logistics personnel and labour e.t.c all these will help in analyzing the strategic plans of this study will further help organization in the strategic planning on sales promotions in a dynamic business sector of manufacturing industries it is also hoped that the study will firm a useful basis for further intensive research in this area.



1.6 	SCOPE AND LIMITATION OF THE STUDY
The study will cover a cross section of consumers and a number of retailers within Apapa Lagos plant area and its environs in this study, the researcher is particularly interested in the sales promotion of Nigeria bottling company plc and its products such as coca –cola fanta spirite and eva water.
Although, the company’s products are well recognized world wide but this study will not be designed to cover international operation of the company.
In carrying out the research of the sensitive nature one can not afford to escape some unexpected problems.
Nigeria bottling company has kept some secrets of it’s operation or activities 





CHAPTER TWO
2.0	LITERATURE REVIEW
Planning is an intellectual demanding process. It requires the conscious determination of curses of action and the basing of decision on purpose, knowledge and considered estimates.
Planning is deciding in advance what to do, how to do it, when to do it and who is to do it.
Planning bridges the gap from where we are to where we want to go it make it possible for things to occur which would not otherwise happen although the exact future can seldom be predicted and factors beyond control may interfere with the best laid plans. Unless there is planning events are left to chance.
Planning involves fore casting and systematic analysis of information which will be used to achieve the set objectives planning thus, involves systematic and orders approach based on careful and reasoned assessment of possible future events.
Planning is a process by which managers examines their internal and external environments, ask fundamental question about their organization purpose and establish a mission goals and objectives it includes all the activities that leads to the definition of objectives and to the determination of appropriate course of action to achieve those objectives.
Strategic planning is a type of planning that seeks to establish the broad lines along which an organization should develop.
	Specifically then, it should involves investment and financing decision which must be related o each other within the context of the strategic plan. Strategic planning assist the organization to assess effectively the demands of its external environment because is  relies very heavily on the information.
When these external data is combine within internal data, management can make estimate of the expected result strategic objectives. The quantitative plans and findings strategy. 
 WHAT IS PLANNING?
2.1 THE NATURE AND SCOPE OF SALES PROMOTION.
Each of us has been on the “consumer” end of those intricate promotional web, that have woven to makes us buy and keep buying certain products we all know the nagging voice that keeps accusing us of being willing manipulate”
When a person thinks about promotion they frequently take one or two extremes position. Many believe that the field of marketing consist entirely of promotional activities such as advertising and personal selling they believe that it is primarily so because those marketing activities are such highly visible part of our daily lives.
People who take the other extreme assume that promotional activities are unnecessary and thus wasteful. They perceived that promotion cost are very high sometimes excessively and believes those costs will drive prices higher neither opinion is correct.
According to egere (2000) marketing expert to view the word” marketing from various angles, depend on whether they are theoreticians or practitioners.
Kotler  (2010), defined marketing is the social process by which individuals and organizations obtain what they need and want through creating and exchanging value with others.
WilliamJ stanton (2009), defined marketing as a total system of business activities designed to plan, prince, promote and distribute some thing of value, satisfying goods and service to benefit the market present and potentials house hold consumers or industrial users.
	Egere (2006) also, citing the British institute of marketing stated that marketing is the management function which organizers and directs all those business activities involved in assessing and converting customers purchasing product or services and in moving the product or services to achieve the profit target or other objectives set by the company.
	William .J stanton (2011) defined sales promotion  as those marketing activities other then personal selling, advertising and publicity that stimulate consumer purchasing and dealer effectiveness such as display shows and exposition, demonstration and various non-current selling efforts not in  the ordinary routine. This very broad definition embrace many kinds of activities including store display sampling, coups. Contest, trading stamps price  become real when the consumer actually won those prizes. It was an ideal to influence the consumer to buy more coca-cola products, earn more than what they spend on those prigs and strategically boast their profit and it really worked. It was tagged “ coca-cola fanta and sprite musical, left galore”. The Nigeria bottling company invited it’s numerous consumers to look for a part of coca-cola, sprite, fanta,  that formed any prize printed under them and this could be carried out either during a period of declining sales or just as a strategic measure to achieve certain level of sales or to secure maximum market storage.
	Sales promotion is the array of technique that marketers use to stimulate immediate purchase i.e sales promotion is like a stimulus that potential buyers responses to furthermore manly producer and retailer conduct sales promotion. It is targeted at three groups the sales force, intermediates and consumer it is aim at pushing the product through the distribution channel in order to ensure that is available when consumers seek it out if the product is not available to consumers promotion are ineffective. Sales force promotion are generally managed by the sales manager and takes the form of bonuses and sales contest sales promotion by manufactures to intermediaries are called “ trade promotion” this forum of sales promotion consist of trade discount and co-operative advertising allowance as  well as merchandise deal or sales contest  and “ push money” that is, monetary incentives attached to sales of a particular product.  Trade promotion. Trade promotion attempts to getting new distribution to carry a manufacture brands manufacture offer consumers promotion to ultimate consumers a wide  range of activities and incentives are used to stimulate sales to both new and existing consumers. Consumers promotion aid all the member of the distribution system since sales to ultimate users clear the channel  thereby creating room to will an instant prize that may be formed by joining both left and right crowns among the prizes declared were coca-cola dancing bottles coca-cola dancing concert, coca-cola t-shirts musical cap and a lot of free drinks . these really intrigued the numerous consumers irrespective of age and sex, and the more they looked for crowns, the off deals premiums, refund offers and sweep stakes. The American marketing association (2007) defined marketing as the identification or creation of customers needs and then motivation and coordinate use of all functions wikin a business that can fill  those needs with benefit of buying and selling.
Sales promotion according to pride and ferell (2012) is an activity and how material that acts  as a direct inducements offering added value or incentives for the products to sellers, sales persons sales persons or consumer. It encompass all promotional activities and material other then personal selling advertisement   and publicity.
	Many sales promotional activities are non cyclical and the designed to product to sellers, sales persons or consumers.
	Produce immediate short run effects for instance cent off, coupons and consumer contents have relatively short deadlines so that consumers must act quickly.
	Noukoye (2011) defined sales promotion as any activity that is used to stimulate sales of a product, services or ideals and which occurs over a limited period of time.
2.2 THE PROMOTION STRATEGIES 
	Promotion is the exchange of information by means. Three are facts ideas concepts e.t.c of a product or service which need free and easy circulation from a firm to the market and also in the opposite direct.
Holter (2001) argues that modern marketing requires more then developing a good produce service pricing and making it accessible to target customer’sdiets. Kolter (2005) also has identified four elements of promotion mix as:-advertising personal selling, sales promotion and public relations. The combination of these promotional mix elements in  their specialist ways helps in communication information to customers /clients of potential users about the product service.
In consumers were treated to television commercial in which bottle and cans both bearing coca-cola name were dancing “ disco” this more they consumed and the increase in the manufacture’s profits faster (2002) is of the view that  the aim of  the promotion mix element is to prompt people to take position action  by planning orders making equerries and purchases  the service  to purchases of the product or service at each stage or step the probability that promotion mix strategy is intended to prompt the right customer move from stage to stage ending in the purchase of the product or service being promoted.
Therefore with effective strategic planning on sales promotion with method and techniques employed to stimulate and motivates the willingness to patronize their products and increase sales. In a competing environment a company must undertaken market research and employment of effective strategic planning to know the needs and wants of pot entail buyers. This will go along way in assisting the company to achieve it’s this will go along way in assisting the company to achieve its objective.
2.3	SALES PROMOTION PLANNING
Careful planning is needed for sales promotion programmes to be successful, objective should be set and strategies for their attainment developed sales promotion planning calls for establishing the sales promotion objective selling tools development protesting and implementing the sales promotion programmes and evaluating the results of the sales promotion programmes.
Odugbesan and Odusagwu (2005) according to  American marketing association (2011) sales promotion plan is a  brief outline of the overall salves promotion programme which each element  take place and the length of the cash promotional activity.
Therefore the manufactures seeking to lead consumers into real buying action by mean of promotion devices to consider the promotion launched annually  are over whelming successful many failed completely because of lack of proper planning.
2.4 CO-ORDINATING THE PROMOTION PLAN
	Several management level participants are involve in the execution of a successful promotion. They must all be co-ordinate and balanced if a successful programme is to be attained, the sales manager is of  course close to the ultimate purpose of the promotion. He/she deals daily with need to sell more goals at greater profit. Unless the marketing manager acts as a mediating force the sales manger will naturally tend to take control and over emphasis sales on the detriment of the other essential aspect of the programme.
2.5 THE TARGETS OF SALES PROMOTION 
	Sales promotion are being utilized for a variety of research. The decision as to which types of promotion to embark upon depends on the nature of the brand. A single sales promotion activity may be employed to achieve one or several objectives. On the other hand several sales promotion activities may however be required to accomplish a single goal or set of goals marketers rely on promotional activities to achieve the following objective 
2.5.1	TO PROVIDE INFORMATION
	The first task of any promotional programme is to provide information or communication an idea. This function is most obvious when a product is new of unique
2.5.2	TO STABILIZE SALES
	Stabilize of sales is another sub-purpose of promotional activities. If a company can build an even flow of good to its customer it has infact created a satisfaction.
2.5.3	SHIFT THE INVENTORIES
	Shift the inventory is closely related to the need to spread sales evenly over the year if the manufactures discovers that it cost him twenty thousand naira (N20,000) month to store have to sit five (5)months why not allow the buy twenty thousand naira (20,000) of each newly purchased unity letting the buyer pay for the storage indirectly.
2.5.4	TO DEVELOP REPEAT BUYERS
	Most customer have played the promotion games when they enthusiastically bought some goods at a store where it may not ordinary  be a shop simply because of trading stamps or the special offer of the regular prince inform of percentage or naira. A company must be sincere in is proceeding so that the potential buyer can patronize their product. If a company  fails to perform they eventually loss their customer which lead to lower sales and will reduce potential buyers interests.
2.5.5	TO MEET COMPETITION
	Meeting competition is one the reasons for allowing special promotion prices the idea is to combat or offset competitor marketing efforts. Nigeria bottling company plc. With strategic planning intends to always gain competitive advantage over time and the company thought is coming through commitment and competitive the  best people will want to reinforce the ability to confirms and that will increase their ability to continue therefore lace their working shoe and brace up for  battle. In this battle there are phases but the aim is always the same to “whom”
2.5.6	TO IN TRADUCE NEW PRODUCTS
	Promotional activities are being used to introduce new products into a current market. It is offer used to induce customer to buy a fresh product or to induce buyer to accept if for sale. If a product is not introduced or given awareness to the public the product will be useful and unaccepted in the market. So product needs to be introduced into the market so as to arrest and persuade people to patronize the product being produced by a company without introduction a product cannot be focused on  the potential buyers.
2.5.7	TO CRATE DEMAND
	Demand  have means cleared for a particular commodity create demand for product is the objective of the informational promotion demand could be created among existing consumers of fresh consumers who may want  to try it for the first time. The distribution of sample  is a common tactic  creating  demand, the actual motivation for the purchases made after receiving such a sample would be interesting to know some consumer buy a product because they like the  taste others with a particular product preference will purchase the new product because of an appreciation for the extra efforts of the promotion.
2.6	FORMS OF SALES PROMOTION
	Marketers can choose among a number of alternatives to design sales promotion  when new product  are being introduced this major kinds of sales promotion may be used, consumer sampling composing and money refund offers. On the other hand, when the objective is to in crease the use of established products, the major alternative and price off promotion premiums consumer contest and sweep stakes the care group of sales promotion device consist of form kind of promotional deals coupons premiums  and contest furthermore putting  together a promotional strategy involves conceding vacuous promotional activities as a whole the main task of the strategic planner is to determine the blend of activities that will achieve the organization’s promotion goals, strategic planning on sales promotion is used to induce the sales of any product.
	Marketers can choose among a number of alternative in designing sales promotion. Some of those are
2.6.1	SAMPLING
	One way of promotion a product is  by given  out free sample. When Nigeria bottling company plc, started manufacturing fantal lemon and  fanta chapman it offered free bottle of the product to  the markers with the hope  that sampling will encourage consumers to try out and then purchase the product, sampling  can also be  called a promotional copies or tract size at a very low cost it is done mainly to build the consumer demand it  is the  best technique for  building  brand loyalty  and is particularly effective for new product introduction  and informing consumer about  the product features that cannot  be conveyed adequately through advertising sampling includes  demand strations  trade exhibition and test driving a car or a computer. One problem of sampling is cost. It is expensive not only to manufactures of the product  but also to distribute it across  the country to potential buyers or consumers. (jeff martin, md 2005)
A COUPONS
	A coupons is a certificate that entities a consumer to a price reduction or a cash refund. Very few consumers would redeem coupons than strive for free sample, coupon is a discount voucher given with a purchase. Never the less coupons is the second most effective technique inducing g  trail unlike samples, coupons force consumers or potential buyers to strive effort in order to use them. They must but them (coupons) brings  the m to the store find the product and match the coupons to a specific package size coupon is used to reach large number of prospect more economically  than sapling coupons  are used to hold current user against competitive activity.
2.6.3	PRICE OFF
	A price off is a price reduction plant is used to influence or persuade trade or more frequently increase usage of a product. Refund or rebate are forms of price off such  as director price off and bonus pack in which large quality of the product offer through large package in more unit of  the product in a single package.
	Price off  are most effective on well know brands since the potentials buyer are of the original price experience show however that most priced knowing consume r return to the  brand when  the price of promotion is discontinued price off is mainly switching  the price to lower  effective price. (peter sub er2005)
2.6.4	PERMIUMS 
	This is a product that is offered free or sold less than the regular price in order to induce or influence the consumer to buy another it is in form of a bonus for purchasing. Banks make extensive use of this type of sales promotion i.e  watches, clock, souvenirs and dish washers are being used to attract customers by banks for examples a highly deposit in a completion a customer could be chosen to for go their interest and win some items such as a colour T.V set for 2 years deposit of #500,000.
	Premiums are most effective in holding existing buyers and inducing greater usage of the product by those buyers. Finally, premium are often offered to intermediaries (mediator) in order to push products through the distribution channel such premium are called push premium where as more customers premium are pull premium brainy quote 2005 push premium. Something is given out in order to carry it.  Pull premium attract consumer to the product.
2.6.5 CONTEST 
	This is a sales promotion techniques in which consumer are offered price  for performing a task as such as thinking up a catchy phrase used in to use them they must cut them (coupons) bring them to the store find the product and match the coupons to a specific package size coupon is used to reach large number of prospect more economically than sampling coupons are used to hold current user against competitive activity.
 2.6.6 SWEEPSTAKES 
	These are price offering tried to change consumer they are encouraged to buy a product as part of the entry procedure, consumers they are encouraged to buy a product as part of the  entry procedure consumers are usually asked to send their entry by mailing a post card or entry blank along with a table from the product.
	When the chance or sweepstakes approach is employed the consumer name is pooled with the name of other entrants
	The winner is selected at random therefore all entrant have an equal opportunity or chance and consumers are encourage to buy a product as part of the entry procedure.
2.6.7 TRADING  STAMPS
	This is a technique in which consumers receive stamps in qualities depending on how much they purchase and can reduem the stamps for merchandise
2.6.8 POINT OF PURCHASE (ACCORDING TO DICTIONARY OF 	MARKETING TERMS)      
	This is a sale promotion technique or method that consist of locating an attention and getting device at the place of actual purchase it includes such items as outside signs window displays counter price light and other attention getting device located at the check our center or the cash register. The importance of such displays has been intensified or appeared large by the increase in self services and discount retailing in which personal selling is not provided the main limitation of point of purchase promotion is that it takes up space or it requires space that could be denoted to other things. However such display are helpful in introducing new products encouraging impure purchases and reinforcing a stores overall promotional programme.
2.6.9 CENT OFF OR PRICE PACKS 
	When cent off is used buyers receive certain amount of the regular price shown on the package.
2.7 PROMOTIONAL MIX INGREDIENTS.
	The five (5) major ingredients that can be include in an organization promotion mix are personal selling advertisement sale promotion public relation and publicity.

2.7.1 PERSONAL SELLING
	The American Marketing Association (2011) defines selling as “the personal or impersonal process of assisting and /or persuading a prospective customer to buy commodity or service to act favorable upon an idea that her commercial significance to the sever” personal selling therefore refers to a personal communication in which the receiver provides immediate feedback to the source message through word gestures expressions and the link.
	Since personal selling is a conversation between two or more parties the message cab be tailored to the  audience in  an interview conducted with a senior business executive it was revealed that it is essentially characterized by “ an inability to hasten to care to get off his agenda and unto the customer agenda to be patient .  he is pushy talk all the time goes in wish preconceive notions shoot down objective dropa client after he make a sales. He talk technical characteristic of the product rather than it’s benefit to the customer” he doesn’t know how to set priorities and how to follows strategy.  A good and well  trained sales person is the exact opposite of such a person described above and to be successful he/she must be honest after good services and carries out extensive research on her customer wants and need. Marking the first sales is only one step in developing along term relationship with customer following up is crucial. Here are some slugger of professional” I am not even thinking of money when I am sending’ ‘ I am  really on a crusade to help in crease the priorities of my customers
1. when a customer leave the store I want to fell that he/she  has brought something not that I ‘ ve should him something”
2. and I always make  the customer feel/like he/she number one in ever  forget his name, still cundiff and drgovon: (2004) have observed that both personal selling and advertising make use of salesmanship techniques. Both  means for motivating or persuading prospective buyer to buy.
	Advertising can be seen as paid form of non- person presentation and promotion of ideas goods or service by an identified sponsor.
	The role of advertising as marketing promotion activities there for is to implement product, services or idea flow through the appropriate channels to act as a catalyst in acquainting the consumer client with means by which wants and needs may be satisfied and ultimately to induce customer or clients action which will benefit the source of the marketing communication process. ODUGBESAN AND ODUSAGWU (2010)
	KOLTER (2006) has identified the following as the purpose of advertising long term build up of a particular branch (brand advertising) information dissemination about a sales services or event (classified advertising) announcement of a special sales and the advocacy of a particular calls.
2.7.3 SALES PROMOTION 
	Sales promotion are those activities other than personal selling advertising and public relations that stimulate consumer / clients purchasing  and exhibition demonstrations and various non-current selling efforts that are not routinely in use. ODUGBESAN AND ODUSAGWU (2012) its main objectives is usually to compliment personal selling. Sales promotion is seen as more short term from oriented than advertising or personal selling, furthermore, while advertising often a reason to buy sales promotion offer an incentive to buy sales promotion has already been described as any special scheme strategically embarked upon by a firm to boost the sales of its product or services either during to achieve a certain goals.
2.7.4 PUBLICITY
	Publicity is a form of impersonal communicator about a company or its product appearing in the median as a news it is free in the sense that the median make no charges for communicating the information. It is not under the direct control of the firms as a result it could be positive or negative. Negative news about a company or its product can only be countered or explained through new release or statement by the company itself.
	An activity that is usually considered to be part of public relation  is publicity unfortunately publicity often leads to beginning of such products or at least consumer reluctance in using them for instance cigarette smoking has been proclaimed by the federal ministry  of health as causing danger to health and this has drastically reduce the rate of consumption or cigarette smoking.
2.7.5 PUBLIC RELATIONS   
	Public relations is a promotional activity that aims at communicating a favorable image of the product on its marketers and to promote good will every organization deals with may important groups called “public” such as stock holders the government intermediaries. The community at large the employed, suppliers customers and the new media. 
	Public relations activities are directed towards all of these public relation is a planned effort by a company to influence people or group opinion towards that organization (Rex F. Harlow 2001). 


CHAPTER THREE
3.0 	RESEARCH METHODOLOGY
3.1 	RESEARCH POPULATION AND SAMPLE SIZE
	The research population covered the management of 7up bottling company plc, staff and consumers within Lagos metropolis only the staff of marketing department of the company was include in the sample. 120- Consumers of 7up soft drink have been selected through random sampling method and 20 staff of the company.
3.2 	SAMPLING METHOD 
	Sampling method could be one i.e. one firms or one product and it could be more. However, it must be justified, After considering the rationale for drawing sample from the population 120 consumers of 7up soft drink have been selected through random sampling method. Random sampling method is adopted because the researcher is interested in accurate result to estimate  sampling errors to give more rational decision, generalize the out come easily to give room for adequate  representation of the majority of the consumers the final data collected was based on the administration of total of 120 questionnaires out of which 100 question were returned 30 questionnaires were issued to each zone.
3.3 DATA COLLECTION METHOD 
	Primary data is being used, secondary data is also used by the researcher, the researcher used to obtain information through questionnaire complemented with personal interview of some of the respondents who were willing to oblige the researchers opportunity to interview them.
3.4 PRESENTATION AND ANALYSIS TECHNIQUES
the method employed in the analysis of data gathered as a result of this work is basically percentage and chi-square will be used to test the hypothesis formulated 
	the chi-square (X2) test is given by the formulary 
X2 E (0-e)2
i.e	 X2 E  (0-e)2 + (o2 – 6E2 X (0-e)2 – E
		E1	E2	E3
	(ON -EN)2
    EN
Where;
X2 = chi-square calculated for test statistics
E =	 summation
0=	observed frequency
E =	 expected frequency
X2+| = the chi square in the table
Degree of freedom (df)	= (t-1(r-1)
Where; c = number of column
R = number of row
Decision  rule  reject HO 17 x 27 x 2 +




CHAPTER FOUR
4.0 PRESENTATION AND ANALYSIS OF DATA
as earlier mentioned the questionnaires were administered both the top and middle management staff a total of 100 questionnaires were administered only 90 were returned  therefore the analysis in this work is based on sample size of workers.
The analysis was done using the frequency and percentage (%) distribution this is the proportion of one quantity to the whole quality expressed either in fractions or percentage while chi-square was used to test hypothesis.
The questionnaires is divided into two section A and B section A deals with the general information while section B seeks to collect information on the quality control of the management.
Analysis of response to questions
Section A:- general information
table
4.1	THE HISTORICAL BACKGROUND OF NIGERIA 				BOTTLING COMPANY PLC.
	Coca-cola is the world leading soft drink producer with branches in over 145 countries. A total of million contents of drink are consumed daily in all parts of the globe Canada in the work to Alaska to china, from Mexico to Nigeria.
	Coca-cola first came to Nigeria when Nigeria bottling company set it’s first plant in Lagos it was to be the beginning of anxciting story of growth and development particularly during the past 20 years. Nigeria bottling company is today Nigeria’s number one soft drink. Nigeria bottling company is today Nigeria’s number one soft drink producer selling more than 8 million bottles perday a figure which is still growing with continuing expansion of the existing 22 plant and opening of brand new plant in various plant of the federation.
	Fanta is by far the number one sold orange segment and sprite the most widely sold lemon drink in Nigeria the products battle by Nigeria bottling company include coca-cola fanta orange fanta ginger ale krest bitter leman, fanta tonic soda, eva water and fanta chapman only for lagos region although most of these products have been dropped by the management  due to the introduction of new products that is fanta blank. Current which came into the market early in February 2000
	The success of coca-cola has brought with it the development of a number of subsidiary industries all, contributing to the growth of Nigeria economy. The delta glass company in lights which supplies the million of bottles required to keep a large bottling company in operation and  the growth products faction in ijebu – ode and kano also manufacture metals crown to seal the bottle . Benin plastic company producers the plastic creates for carrying the bottles. In addition the trucks which are familiar sight in many part of the country soft drinks to more than 80,000 dealers delivering are also assemble in Nigeria.
	Nigeria bottling company is also the largest manufacture of (co2) carbondioxde used to carbonate their products. Nigeria bottling plc employees over 8,00 person all field of operations quality is the key word which determines the success of the whole operation only the very best ingredients are lased for making them soft drinks and sophisticated washing and filling equipment have be installed at all plants extremely high standard for hygiens are maintained to ensure that top equality products reach their numerous customers.
	The manufacturing process of the product of Nigeria butting 
Company is based on a carefully measured combination of sugar, water and concentrate. It is important to note that the same standard is maintained throughout the world.
	Coca-cola is currently being bottled in various parts of the country, which are sokoto, Maiduguri, kano Kaduna, ikeja, apapa oyingbo, benin, enugu, owerri, asa, wari, imo, bauchi, calabar, Ilorin and parthacourt, the bangueters.
4.2 DATA PRESENTATION AND ANALYSIS
	Firstly the purpose of analysis data collected from respondent the case study is arranged in the table, the purpose of this arrangement is to fold, firstly, it is necessary to make the clear to read of this report.
	Secondly, it is significant to help the researcher to carry out further statistical analysis for interpretation.
4.3 TEST OF HYPOTHESIS
	As hypothesis is a tentative statement made about some characteristic of population that showed either behavior supported or rejected based on available sample data.
	All the hypothesis are tested at 95% confident level statistic is given buyer this formula.
X2 = E (0-e)2
	     E
Where 	E = summation
0 = observed frequency
E = expected frequency
	The degree of  freedom = n = I where re – present the option X2 f = represent computation for the test  statistics X2 represent chi – square information the table 
Source:	administered questionnaire
Table 4.10 shows that fifty  two male respond which represent 57.8% of the total respondents while thirty eight female responded which represent 42.2% of the respondent.
Table 4.1.1 age
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	20 years
	6
	6.7

	21-30 years
	20
	22.2

	31-50 years
	55
	61.2

	50years and above
	9
	10

	Total 
	90
	100%


Source: administered question2025
	The table 4.1.1 above indicates that responded in the category of less than 20 years which respondents 6.7% of the total respondent while twenty responded in the category of 21-30 years which represent 22.2% of the total respondent. Also fifty five responded categories of 31-50 years which wine 9 responded in the category of 50 years and above which represent 10% of the total respondent.
Table 4.1.2	marital status
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	Single 
	25
	27.8

	Married
	32
	35.6

	divorced
	22
	24.4

	Separated
	11
	12.2

	Total 
	90
	100%


Source: administered question2025
	Table 4.1.2 above indicated that twenty five responded in the category of single which represents 27.8% of the total respondents, while thirty two respond in the category of married which represents 35.6% the total respondents. Also twenty responded in the category of separated which represents 12.2% of the total respondent
TABLE 4.1.3	LEVEL OF QUALIFICATION
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	WASC/SSCE/GCE
	14
	15.6

	DIPLOMA/NCE
	18
	20

	BSC/BA/HND
	34
	37.8

	HIGHER DEGREE
	6
	6.6

	PROFESSIONAL QUALIFICATION
	18
	20


Source: administered question2025
The table 4.1.3 above shows that fourteen responded in the category of WASC/SSCE/GCE which respondents 15.6% of the total respondent while eighteen responded in the category of diploma/NCE which represent 20% of the total respondent. Also thirty four responded in the category of BSc/BA/HND which respondents 37.8% of the total respondents, while six respond in the category of higher degree which responded in the category of professional qualification which represents 20% of the total respondents.
Table 4.1.4	position of the rank in the company.
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	MANAGER
	20
	22.2

	FACTORY HEAD
	17
	18.9

	SUPERVISOR
	13
	14.4

	FOREMAN
	16
	17.8

	SECTION HEAD
	14
	15.6

	ANY OTHER
	10
	11.2

	TOTAL
	90
	100


Source: administered question2025
	The table 4.1.4 show indicated that twenty manager responded which respondents 22.2% of the total respondent while seventeen factory responded thirteen supervisor responded which represent 17.8% of the total respondent. Also fourteen section lead responded which respondents 15.6% of the total respondents and ten responded for any other category organization which represent 11.1% of the total respondents.
TABLE 4.1.5	LENGTH OF SERVICE
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	0-4 years 
	16
	17.8

	5-9 years
	22
	24.4

	10-15years
	41
	45.6

	15 years and above
	11
	12.2

	Total 
	90
	100%


Source: administered question2025
The table 4.1.5 show indicated that sixteen responded in the category of under 0-4 years which respondents 17.8% of the total respondent while twenty two responded in the category of 5-9 years which represent 24.4% of the total respondent. Also forty one responded in the category o 10-15 years and above which represents 12.2% of the total respondents.
TABLE 4.1.6	PREFERRED PROMOTIONAL STRATEGIES
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	Advertisement 
	25
	27.8

	Sales promotion
	20
	22.2

	Personal selling
	35
	38.9

	All of above 
	10
	11.1

	Total 
	90
	100%


Source: administered question2025
Table 4.1.6 above shows that personal selling is the effective promotional strategic used which further state that twenty five responded use advertisement which represents 27.8% of the total respondents, while twenty responded sales promotion is used, which represents 22.2% of the total respondents. Also thirty five responded that personal selling it the promotional strategic used which represents 38.9% and ten responded in the category of “all of the above” and represents 11.1% figure of the total respondent.
TABLE 4.1.7 PRICE AS COMPARED WITH COMPETITION 
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	High price 
	12
	13.3

	Low price 
	16
	17.8

	Same price 
	20
	22.2

	Moderate price 
	42
	46.7

	Total 
	90
	100%


Source: administered question2025.
Table 4.1.7 study reveals that twelve respondent believe that the company charge high price on the product which represents 13.3% of the total respondents sixteen respondents believe that the price the company charge is low and represents 17.%. twenty respondent feel that the company charge the same price as it’s competitors. Which represents 22.25 and forty-two respondents claimed that the company charge moderate price, which represent 46.7 of the total respondent.
TABLE 4.1.8 CHANNEL OF DISTRIBUTION USED
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	Direct to consumer
	6
	6.7

	Whole seller
	46
	51.1

	Retailer
	28
	31.1

	All of the above
	10
	1.11

	Total 
	90
	100%


Source: administered question2025.
Table 4.1.8  shows that six respondent believed that the company we direct means of distribution and represents 6.7 of the total respondents many of the respondents believed that the company makes use of the middlemen i.e the wholesaler forty- six respondents claimed so and this respondents 51.1% of the total respondents, while twenty. Eight felt that the company use retailer to shift the product to the final user, which respondents, 31.1% of the total respondents and ten clamed that the company use all the methods of distribution which represents 11.1% of the total respondent.
TABLE 4.1.9 REASON FOR BUYING THE PRODUCT 
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	Performance
	30
	33.3

	Price 
	15
	16.7

	Quality
	45
	50

	Availability
	-
	-

	 Total 
	90
	100%

	
	
	


Source: administered question2023
From table 4.1.9 is believed that product is of high quality than other beverage drink. Forty respondent purchases the product because of the satisfaction they derived from it. This represents 33.3% of the respondent though, the price is not very low, and fifteen respondents still buy the total respondent. Forty five respondents claimed that buy the product because of its quality’s. The represent 50%of the total respondent s. no respondent bought the product because of its availability and represent will figure of he total respondent 
TABLE 4.1. 10 MEDIA THAT STIMULATE PURCHASE
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	television
	40
	44.4

	Radio
	19
	21.1

	News paper
	16
	17.6

	Magazine
	15
	16.7

	Total 
	90
	100%


Source: administered question2025.
The table .1.10, above show that the use of television instigate many purchase forty respondent clamed that the television affected their buying decision. This claimed 44.4% of the total respondent. Followed by radio  which has nineteen respondent got their buying decision influence by radio advertisement which represent 21.1 and fifteen claimed that magazine advertisement influence their buying decision and  this represent 16.7 of the total respondents.


TABLE 4.1.11 BENEFIT DERIVED FROM USING THE PRODUCT
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	Taste 
	35
	38.9%

	Prestige
	40
	44.4%

	Popularity
	12
	13.3%

	Total 
	90
	100%

	
	
	


Source: administered question2025
The study from table 41.11 reveals that thirty five claimed that the benefit derived from buying the product is the quality they got for their money. This represent 38.9 of the total respondent while forty respondent claimed they derived body effect as their benefit (i.e looking good and feeling good) because of its lower price and this represent 33.3% of the respondent table 4.1.12 what method is being used n the formulation of strategic planning in your company
Table 4.1.12 what method is being used in the formulation of strategic planning in your company
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	M.B.O
	90
	100

	Authorial
	-
	-

	Other specify
	-
	-

	Total 
	90
	100%


Source: administered question2025


Note- MBO stands for management by objectives. 
Table 4. 1. 12 above significance that all the respondent believe that the formulation of strategic planning of the company. This indicate that all the members of the company participate in the formulation of company’s strategies in one way or the other.
TABLE 4.1.13 THE PARTICIPANTS IN THE FORMULATION OF THE COMPANY’S SALE PROMOTION STRATEGY
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	Top 
	90
	100

	Middle 
	-
	-

	Everybody
	-
	-

	T0tal 
	90
	100%


Source: administered question2025
Table 4.1.13 shows that the only top management level staff participate in the sale promotion strategy formulation. From the above table it can seen that the company use management by objective method in the formulation of strategy but cooperate level strategy is the some plan of  senior management for directing and the running the organization as a whole it cut across all the  organization activities which the middle management member are concerned with functional level strategy formulation. This justified the method being used by the company. 




Table 4.1. 14 what problems. Does the company usually encounter during formulation  of these strategy on sales promotion.
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	Unstable condition of operation
	40
	44.4

	Lack of knowledge of government fiscal measure
	30
	33.3

	Problem of gaining consensus among the percipient
	10
	11.1

	Total 
	90
	100%


F- Standard for unstable condition of operation.
I-represents problem for gaining conscienceamong the particular.
H- represent lack of knowledge of government fiscal measure.
The table 4.1.14 shows that 40 (44.4) of the respondent were of the opinion the major problem being faced by the company during formulation on strategy on sales promotion is unstable condition of the operational environment , while 30 (33.3) of the respondent. Said lack of knowledge of government fiscal measure to 11.1b said problem of gaining consensus among the participant as a result of people with different value, ideal experience and perception while 10(11.1%) of the total respondent specified other internal problem of the company like financial difficult and production or technical problem as obstacles being confronted with during formulated strategy on sale promotion



Table 1.15 suggest how these problems can be eradicated 
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	Adequate scanning of the environment condition
	-
	-

	Provision of government policies
	-
	-

	Provision of adequate financiers’ 
	-
	-

	All of the above  
	90
	100

	Total 
	90
	100


Source:- administered questionnaire
Note:- stand for adequate scanning of the environment condition
l- represent provision of government policies 
m- represent provision of adequate financial
n- stand for all of the above
all represent to table 4.1.15 above method of criteria are adequate measures of solving the problem. 
Table 4.1.16 has the effective implementation of strategy planning on sale promotion help the company.
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	Yes
	90
	100

	No
	-
	-

	Total
	90
	100


Source: administered questionnaire 2025.
RESPOND TO TABLE 4.1.16 SHOWS THAT EFFECTIVE IMPLEMENTATION OF STRATEGIC PLANNING AN SALE PROMOTION HAS HELPED THE COMPANY
	Suggested are
	FREQUENCY
	PERCENTAGE%

	Gaining competitive advantages
	30
	33.3

	Positioning the organization in right direction 
	10
	11.1

	Achievement of the organization goals 
	10
	11.1


	All of the above
	40
	44.1

	Total 
	90
	100


Source: administration questionnaire 2025
Note: o- represents gaining competitive advantages
p- Represent positioning the organization in right direction 
q- Stand for achievement of the organizational goals 
r represent all of the above
The above table shows the distribution of various suggested area in which the implementation of strategy planning on sale promotion had helped the company. 30(33.3) of the respondent were of the opinion that it has helped the competitive advantage over other companies 10(11.1) said that it has helped to position the organization in the right direction. 10(11.1) also said it has helped the company in the achievement of the overall organ9isation goals, while 40(44-5%) of the respondent agreed that the implementation of strategy has helped the company in all suggested areas.

Table 4.1.18 does a good motivational system of employee’s aids better implementation
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	Yes
	76
	84.4

	No
	14
	15.6

	Total
	90
	100


Source: administered questionnaire 2025
From the table 4.1.18 above, 76(84.4%) of the respondent put down “yes” that is good motivational system while 14(15.6%) says it does not aids better implementation of strategy.
Table 4.1.19, is effective implementation on strategic planning on sales promotion depend on a sound control and monitoring mechanisms.
	ALTERNATIVES
	FREQUENCY
	PERCENTAGE%

	Yes
	80
	88.9

	No
	10
	11.1

	Total
	90
	100


Source: administration questionnaire
With reference to the above table 80(88.8%) of the respondent were of the opinion that effective implementation of strategic planning on sales promotion depends on a sound control monitoring mechanism while 10(11.1%) say the implementation of strategic planning on sale promotion does not depend on sound control monitoring mechanism.
DISCUSION OF RESULT
	So far the research question formulated for this research work has been tested and validated from the result obtain form the questionnaire administered. However. Based on the result received a concrete conclusion is certainly arrived at that product packaging has an effect on consumer buying decision.
CHAPTER FIVE
SUMMARY OF FINDINGS CONCLUSION AND RECOMMENDATION
5.0 INTRODUCTION 
	The foregoing presents the summary of the finding of this research study, appropriate reference from the findings will also be included in addition, this chapter will also make sure useful recommendation for strategic planning on salespromotion activities.
5.1  SUMMARY OF FINDINGS
	Based on the data analysis carried out in chapter four, some important discoveries were made sales promotion is an expensive and difficult undertaking if not for the necessary important of its ultimate goals of increasing profit. Promotion would have leased long ago. But because of its significant, promotion is here to say therefore a research into the consumer response to sales promotion in general becomes a vital issue.
	The relevant information were gathered through questionnaire from the top management level and the marketing department of Nigeria bottling company p.l.c at Apapa plant and their head office in Lagos.
	Most of the information focused on the cause of the recent significant growth in sales promotion the type of promotional activities they have engaged in and the effect of a successful formation of strategic planning on sales promotion. It also focused on the company profits.
	The investigation has shown that consumer response to Nigeria bottling company’s promotional programmers in general and to the “coco-cola, fanta and sprite musical gift galore” promotion in particular were very encouraging. The wholesalers and retailer significantly contributed to the success of the scheme.
	Consumer preferred coco-cola brand or Nigeria bottling company brand to other brands of soft drinks in the market. The taste (quality) of coca-cola was the major factor that influences consumers heavily demand for the product. The investigation further revealed that sales promotion coupled with advertising were the best tools for promoting products and that promotional activities of the Nigeria bottling company can so far be rated among other soft drinks industries to be best. The investigation has also revealed that several factors have contributed immensely to the recent growth in sales promotion. Among these is the present economic depression in the country as well as the continuous growth in product brand especially among soft drinks industries. The increase in number of brands has brought about the emergence of more competitors thus encouraging more competition. Another factor is the dynamism in the marketing environments. The soft drinks industries need to blend and move along with current position in the market.
5.2 CONCLUSION 
	This study was carried out for the purpose of examining the impact of strategic planning in Nigeria Bottling Company PLC
However, the conclusion will be based on the following 
i. That effective implementation of strategic planning can lead to 	increase sales volume and invariably higher profits.
ii. The impact of strategic planning on sales promotion can sustain the 	life span of a failing product sufficiently to enable it recover from its 	decline.
iii. Sales promotion is important at all levels of the product life cycle but 	it is most important at the introductory and growth stages.
iv. The effective implementation of strategic planning on sales promotion 	involves the motivation and control mechanisms of the sales force
v. Buyers behaviours is a function of so many factors and promotional 	appeals such as dressing. It is like a tonic for revival or motivation 	further, Nigeria bottling company plc introduces a new style into the 	market providing coca-cola bottle in smaller version and presentable 	way. By so doing, they have arrested the minds of their potential 	buyers.
	   Lastly, the impact strategic planning on sales promotion has become an indispensable segment of marketing of goods services and ideals. Business environment is dynamic. This fact is attested to by the emergency of new manufacturers and new products.
5.3 RECOMMENDATION           
	Having, summarized the activities of the proceeding chapter, it is necessary to make the following recommendation in order to make intelligent decision about promotional strategies, marketers should carryout extensive research.
	This is required to determine he type of promotion to embark upon and how far the promotion should go since it is known fact that all forms of promotion requires substantial amounts of capital, it should be well designed by considering it’s cost effectiveness. The benefits to derive from it should be more than expenses to be incurred. Furthermore, since the recent growth in sales promotion has been attributed to inflation and economic depression government on its own part should find possible solutions to revive the country’s economy. This will substantially cause the production cost of the manufacturers with hardship whether directly or indirectly passed to the final consumers would be reduced if not totally eliminated.
	As it is already known quality is the key word which determines success of the whole operation, manufacturers are advised to maintain the good quality of their products because consumers will always go for the best.
	Producers are advised to be  considered in finding the price of their products, manufacturers should also be conscious of sales force, enthusiasm through effective control and good motivational mechanism.
	A sales promotional programme can fail if it is not fully supported by the participants of the strategic planning formulation and the company own salesman. Competent salesmen and other staff should be employed, trained, encouraged and assigned to do the task so as to increase the good will of the company and that of the products.
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