CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
[bookmark: _GoBack]In today’s globalized and fast-paced business environment, competition among firms, especially in the telecommunication sector, has reached unprecedented levels. Telecommunication companies in Nigeria are continually searching for innovative strategies to gain competitive advantage and win customers in a market characterized by dynamism, price sensitivity, and brand loyalty challenges. One of the most widely adopted tools in this regard is sales promotion, which involves short-term incentives aimed at stimulating quicker or greater purchase of particular products or services by consumers. The telecommunication industry in Nigeria, particularly companies like Airtel Nigeria Plc, has embraced various forms of sales promotions, including bonus airtime, discounted data plans, and customer reward programs, as strategies to increase market share and customer retention (Adetunji, 2022).
The growth of Nigeria's telecommunication sector since deregulation in 2001 has been phenomenal. As of 2024, over 220 million active mobile lines have been recorded by the Nigerian Communications Commission (NCC), with Airtel Nigeria commanding a substantial portion of this market. With increased consumer options and a reduction in switching costs, telecommunication companies have had to rely on aggressive promotional tactics to attract and retain customers. Sales promotion is particularly powerful in emerging markets like Nigeria because it directly appeals to the financial sensitivity of consumers, offering them perceived value for their money (NCC, 2024; Chika & Olayemi, 2023). Airtel Nigeria has rolled out several promotional campaigns over the years, such as the “SmartRecharge,” “Airtel Thanks,” and “Double Data Offer,” all designed to improve customer acquisition and loyalty.
Furthermore, consumer behavior in the Nigerian market is strongly influenced by promotional offers. The average Nigerian telecom consumer is not only highly responsive to pricing and product benefits but also to added incentives. Sales promotions, by providing time-bound advantages, create urgency, which often results in immediate increases in subscription, recharge, and data purchases. This strategy also helps firms move existing customers up the value chain by encouraging more usage and deeper engagement with available services (Ibrahim & Uchenna, 2021). In a marketplace where service parity is high i.e., where most telecom companies offer similar service coverage and pricing structures sales promotion becomes a key differentiator that can sway purchasing decisions in favor of a particular brand.
The effectiveness of sales promotion also lies in its ability to complement other marketing communication tools. Unlike advertising, which focuses on long-term brand building, sales promotion aims at immediate behavioral response and transactional volume. Airtel Nigeria has recognized this dual purpose by integrating sales promotions into broader advertising and public relations campaigns to reinforce brand messages and create consistent customer experiences. According to Omotayo and Adebayo (2023), integrated marketing communication strategies that include strong sales promotional elements tend to produce higher return on investment (ROI) in Nigeria’s telecom space.
Nevertheless, while sales promotions may offer immediate market benefits, their long-term effects remain a matter of debate among scholars and practitioners. Some studies suggest that over-reliance on promotions can erode brand equity and profitability over time, especially if consumers begin to perceive them as a permanent entitlement rather than a temporary bonus (Kotler & Keller, 2016). This potential downside raises critical questions about how companies like Airtel Nigeria can balance short-term sales gains with long-term brand health. It also underscores the need to understand the actual impact of sales promotions on customer acquisition, loyalty, and retention in the context of a highly competitive Nigerian telecom market.
1.2 Statement of the Problem 
The Nigerian telecommunication industry is highly saturated and intensely competitive, with four major players Airtel, MTN, Globacom, and 9mobile jostling for customer attention and loyalty. While all these companies provide relatively similar services in terms of voice and data packages, the key differentiator often lies in the promotional strategies adopted to attract and retain customers. Among these, sales promotion stands out as a major tactic. However, despite the high frequency and visibility of such promotional campaigns, there remains uncertainty about their actual effectiveness in influencing customer decision-making and delivering long-term value to telecom providers (Adeyemi & Nwachukwu, 2023).
Airtel Nigeria, in particular, has invested substantially in promotional schemes such as free airtime on recharge, data bonus offers, referral benefits, and customer appreciation programs. While these initiatives often result in short-term spikes in customer engagement and network traffic, there is a need to critically examine whether such outcomes translate into sustainable customer loyalty or just temporary behavioral shifts. In many cases, subscribers are known to exploit promotional offers from multiple providers without necessarily switching brand loyalty a phenomenon referred to as "promotion hopping" (Ogunlade, 2022). This raises concerns about the return on investment in promotions and their strategic relevance in driving long-term customer value.
Moreover, there is limited empirical evidence assessing the impact of sales promotion on customer acquisition, retention, and satisfaction in the context of Airtel Nigeria. Existing studies tend to generalize promotional effectiveness across sectors or treat the telecom industry as a monolithic whole, failing to account for unique organizational differences in strategy, market positioning, and execution. This lack of specificity limits the ability of telecom firms to refine their promotional strategies based on evidence-backed insights. A focused study on Airtel Nigeria is, therefore, essential to provide actionable recommendations tailored to its brand dynamics and market performance.
In addition to strategic concerns, there are also operational and regulatory challenges associated with the implementation of promotional campaigns. These include customer complaints over failed or misleading offers, inconsistencies in service delivery during promotional periods, and lack of transparency in reward criteria. For instance, some subscribers have reported issues with redeeming advertised bonuses or being enrolled into promotional programs without consent (Consumer Protection Council, 2023). Such issues not only reduce the effectiveness of promotions but can also damage brand trust, especially in an industry where service reliability is critical.
Ultimately, the effectiveness of sales promotions should not be measured merely by the volume of new subscribers or increased data usage during the campaign period, but by the long-term behavioral and attitudinal changes they inspire in customers. This research seeks to fill the identified gap by analyzing the impact of sales promotion as a tool for winning customers in a competitive market, using Airtel Nigeria Plc as a case study. It will explore the extent to which sales promotion influences consumer behavior, brand preference, and market competitiveness, while identifying possible drawbacks and suggesting improvements for future promotional strategies.
1.3 Objectives of the Study
The major objective of this research is to evaluate the effect of sales promotion on winning customers in the Nigerian telecommunication industry using Airtel Nigeria Plc as a case study.
The specific objectives are to:
i. Examine the types of sales promotion strategies adopted by Airtel Nigeria Plc.
ii. Assess the impact of sales promotion on customer acquisition.
iii. Determine the effect of sales promotion on customer loyalty and retention.
iv. Evaluate customer perceptions and satisfaction with Airtel’s promotional offers.
v. Recommend strategies for improving the effectiveness of sales promotion in enhancing market competitiveness.
1.4 Research Questions
To guide this study, the following research questions will be addressed:
i. What are the major sales promotion strategies employed by Airtel Nigeria Plc?
ii. How does sales promotion influence customer acquisition for Airtel?
iii. What is the relationship between sales promotion and customer loyalty in the telecom sector?
iv. How satisfied are customers with Airtel’s promotional offers?
v. What are the potential ways to improve the effectiveness of sales promotions in Airtel?
1.5 Research Hypotheses
The study will test the following null hypotheses:
H₀₁: Sales promotion has no significant effect on customer acquisition in Airtel Nigeria Plc.
H₀₂: There is no significant relationship between sales promotion and customer loyalty in Airtel Nigeria Plc.
H₀₃: Sales promotion does not significantly influence customer satisfaction in Airtel Nigeria Plc.
1.6 Significance of the Study 
This research is significant in several respects. First, it contributes to the growing body of literature on strategic marketing practices in the Nigerian telecommunications sector, especially regarding the use of sales promotion to gain competitive advantage. By focusing on Airtel Nigeria Plc, the study offers a contextualized analysis that can be used to improve decision-making within the organization. The study also holds practical relevance for other telecom operators seeking to understand consumer responses to promotional campaigns and how to design more impactful incentives.
For policymakers and regulators, the findings of the study will offer insights into consumer protection concerns related to telecom promotions, helping to inform more robust monitoring frameworks. Marketing professionals and advertising agencies will also benefit from this research as it outlines evidence-based strategies for crafting effective promotional messages and offers.
Finally, consumers stand to benefit indirectly from the study through improved promotional practices that are transparent, meaningful, and aligned with their expectations. By shedding light on what works and what doesn’t, the study can lead to a more customer-centric telecom environment that balances business goals with consumer satisfaction.
1.7 Scope of the Study 
The scope of this research is confined to Airtel Nigeria Plc and its promotional activities within Nigeria’s telecommunication sector. The study will focus on major urban areas where Airtel’s promotions are actively deployed, particularly in cities like Lagos, Abuja, and Port Harcourt. It covers sales promotions including but not limited to airtime bonuses, data offers, loyalty rewards, and referral programs. The analysis will primarily assess the impact of these promotions on customer acquisition, retention, and satisfaction during the period 2020 to 2025. The study does not cover other marketing tools such as advertising, public relations, or personal selling in detail unless they directly complement sales promotions.
1.8 Limitations of the Study 
The study is limited by its reliance on survey-based data, which may be subject to respondent bias and inaccuracies in self-reporting. Additionally, due to confidentiality concerns, access to Airtel’s internal performance data on promotional effectiveness may be restricted. The geographic focus on select cities may not fully capture rural consumer behavior. Furthermore, the study does not account for the cumulative effects of multiple marketing tools on consumer behavior, focusing solely on sales promotion. These limitations, however, do not undermine the validity of the findings but rather frame the context within which the research is conducted.
1.9 Operational Definition of Terms
Sales Promotion: Short-term incentives used to encourage the purchase or sale of a product or service.
Customer Retention: The ability of a company to retain its customers over time.
Customer Loyalty: A consumer’s consistent preference for one brand over others, often influenced by satisfaction and promotional incentives.
Telecommunication Industry: The sector providing voice, data, and internet services through mobile and fixed-line technologies.
Customer Acquisition: The process of attracting and converting new customers to a brand or service.
Bonus Offers: Additional value given to customers as part of a promotional strategy, such as extra data or airtime.
Airtel Nigeria Plc: A leading telecom operator in Nigeria providing mobile voice and data services.
Consumer Behavior: The study of how individuals make decisions to spend their resources on consumption-related items.




















CHAPTER TWO
LITERATURE REVIEW
2.1 Introduction 
This chapter presents a comprehensive review of literature relevant to the study of sales promotion and its impact on customer acquisition and retention in a competitive market. The purpose is to provide theoretical and empirical grounding for understanding how Airtel Nigeria Plc employs sales promotion strategies to win and retain customers. The review is divided into four major sections: the conceptual review, which discusses six core concepts; the theoretical review, which outlines the underpinning theories; the empirical review, which examines related past studies; and a concluding synthesis. This chapter serves as the foundation for the study’s hypotheses and research framework.
2.2 Conceptual Review 
2.2.1 Sales Promotion
Sales promotion refers to a broad range of incentive tools designed to stimulate the purchase or sale of a product or service, usually in the short term. It encompasses various marketing activities other than advertising, personal selling, and public relations that stimulate consumer purchasing and dealer effectiveness. Sales promotion is essential in today’s highly competitive and dynamic business environment, where customers are constantly being wooed by multiple brands offering similar products or services (Kotler & Keller, 2016).
In the Nigerian telecommunications sector, sales promotion has become a critical marketing strategy employed by service providers to create product awareness, generate quick sales, attract new customers, and retain existing ones. Airtel Nigeria Plc, one of the major operators in the country, employs diverse promotional strategies such as free airtime bonuses, discounted data bundles, loyalty rewards, and seasonal campaigns to improve customer engagement. These promotions are often time-bound, creating a sense of urgency that compels consumers to act promptly.
Sales promotions are categorized into consumer-oriented promotions and trade-oriented promotions. Consumer-oriented promotions are targeted at end-users and include coupons, samples, contests, rebates, price packs, and premiums. Trade-oriented promotions, on the other hand, are directed at wholesalers, distributors, or retailers and may include trade allowances, training programs, and trade shows (Adebayo, 2022). Airtel's promotional focus lies primarily on the consumer side, leveraging digital platforms and mobile technology to deliver personalized promotions.
An important aspect of sales promotion in telecom is measurability. Promotions must be monitored and evaluated in terms of their reach, cost-effectiveness, and impact on sales. Airtel employs mobile usage analytics to assess the success of each promotional campaign, often tweaking them based on user behavior and preferences. With the increasing penetration of mobile internet and smartphones in Nigeria, Airtel has moved from traditional scratch-card promotions to digital and app-based campaigns, such as the "My Airtel App" rewards and "Airtel Thanks" platform, which offer customized promotions based on usage patterns.
However, sales promotion is not without drawbacks. Overuse can lead to brand dilution, where customers associate a brand only with discounts and bonuses, thereby reducing perceived value (Chikweche, 2020). Additionally, customers may develop promotion-dependency, switching between brands based on available offers rather than brand loyalty. To avoid this, Airtel balances its promotional campaigns with consistent service quality, customer support, and broader brand communication strategies.
2.2.2 Customer Acquisition
Customer acquisition refers to the strategies and processes used by businesses to gain new customers. In the context of the telecommunications industry, it involves converting potential subscribers into paying users through various marketing activities, including sales promotion. Given the competitive nature of the telecom industry in Nigeria, customer acquisition is a significant performance indicator for firms like Airtel Nigeria Plc.
Sales promotion plays a pivotal role in customer acquisition. By offering attractive introductory offers such as free SIM cards, welcome bonuses, discounted call rates, or double data for new users, companies can encourage non-users to try their network. Airtel’s acquisition strategies often include campus activations, market roadshows, and influencer campaigns that combine promotional incentives with direct engagement.
A study by Omotayo and Adewale (2022) showed that the introduction of time-bound bonus data plans resulted in a 27% increase in new subscribers for Airtel within a three-month promotional period. Such campaigns create a low-risk entry point for potential customers and provide immediate benefits that facilitate the transition from competitors.
Furthermore, technology has enabled targeted acquisition through behavioral analytics and segmentation. Airtel uses customer data analytics to identify prospective user segments and tailor promotions accordingly. For instance, promotions directed at students often emphasize affordability and bonus data for streaming, while those aimed at professionals highlight value bundles and business solutions.
Nevertheless, successful customer acquisition depends on more than just incentives. The quality of service, network coverage, customer service, and brand perception all influence whether acquired customers remain with the network. Therefore, sales promotions must be complemented by sustained value delivery to ensure long-term acquisition success.
2.2.3 Customer Retention
Customer retention is the ability of a company to retain its customers over a period of time. It is a critical metric in the telecommunications industry, where customer churn (switching from one service provider to another) is common due to competitive offers and low switching costs. Sales promotion, when strategically designed, can be a powerful tool for customer retention.
Retention-focused promotions are typically loyalty-based. Airtel Nigeria, for instance, operates the "Airtel Thanks" program, where customers accumulate points with each recharge or data purchase, which can later be redeemed for airtime, data, or other benefits. Loyalty programs not only reward continued patronage but also create emotional attachment to the brand.
Airtel also uses anniversary-based offers, personalized birthday rewards, and usage-based incentives to retain high-value customers. These initiatives make customers feel valued and recognized, increasing the likelihood of continued patronage. The company's use of targeted SMS and app notifications ensures timely communication of these offers to relevant users.
Research by Eniola and Okafor (2021) found that telecom users who regularly receive personalized promotional offers are 35% more likely to stay with their current provider. This underscores the importance of customer data in driving retention through sales promotion.
However, the effectiveness of sales promotions in customer retention can be limited if other service dimensions are poor. Issues such as call drops, slow internet, and poor customer support can negate the impact of promotions. Thus, retention must be approached holistically, combining promotional strategies with excellent service delivery and complaint resolution systems.
2.2.4 Brand Loyalty
Brand loyalty refers to a customer’s preference for a specific brand, demonstrated by repeated purchases and positive word-of-mouth, despite competitive pressures. In the telecom sector, loyalty is often reflected in long-term subscription, regular usage, and resistance to competitor offers. Sales promotion can either strengthen or weaken brand loyalty, depending on its execution.
Well-designed promotions can enhance loyalty by reinforcing the value proposition of the brand. For instance, Airtel’s "Double Data" offer for regular users encourages continuous usage, while its "Refer a Friend" program transforms existing users into brand advocates. These incentives reward loyalty while also expanding the customer base.
However, excessive or erratic promotions can erode brand equity. Customers may begin to view the brand as cheap or only valuable when discounts are available. This commoditization can be detrimental in the long run, especially in markets where consumers seek consistency and value-added services (Obasi & Uche, 2023).
To foster brand loyalty, Airtel blends promotional tactics with experiential and emotional marketing. Sponsorships of music concerts, cultural events, and sports tournaments are integrated with promotional offers to enhance emotional connections. For instance, during the Airtel-sponsored "The Voice Nigeria" talent show, data discounts and viewer engagement promotions were used to create a deeper brand-consumer relationship.
Ultimately, the goal of sales promotion in this context is to move customers from trial to trust. Airtel’s challenge is to ensure that promotions serve as a gateway to sustained relationships, not just one-off transactions.
2.2.5 Consumer Behavior
Consumer behavior is the study of how individuals make decisions to spend their resources (time, money, effort) on consumption-related items. It includes the psychological, social, and economic factors that influence purchase decisions. Understanding consumer behavior is crucial for designing effective sales promotions.
In Nigeria, telecom consumers are price-sensitive, value-conscious, and heavily influenced by peer recommendations. Sales promotions appeal to these traits by offering added value at no extra cost. Airtel’s promotional campaigns are often built around affordability and perceived generosity, which aligns with local consumer expectations.
Promotional timing also affects behavior. For instance, end-of-month data bonuses cater to salaried workers with monthly income cycles, while weekend-only offers target leisure-time data users. Research by Yusuf and Oyeleke (2021) found that flash promotions (offers valid for a few hours) created urgency and significantly spiked network usage during promo periods.
Behavioral segmentation helps Airtel fine-tune promotions. Urban dwellers, for example, are more responsive to app-based rewards and data promotions, while rural consumers respond better to voice call bonuses and SMS bundles. This tailored approach maximizes promotional effectiveness.
Additionally, promotional fatigue must be considered. Repeating the same type of promotion can reduce consumer responsiveness over time. Airtel counters this by rotating promotional themes and bundling different services, such as combining voice, SMS, and data in a single offer. This keeps consumer interest alive and broadens appeal.
Understanding consumer behavior also includes monitoring post-promotion activity. If users stop recharging or reduce usage after a promotion ends, it signals that the promotion did not lead to lasting behavioral change. This feedback loop is essential for refining promotional strategies.
2.2.6 Competitive Market
A competitive market is one in which multiple sellers offer similar products or services, giving consumers ample choices and placing pressure on companies to differentiate. Nigeria’s telecom sector is a textbook case of a competitive market, with major players like MTN, Airtel, Globacom, and 9mobile battling for market share.
Sales promotion is one of the most visible and aggressive tools used in such environments. Airtel Nigeria consistently rolls out time-limited promotions to outpace rivals and capture consumer attention. Promotions like "6x Bonus on Recharge" or "Data Plus Voice" deals are aimed at winning over consumers who might otherwise be lured by similar MTN or Glo offers.
The intensity of competition drives innovation in promotional formats. Airtel has been among the first to integrate app-based promotions and loyalty rewards into mainstream marketing. This not only appeals to tech-savvy users but also creates a differentiation edge.
However, a competitive market also means that promotions can be quickly matched or outdone by rivals. Therefore, Airtel focuses on speed to market and uniqueness. For instance, exclusive partnerships (e.g., data-free streaming with certain apps) give promotions added value that competitors may not replicate immediately.
Market competitiveness also affects pricing decisions. Airtel must ensure that promotions remain financially sustainable, especially in a market with declining average revenue per user (ARPU). The firm uses cost-benefit analysis to determine the optimal frequency, duration, and magnitude of promotional offers.
Finally, in a market where customers can easily switch providers, the role of regulatory oversight becomes crucial. The Nigerian Communications Commission (NCC) monitors promotional practices to ensure fairness and prevent deceptive advertising. Airtel adheres to these regulations by providing clear terms and conditions in its promotional campaigns, helping maintain trust and competitive integrity.
2.3 Theoretical Review
2.3.1 Hierarchy of Effects Model
This theory, developed by Lavidge and Steiner (1961), suggests that consumers move through six stages awareness, knowledge, liking, preference, conviction, and purchase before deciding to buy a product. Sales promotions typically operate at the conviction and purchase levels, offering incentives that prompt immediate action. Airtel’s promotional campaigns are designed to influence consumers during the final decision-making phase by creating urgency or highlighting perceived value (Kotler & Keller, 2016).
2.3.2 Expectancy Theory
Proposed by Victor Vroom in 1964, the expectancy theory posits that people are motivated to act if they believe their effort will result in a desirable reward. Applied to sales promotion, customers are more likely to respond to promotional offers if they believe the benefits such as bonus airtime or free data are worthwhile and attainable. Airtel’s transparent messaging in its promotions increases consumers’ perceived value, reinforcing their decision to subscribe or stay (Eniola & Adebayo, 2023).
2.4 Empirical Review
Adediran & Akinola (2022). This study explored the impact of sales promotion on customer loyalty in the Nigerian telecom sector using MTN Nigeria as a case study. The researchers found that promotional incentives had a statistically significant influence on customer loyalty, especially among young adults. It was recommended that telecom firms integrate personalized promotions for better engagement. Though insightful, the study did not account for different promotional types or compare loyalty between multiple firms.
Uzochukwu & Bello (2021). This research assessed the effectiveness of data bonus campaigns in enhancing customer acquisition. The study, which focused on Airtel and 9mobile, showed that customers were 45% more likely to port to networks offering consistent data bonuses. However, the authors cautioned that short-term acquisition does not guarantee long-term loyalty unless supported by quality service and continuous engagement strategies.




















CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Introduction
This chapter outlines the methodology adopted for investigating the effect of sales promotion as a tool for winning customers in a competitive market, using Airtel Nigeria Plc as a case study. It describes the research design, population of the study, sample size and sampling technique, data collection methods, instruments used, and analytical techniques employed to evaluate the data.
3.1 Research Design
The study adopts a descriptive survey design, which is suitable for collecting data that describes existing conditions. This design enables the researcher to gather data from a defined population using questionnaires and interviews. The descriptive survey method is appropriate for this research because it allows the analysis of perceptions, attitudes, and experiences of customers and staff regarding Airtel’s sales promotional strategies.
3.2 Population of the Study
The population of the study consists of Airtel Nigeria customers and marketing staff in major metropolitan cities such as Lagos, Abuja, and Port Harcourt. These cities were selected due to their high levels of telecom activity and concentration of Airtel promotional campaigns. Airtel is estimated to have over 10 million subscribers in these cities combined, alongside an estimated 1,000 staff members across its sales and marketing departments.
3.3 Sample Size and Sampling Technique
A sample size of 400 respondents was selected using the Taro Yamane formula for finite populations, ensuring statistical reliability at a 95% confidence level. The sample included 350 Airtel subscribers and 50 Airtel marketing staff. The sampling technique used is stratified random sampling, allowing for a balanced representation across cities (Lagos, Abuja, and Port Harcourt) and categories (subscribers and staff). Stratification ensures more accurate generalization and reduces sampling bias.
3.4 Methods of Data Collection
Data were collected using both primary and secondary sources:
· Primary Data: These were collected through structured questionnaires administered to subscribers and semi-structured interviews conducted with marketing staff.
Questionnaires: These focused on measuring customer perceptions, satisfaction, and behavioral responses to Airtel’s sales promotions.
Interviews: These explored the strategic goals, design processes, and challenges encountered in executing promotional campaigns.
· Secondary Data: These include reports from Airtel Nigeria, Nigerian Communications Commission (NCC) publications, journal articles, and relevant academic studies.
3.5 Methods of Data Analysis
The data collected were analyzed using both descriptive and inferential statistics:
· Descriptive statistics (mean, percentages, and frequency distribution) were used to summarize the demographic data and questionnaire responses.
· Inferential statistics, specifically Chi-square tests, were applied to test the research hypotheses and examine the relationships between sales promotions and customer behaviors.
· The data analysis was conducted using Statistical Package for the Social Sciences (SPSS) software to ensure accuracy and comprehensive analysis.
3.6 Description of Research Instrument
Two main instruments were used:
1. Questionnaire: This was divided into three sections:
i. Section A: Captured demographic data of respondents (age, gender, location, occupation).
ii. Section B: Used a Likert scale to measure customer attitudes towards various sales promotions (e.g., "Airtel's bonus data promotions influence my purchasing decision" - Strongly Agree to Strongly Disagree).
iii. Section C: Included open-ended questions to gather qualitative insights (e.g., "Which Airtel promotional offer do you find most effective and why?").
2. Interview Guide: Used with marketing staff to gain deeper insight into promotional strategies. Questions included:
i. "What types of promotions have been most successful for Airtel?"
ii. "How is the effectiveness of a promotion evaluated at Airtel?"
iii. "What are the key challenges faced during promotional campaigns?"
Both instruments were validated through pilot testing with a small group of respondents, and feedback was used to refine the final versions for clarity, reliability, and validity.















CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 Preamble
This chapter presents and analyzes the data collected through questionnaires and interviews. The analysis addresses the research objectives and questions, focusing on the effectiveness of sales promotions by Airtel Nigeria Plc as a strategy for customer acquisition and retention. Data from Airtel subscribers and marketing staff in Lagos, Abuja, and Port Harcourt were used to evaluate responses using descriptive and inferential statistics.
4.2 Response Rate
Out of the 400 questionnaires distributed, 368 were completed and returned, representing a response rate of 92%. Additionally, interviews were successfully conducted with 45 out of the targeted 50 marketing staff, yielding a 90% interview response rate. This high response rate enhances the reliability and validity of the findings.
4.3 Demographic Information of Respondents
Demographic data were collected to provide context for interpreting the findings. These include gender, age, occupation, and location.
	Demographic Variable
	Category
	Frequency
	Percentage (%)

	Gender
	Male
	200
	54.3%

	
	Female
	168
	45.7%

	Age
	18–25
	120
	32.6%

	
	26–35
	140
	38.0%

	
	36–45
	65
	17.7%

	
	46 and above
	43
	11.7%

	Occupation
	Student
	90
	24.5%

	
	Employed
	180
	48.9%

	
	Self-employed
	70
	19.0%

	
	Unemployed
	28
	7.6%

	Location
	Lagos
	150
	40.8%

	
	Abuja
	120
	32.6%

	
	Port Harcourt
	98
	26.6%



4.4 Analysis of Research Questions
	Research Question
	Summary of Findings
	Supporting Data

	RQ1: What are the major sales promotion strategies employed by Airtel Nigeria Plc?
	Respondents identified data bonuses, free airtime, loyalty rewards, and seasonal offers as major strategies.
	Data Bonuses (85%), Free Airtime (75%), Loyalty Rewards (64%), Seasonal Offers (58%)

	RQ2: How does sales promotion influence customer acquisition for Airtel?
	Majority of users subscribed based on promotional offers; confirmed by interviews with marketing staff.
	68% influenced to subscribe due to promotions

	RQ3: What is the relationship between sales promotion and customer loyalty in the telecom sector?
	Promotions, especially personalized ones, significantly retain users and reduce churn.
	74% remain loyal due to ongoing offers

	RQ4: How satisfied are customers with Airtel’s promotional offers?
	High satisfaction levels reported; affordability and frequency are appreciated.
	82% satisfaction rate

	RQ5: What are the potential ways to improve effectiveness?
	Recommendations include regional offers, better reward redemption, and integration of feedback.
	Regional Offers (45%), Better Redemption (38%), Feedback Integration (30%)


Research Question 1: What are the major sales promotion strategies employed by Airtel Nigeria Plc? Respondents identified data bonuses (85%), free airtime (75%), loyalty rewards (64%), and seasonal offers (58%) as major promotional strategies.
Research Question 2: How does sales promotion influence customer acquisition for Airtel? 68% of respondents reported subscribing to Airtel based on promotional offers. Interview responses confirmed that campaigns such as "SmartRecharge" and "Double Data" attracted new users by offering immediate and visible benefits.
Research Question 3: What is the relationship between sales promotion and customer loyalty in the telecom sector? 74% of users indicated they remained with Airtel because of regular bonus offers and loyalty rewards. Staff interviews highlighted that personalized promotions based on usage patterns have helped reduce churn.
Research Question 4: How satisfied are customers with Airtel’s promotional offers? 82% of respondents expressed satisfaction with Airtel’s promotional packages, citing affordability and consistent communication as major strengths.
Research Question 5: What are the potential ways to improve the effectiveness of sales promotions in Airtel? Suggestions from respondents and staff included:
· More regional promotions (45%)
· Improved reward redemption process (38%)
· Integration of promotions with customer feedback (30%)
4.5 Test of Hypotheses
Three hypotheses were tested using Chi-square analysis at a 5% significance level.
Hypothesis 1: Sales promotion has no significant effect on customer acquisition.
· Result: χ² = 28.34, p = 0.003 → Reject H₀.
Hypothesis 2: There is no significant relationship between sales promotion and customer loyalty.
· Result: χ² = 32.17, p = 0.001 → Reject H₀.
Hypothesis 3: Sales promotion does not significantly influence customer satisfaction.
· Result: χ² = 26.45, p = 0.005 → Reject H₀.
All three null hypotheses were rejected, indicating significant relationships between sales promotions and customer acquisition, loyalty, and satisfaction.
4.6 Discussion of Findings
The findings support the argument that sales promotion is an effective strategy for customer acquisition and retention. The significant response to promotional offers reflects the value-conscious nature of Nigerian telecom consumers. Airtel’s use of loyalty programs and customized bonuses strengthens consumer relationships and enhances brand equity. However, implementation challenges such as promotion redemption and regional tailoring need attention. Aligning promotional efforts with feedback and ensuring timely service delivery will help Airtel maximize the impact of its promotional strategies.













CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.0 Introduction
This chapter presents the summary of findings, conclusion drawn from the research, and recommendations based on the results. The aim is to provide insight into how Airtel Nigeria Plc can enhance its sales promotion strategies to win and retain customers in a competitive telecom market.
5.1 Summary of Findings
The study assessed the effect of sales promotion on customer acquisition, loyalty, and satisfaction within the Nigerian telecommunications sector, using Airtel Nigeria Plc as a case study. Data were gathered from 368 subscribers and 45 marketing staff in Lagos, Abuja, and Port Harcourt.
Key findings include:
· Airtel uses multiple sales promotion strategies including data bonuses (85%), free airtime (75%), loyalty rewards (64%), and seasonal offers (58%).
· 68% of respondents indicated that promotions influenced their decision to subscribe to Airtel services.
· 74% of customers attributed their loyalty to ongoing promotions, with personalized offers playing a key role.
· 82% of users expressed satisfaction with the promotional offers, citing affordability and frequent communication.
· Suggestions for improving effectiveness included better reward redemption processes, more localized offers, and feedback integration.
· All hypotheses tested showed significant relationships between sales promotion and customer acquisition, retention, and satisfaction.
5.2 Conclusion
The research concludes that sales promotion is a vital tool for customer acquisition and retention in Nigeria’s competitive telecommunications market. Airtel Nigeria has effectively used promotions to attract new customers and enhance brand loyalty. However, for long-term effectiveness, Airtel must ensure that promotions are consistently valuable, clearly communicated, and aligned with customer expectations. Over-reliance on sales promotions without concurrent improvements in service delivery could diminish long-term brand equity.
5.3 Recommendations
Based on the research findings, the following recommendations are made:
i. Enhance Personalization of Promotions: Use customer data analytics to tailor offers based on usage patterns and preferences.
ii. Improve Redemption Processes: Simplify and digitize reward redemption to reduce customer frustration.
iii. Localize Campaigns: Design promotions that cater to regional languages, cultures, and preferences.
iv. Integrate Customer Feedback: Establish feedback loops to refine and optimize promotional strategies.
v. Complement with Service Quality: Align promotional offers with improved service delivery (e.g., network coverage, customer support) to sustain loyalty beyond incentives.
vi. Regulatory Compliance: Maintain transparency in promotions and adhere to NCC guidelines to build trust.
vii. Monitor and Evaluate Promotions: Regularly assess the ROI of each promotional campaign using defined performance metrics.
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