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ABSTRACT
	This study examined the influence of pricing strategy on organizational profitability. The purpose of this study was to determine the extent to which everyday low pricing strategy have been adopted by the Nigerian Bottling Company. Pricing scheming and pricing penetration   were determinable variable to determine the extent to which pricing strategies enhance performance. The research made use of 150 staff of the company. Yaro Yamane sampling techniques was adopted to arrive at the sample size 0f (50). The instruments used in data collection was questionnaire, Regression and correlations results indicated that there was a statistically significant and positive relationship between pricing skimming and pricing penetration, the results revealed that pricing scheming have positive effect on the profitability of Nigerian Bottling Company. The study recommends that organizations should put in place measures assess the most effective pricing strategy to reduce products costs and this increase profitability whenever such as strategy is used. 
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CHAPTER ONE
INTRODUCTION
1.1.	Background to the Study
Price is a measure by which customers judge the value of any offer from retailers and they use it to make choices between competing brands (Rosa et al., 2011). Price is also one of the most flexible elements of the marketing mix and can be adapted easily in the changing environmental conditions (Lancioni, 2005). Organizations spend a lot of time and resources figuring out the best pricing strategy for their products because a wrong strategy can cost them important customers and therefore result into loss of revenue. Organizations remaining indifferent or frustrated around pricing strategies stay behind by allowing the competition to set market prices (Dolan & Simon, 1996). This may have a negative influence on the way consumers view them because they have to go by the prices fixed by their competitors otherwise their market share will be affected adversely. As Dolan & Simon (1996) assert, price therefore becomes a competitive element in the goal for market share and an influencing factor on consumer purchase decision.
Consumer purchase decision is the study of how individual customers, groups or organizations select, buy, use, and dispose goods and services to satisfy their needs and wants (Peter & Donnelly, 2003). It refers to the actions of the consumers in the marketplace and the underlying motives for those actions. Organizations expect that by understanding what causes the consumers to buy goods and services, they will be able to determine the best price for their products, the price that will make them have a competitive edge over their rivals. There are various factors that influence the consumer purchase decision. They include marketing factors such as product design, price, promotion, packaging, position and distribution and personal factors such as age, gender, education and income level (Tang et al., 2001). Kotler (2001) posits that a number of factors influence consumer purchase decision, namely product choice, brand choice, dealer choice, purchase timing, and purchase amount.
Many studies have attempted to understand the relationship between price and consumer purchase decision, concluding that product pricing is a complex matter and that there are many strategies that influence consumer perceptions and purchase intentions (Alba et al., 1994; Chandrashekara et al., 2003; Hardesty et al., 2003; Hildalgo et al., 2008; Manzur et al., 2011). Other studies have focused on the service industry with little focus on the product industry For instance Kane (2007) studied the effect of different pricing strategies on consumer purchase decision in the insurance industry, which is a service industry. The study tried to find out how pricing strategies influence the choice of insurance policy that consumers purchase. In the study, it was found out that consumers purchased policies which had lower prices compared to higher priced policies. Kane (2007) therefore concluded that consumers consider the pricing strategy adopted by the insurance company when purchasing a policy.
A number of studies on pricing strategies and consumer purchase decision have been carried out in the western part of the world. The study of Kopalle et al., (2009) provides literature review on retailer pricing with a focus on the interaction between pricing strategies and competitive effects in Europe. Gauri et al., (2010) looked at the framework of online and offline retail pricing in the developed world. There are yet other researchers who have studied the concept of pricing strategy in the western world (Ellickson et al., 2008; Goldrick et al, 2000). Besides there has not been consistency in the research methodology used to analyze data in the previous studies. For instance, Jung, (2014) used time-series methods to exam the effects of pricing strategies. In her study, Kane, (2007) used online survey instrument managed through the Web-survey service zoomerang to obtain data. Ellickson&Misra (2008) used the Bayesian structure in their study. There have been mixed finding in the area. Some academic research has established that temporary price reductions substantially increase short-term brand sales as a result of consumers’ perception (Blattberg et al., 1995). On the other hand, recent studies have found out that promotion effects die out in subsequent weeks or months (Srinivasan et al., 2008).
There also seems to be scanty of studies on the influence of pricing strategies on consumer purchase decision and organizational profitability in the Nigerian context therefore the need for the study.
1.2 	Statement of Research Problems
The challenge facing most organizations today is stiff competition in the market which is not only local but also global. There are many retailers in the market who all aim at attracting the same customer base and therefore for an organization to have a competitive advantage, it has to come up with good strategies that will ensure that it has a competitive advantage. One of the strategies that many organizations have to focus on is the pricing strategies.
Many organizations do not understand how price influences consumer purchase decision. In his quest to explain the nature of relationship between price and consumer purchase decision, Smith et al., (2000) argues that creating a price perceived by the consumer to be too high may lead the consumer to a competitor. On the other hand, pricing too low may bring the wrong type of consumer (Smith et al., 2000). An organization should consider other factors when coming up with a pricing strategy because the pricing strategy an organization chooses must blend with the goals, culture, and market of the organization (Shoemaker, 2003). Pricing must also provide a perception of value to a consumer in order to influence their purchase decision (Hellier, 2002; Nagle &Cressman, 2002; Shoemaker, 2003).
There are studies which have used different methodologies when looking at the influence of pricing strategies on consumer purchase decision in the past. For instance, Jung, (2014) used time-series methods to exam the effects of pricing strategies. In her study, Kane, (2007) used online survey instrument managed through the Web-survey service zoomerang to obtain data. Ellickson&Misra (2008) used the Bayesian structure in their study. It is therefore important for this a study to use a different method to find out whether the results will be similar. This study adopted the Pearson Correlation and mean and standard deviations to analyze data.
Fassnacht & Husseini (2013) in their study, found out that there are several studies which have been published on pricing strategies in retailing during the last years, but no comprehensive literature review of this topic with its determinants and outcomes exists. A gap also exists in the elements used to define consumer purchase decision. Kane, (2007) used customer retention and customer loyalty to measure consumer purchase decision. On the other hand, Chen, (2009) used belief, trust and perceived risk to measure consumer purchase decision. Therefore, it was important for a study to be carried out using other elements to find out whether the results would tally.
There are three studies by Levy et al., (2004), Grewal and Levy, (2007) and Ailawadi et al, (2009) that center the topics of pricing and retailing, but without focusing on pricing strategy. There are other researchers who have also looked at the influence of different pricing strategies on consumer purchase decision in different contexts but few have focused on the influence of pricing strategies on consumer purchase decision in the retail industry particularly in the organizations in the Kenyan context (Hellier et al., 2002; Shoemaker, 2003; Thomas, Blattberg, & Fox, 2004). Kane (2007) studied the effect of different pricing strategies on consumer purchase decision in the insurance industry and concluded that the behavior of consumers is influenced by the pricing strategy the insurance company adopts. In that regard, this study sought to assess the influence of pricing strategies on consumer purchase decision and organizational profitability in Nigeria context.
1.3. Research Objectives
1.3.1.	Main Objective
The main objective of this research was to examine the influence of pricing strategies on organizational profitability
1.3.2 Specific Objectives
i. To determine the extent to which Everyday Low Pricing strategy and High-Low pricing strategy have been adopted by the Nigeria Bottling company
ii. To establish the extent to pricing scheming, pricing penetration influences consumer purchase decisions in Nigeria
iii. To determine the extent to which pricing strategies enhance performance
1.4.	Research Questions
This research aimed at answering the following questions:
i. To what extent are Everyday Low and High-Low pricing strategies adopted by the Nigeria Bottling Company?
ii. To what extent does pricing scheming, pricing penetration influence consumer purchase decision in Nigeria?
iii. To what extent does pricing strategy influence enhance performance?
1.5. Research Hypothesis
Hypothesis is a tentative answer to research question; it is often stated in terms of relationship between the independent and dependent variables.  The following hypothesis will be tested in the course.
H0: Pricing strategy does not have any impact on the attainment of organizational objectives
H01: Pricing strategy has positive impact on the attainment of organizational objectives	
1.6. Significance of the study
This study will be beneficial to retail outlet managers with strategic knowledge on how pricing strategies influence consumer purchase decision. It will also enable them know how many of their competitors adopt similar pricing strategies and therefore they will be able to position themselves competitively.
 Secondly, the study will provide knowledge to the retail managers on the influences of Everyday Low pricing Strategy and High-low pricing strategy on consumer purchase decision and therefore they will be able to adopt the right pricing strategy for their target market.
Customers and the public in general are also likely to benefit from the research by understanding the various pricing strategies that are available. This will come in handy when they are making decision in regard to what products they want to purchase, where to purchase and the amount they will purchase.
By use of the product choice, store choice, purchase amount and purchase timing as the elements measuring consumer purchase decision, this study will help in filling the existing knowledge gap on elements of consumer purchase decision. The study will benefit academicians searching for information in this area of marketing by providing yet another method of analyzing the pricing strategies and consumer purchase decision variables. Future scholars will also benefit from this study as they continue in the pursuit of further studies in this topic.
1.7	Scope and Limitation of the study
Pricing strategy is important in the retail sector as one of the influencing factors of consumer purchasing decisions, the study focused on the major retail and sales unit of Nigeria Bottling Company. Customers and staff of the company were the focus point of this research work. The research will make use of structured questionnaire which will be distributed to the respondents.
Moreover, the challenges encountered in the course of this study were numerous, notable among these challenges are insufficient time to cover all the multi-national organizations in Nigeria, limited financial resources, inability to gain access to some of the documents of the case study, scanty amount of secondary data on the subject matter, lack of cooperation on the part of some of the company's personnel who were interviewed refused to comment on some vital issues relating to the company's operation. 
There could be limiting or influencing factors may the research from gathering enough materials which is time. More so, since the research work has to be completed along with the academic programme added to time limitation could pose problem to data collection.
1.8	Historical Background of the Case Study
Nigerian bottling company is a beverage firm that is franchise bottler of Coca-Cola in Nigeria. The firm has also owned the Nigerian franchise to market Fanta, Sprite, Schweppes, Ginger Ale, Limca, Krest, Soda and Five Alive, the firm was founded by the Leventis family in 1951 and his now part of coca cola Hellenic bottling company.
Nigeria Bottling Company also known as NBC, started production in 1953 at the basement facilities of the mainland hotel, owned by leventis group producing coke licensed from coca-cola company. In 1960, NBC introduced Fanta Orange drink into the market and tuter Sprite Lemon drink. The firm becomes a public company in 1972.
NBC has eleven bottling facilities in Nigeria which provide supplies to various depots for onward distribution to wholesalers or dealers. Over the years, NBC has established factories producing raw materials in its supply chain.
1.9. 	Definition of key Terms
Pricing Management: is the process of integrating all perspective and information necessary to consistently arrive at optimal pricing decisions. 
Profitability: is the degree to which a business or activity yields profit or financial gain. Profitability is also a measure of efficiency and ultimate its success or failure.
Profitability can further be defined as the ability of a business to produce a return on investment based on its resources in comparison with an alternative investment.
Organizational: a social unit of people that is structured and managed to meet a need or to pursue collective goals.


CHAPTER TWO
LITERATURE REVIEW
2.0. Conceptual Framework
The conceptual framework below explains that pricing strategies which is the independent variable will be analyzed using two constructs: High-Low pricing strategy and Everyday Low Pricing strategy and consumer purchase decision which is the dependent variable will be analyzed using four constructs: product choice, store choice, purchase timing and purchase amount. Then the study will seek to explain the relationship between the two.
Figure 2.1: Pricing strategies and consumer purchase decision
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2.1.1. Definition of pricing
The only marketing mix variable that can generate revenues is price. Pricing is not a single concept, but a multidimensional one with different meanings and implications from the manufacturer, the middleman and the end-customer.
Kotler and Armstrong (2011) affirmed that in international marketing, pricing decisions are a complex matter. A company must pursue and adopt different price strategies in various markets. Regardless the strategy followed, price has to reflect the right value to its customers and potential customers.
When it comes to pricing in international marketing, certain variables must be taken into consideration such as environmental factors. These environmental factors can be classified:
· Customers
· Competition
· Economic trend
· Government law and policies 
Customers
When it comes to customers, three important aspects must be kept in mind such as: buyers’ perception as the product offers value, how many buyers there are, and how sensitive they are to changes in price. In addition to gathering data on the size of markets, companies must try to determine how price sensitive customers are. Equally important is how much buyers are willing to pay for the offering. Figuring out how consumers will respond to prices involves judgment as well as research.
Price elasticity, or people’s sensitivity to price changes, affects the demand for products.
Elasticity refers to the amount of stretch or change.
Price elasticity = percentage change in quantity demanded
			Percentage change in price 
According to Hoffman et all (2002) when consumers are very sensitive to the price change of a product—that is, they buy more of it at low prices and less of it at high prices—the demand for it is price elastic. People are more likely to buy products/goods when their prices drop and less likely to buy them when their prices rise. By contrast, when the demand for a product stays relatively the same and buyers are not sensitive to changes in its price, the demand is price inelastic. Demand for essential products such as many basic food and first-aid products is not as affected by price changes as demand for many nonessential goods. The number of competing products and substitutes available affects the elasticity of demand. Whether a person considers a product a necessity or a luxury and the percentage of a person’s budget allocated to different products and services also affect price elasticity. Service providers, such as utility companies usually active in markets in which they have a monopoly (only one provider), facing more inelastic demand since no substitutes are available.
Competition
How competitors price and sell their products will have a tremendous effect on a firm’s pricing decisions. Companies want to establish and maintain loyal customers; they will often match their competitors’ prices. Similarly, if one company offers you free shipping, you might discover other companies will, too. With so many products sold online, consumers can compare the prices of many merchants before making a purchase decision noted Hult, Cravens, and Sheth (2001). Companies that activate in the same industry, they form an oligopoly market. An oligopoly market is a market dominated by a small number of providers. Each provider (firm) is aware of the actions of the other providers (competitors) and the actions of one provider influence the others. Providers operate under imperfect competition, that is to say a market where at least one of the following conditions does not hold:
-Numerous providers.
-Perfect information: all providers and customers know the prices set by all providers.
-Freedom of entry and exit: a provider can enter or exit the system at any time and freely.
-Homogeneous output, which means that there is no product differentiation or, in other words, items are perfect substitutes.
-All providers have equal access to technologies and resources.
Economic trend
Economic factors such as taxation rate, labor cost, inflation rate, and currency exchange rate, government’s fiscal and monetary policy will definitely influence the adopted product pricing strategy either positively or negatively. Qian and Delios (2008) stated that pricing strategies are complex in the best of times, but a struggling economy makes pricing even more difficult. The balancing act of moving merchandise while still making a profit is difficult for many businesses, particularly smaller companies struggling to survive. It is easy for salespeople, particularly in poor economic times, to become caught in the trap of underselling merchandise in order to make the sale. However, this pattern will lower the profit margin and does little to actually help the company in the long-term.
Government laws and policies
According to Fritz and Dees (2009) pricing decisions are affected by federal and state regulations. Regulations are designed to protect consumers, promote competition, and encourage ethical and fair behavior by businesses. For example, the Robinson-Patman Act limits a seller’s ability to charge different customers different prices for the same products. The intent of the act is to protect small businesses from larger businesses that try to extract special discounts and deals for themselves in order to eliminate their competitors. However, cost differences, market conditions, and competitive pricing by other suppliers can justify price differences in some situations. In other words, the practice isn’t illegal under all circumstances.
Price fixing, which occurs when firms get together and agree to charge the same prices, is illegal. Usually, price fixing involves setting high prices so consumers must pay a high price regardless of where they purchase a good or service. When a company is charged with price fixing, it is usually ordered to take some type of action to reach a settlement with buyers.
2.1.2. Pricing Objectives
Some of the following are objectives for setting prices.
Survival: A fundamental pricing objective is to survive. Most organizations will tolerate short losses and many other difficulties in order to continue existing. Since pricing is such a flexible variable to adjust, it is sometimes used to increase or decrease demand in order to match the company’s resources and supplies with fluctuations in market conditions
Profit maximization: Based on the fact that business organizations are set up to maximize profit; therefore prices are set up in order to achieve this objective.
Return on Investment: Pricing to obtain a prescribed rate of return on investment capital is a profit oriented objective. However, a targeted return may not be the maximum possible return. Ethical considerations and the desire to maintain customer good will may limit the targeted return.
Market Share: The extent of market share obtained can be regarded as the benchmark of success for an organization. For this reason, market share can be increased by an organization as an objective for pricing.
Cash Flow: Some organizations set prices to recover cash as fast as possible. Financial managers are interested in quickly recovering of capital spent in developing products. A disadvantage of this approach could be high prices which allow competitors with lower prices to gain a large share of the market.
To prevent competition: Prices are set at times in order to prevent new entrant from gaining access into the industry. More so, organizations must constantly watch the entrance of the industry, at the same time, avoid over pricing or under pricing of the products.
Other objectives: Aside from the above explained objectives for setting prices by organizations, other objectives are meeting competitor’s prices, seeking maximize sales, eliminating competitors and also for the benefits of the customers.
2.1.3. Factors influencing pricing
Some of the factors that influence the pricing of organizational products are explained below:
1. Corporate objective and marketing objectives: Pricing management should commence with a clear understanding of the objectives to be accomplished. These objectives should flow from the company’s overall mission.
2. Impact of non-pricing strategy: When pricing and non-pricing objectives are co-ordinated, pricing strategy must also react to the success or failure of the company’s non-pricing efforts.
3. Industrial Structure and Competition: Economists have long recognized the importance of industrial structure and have developed models of pricing under competitive, monopolistic and oligopolistic conditions. Prices in the industry and the prices of competitors are also considered before setting a product price.
4. Market condition: Changes in demand and supply also influence the price of goods and services. Whenever the demand for a product rises, there is upward pressure on prices. For example during the rainy season, there is always increase in the demand for umbrella and knitted wears. In such a case, prices will rise because of high demand.
5. Changing cost of production: Changes in the cost of production influences the price of goods and services. The higher the cost of production, the higher the price and vice versa.
6. Location: The location where goods are displayed also influence the price of goods and services. Goods sold in boutique are expected to be more expensive than goods sold in market shops.
· Market Mix Strategy: Price is one of the marketing mix tools that an organization uses in achieving its marketing objectives. Price decisions must be co-ordinated with product design, distribution and promotion decisions to form a consistent and effective marketing programs. Decisions made for other marketing mix variables may affect pricing decisions.
2.1.4. Pricing strategies
A pricing strategy is a strategy that an organization adopts in order to position its products competitively in the market. There are various pricing strategies that retailers can adopt and they vary across industries (Hinterhuber, 2008). Among these strategies are Everyday Low pricing strategy and High-Low pricing strategy. In Everyday Low Pricing Strategy, the retailer charges a constant, lower, everyday price with no temporary price discounts, in contrast to competitors who offer periodic unilateral promotions (Hoch, 1994). Tang (2001) also defined EDLP as a pricing strategy involving setting lower average prices and eliminating the difference between regular and promoted prices.
High-Low (Hi-Lo) pricing strategy is a type of pricing strategy adopted by retailers where a firm charges a high price for an item and later when the item’s popularity has passed, sells it to customers by giving discounts or through clearance sales (Elickson&Misra, 2008). According to Hoch (1994) the Hi-Lo retailer charges higher prices on an everyday basis, but then runs frequent promotions where prices temporarily are lowered below EDLP. Promotional pricing strategy is by far the most common form of sales promotion employed in both the service and goods industry (Hartley & Cross,1988) with an estimated number of organizations using it standard at 17 percent (Guerreiro, 2004).
Other pricing strategies include price skimming strategies and introductory pricing strategy. These are mainly used when introducing a new product to the market. Another pricing strategy is the penetrating pricing whereby an initial price on a new product is set in order to appeal immediately to the mass market.
· Price Skimming: Pricing skimming permits an organization to charge the highest possible price those buyers who most desired the products can pay. Price skimming can provide several benefits especially when the product is in introductory stage of the product life cycle. A skimming strategy can generate much needed revenue to help offset sizeable developmental costs.
· Price penetration: In using this strategy, the price is set at a low level to immediately attract number of buyers. This is common in the case of consumer goods. Some of the benefits of penetrating pricing are establishment of brand loyalty, competitors may be discouraged from entering the market, the price would appeal to most segments of the potential markets thereby maximizing sales.
· Symbolic Pricing: This is the situation where prices are set at an ordinary high price to provide prestige or a quality image. For example, a type of ladies dress which may sell for #2,000 at a market shop but in boutiques, same product may sell for #3,500.
· Professional Pricing: It is used by people who have great skills or experiences in a particular field or activity. Such profession has responsibility not to overcharge the client.
· Segmented pricing: Companies often adjust their basic prices to allow for differences in customers, products and locations. In segmented pricing, the company sells a product or service at two or more prices even though the differences in prices are not based on difference in cost.
· Promotional Pricing: This occurs when companies temporarily price their products below list price and sometimes even below cost in order to create buying excitement and urgency. It is used to attract customers to the organization, with the hope that customers will buy more items.
· Pre-emptive Pricing: Manufacturer of products may introduce a new product at a price that is designed to discourage competitors. This price may or may not be close to full costs, depending on management estimate of the costs of the most likely potential level. The rationale behind this strategy is that, in the long run, more profits can be realized if the firm does not have to share the market with others.
2.1.5. Pricing models in global markets
Pricing has a huge impact on profitability. Pricing strategies vary considerably across industries, countries and customers. Nevertheless, researchers generally concur that pricing strategies can be categorized into three groups:
1. Cost-Based Pricing;
2. Competition-Based Pricing; and 
Cost-Based Pricing
A cost-based pricing strategy is one where prices are determined by calculating all of the fixed, variable, direct and indirect costs associated with producing products. These costs are then converted to per unit price and a mark-up or profit is added on to arrive at the customer’s price. This mark-up can be a predetermined percentage in the case of the pursuit of a target return or a varying percentage in the case of profit maximization objective. This is the most widely used pricing strategy (Seymour 1989; Morris 1990; Rogers 1990; Diamantopoulos 1991).
Cost-Based Pricing requires adding up all costs required to get the product to destination, plus shipping and ancillary charges, and a profit percentage. It is relatively easy to arrive at a quote, assuming that accounting costs are available.
When it comes to setting pricing on export products, companies have three basic options (Cavusgil 1988):
· Rigid cost-plus pricing
· Flexible cost-plus pricing
· Dynamic incremental pricing
· Competition-based pricing 
Rigid cost-plus pricing
Rigid cost-plus pricing is a formula that ensures margins but also can push the final price so high that the company might become uncompetitive in some markets. By adding international customer costs a foreign list price is set. Thus, the final price to the foreign customer includes administrative and R&D overhead costs, transportation, insurance, packaging, marketing, customs cost and others. Rigid cost-plus pricing is a static element of the marketing mix, since it cannot be changed to any significant extent.
Flexible cost-plus pricing
Flexible cost-plus pricing is a strategy that sets prices the same way as the rigid system but allows price variations are certain circumstances. A good example is discounts applied to the final price depending on the customers’ options, size of the order or taking into consideration the local competition.
However, being also a static element of the marketing mix, the primary objective is to maintain profit margins.
Dynamic incremental pricing
The method of dynamic incremental pricing assumes that fixed costs are fulfilled regardless of the sales performance of a company. This tactic empowers the company to sell its exports at a very competitive price with a large chance of enlarging its market share. This method is especially effective in the tech industry. It can be used for launching innovative products. Dynamic incremental pricing also implies skimming when it coincides with a dominant market share position.
Competition-based pricing
Competition Based Pricing is a viable option for many businesses, particularly those where there is limited differentiation between products.
2.1.6. Effective Pricing Management, A Catalyst for Enhancing Profitability.
It is an undisputable fact that business organizations are set up for profit maximization. Although there are other objectives such as expansion, growth, increase in market share etc, yet the key objective necessitating the setting of NBC Nigeria Plc is profitability.
In achieving profit maximization as a stated objective, it is germane for organizations such as NBC PLC to manage the market mix elements effectively. In managing the marketing mix element, price should be effectively planned and controlled, taking into cognizance the pricing objectives and factors influencing pricing. All these should be done in order not to only avoid over pricing or under pricing but to also prevent competitors from gaining access into the industry. The effectiveness of the pricing management of an organization’s products will also aid in the efficacy of the actualization of stated objectives.
2.1.7. High-Low pricing strategy and consumer purchase decision
There has been debate that High-Low pricing strategy is most common form of sales promotion employed in both the services and goods industry (Hartley and Cross, 1988). Therefore this study sought to find out whether in deed this applies to the Nigerian Bottling company. The study sought to find out the extent to which high-low pricing strategies has been adopted by Nigerian Bottling Company.
There has been debate on the effectiveness of High-Low pricing strategy in regard to influencing consumer purchase decisions. Gilbert and Jackaria (2002) assert that in many instances price discounts have been found to be effective tools in influencing purchase acceleration and product trial. Ellickson and Misra (2008) argue that Hi-Lo pricing strategy is effective when applied on high income earning customers. The study sought to find out if indeed discounts influenced the product choice and store choice of the consumer. The consumers also indicated their level of income and this was necessary for the study in order to find whether in deed High-Low pricing strategy was preferred by high income earning customers. There is a school of thought that states that the amount of products purchased is influenced by the type of pricing strategy applied with small basket shoppers preferring Hi-Lo pricing strategy (Tang et al 2001). Bell & Latin (1998) also seem to belong to this school of thought with their argument that small basket shoppers prefer Hi-Lo pricing strategy.
The choice of brand is another determinant of consumer purchase decision and it is determined by the perception the customer has in regard to the quality and the value he gets from that particular brand. Suri et al., (2002) investigated the influence of pricing strategy on the perception of quality, value and sacrifice of a product. They stated that the perceived quality/ value is higher when the price is presented in a fixed price format than in a discounted format. Furthermore, both studies found that the perceived sacrifice is significantly higher when the price is presented in a discounted format than as a fixed price.
According to Fassnacht & Husseini (2013) customers are generally segmented into time constrained service or price seekers, expected price-shoppers and cherry pickers. They further defined cherry pickers as customers who are actively searching for price promotions and willing to shop opportunistically and accelerate the purchase when a better price comes available. They defined expected price shopper as a shopper who wants to shop at a reasonable price but doesn’t want to spend time monitoring day to day price changes or time their purchases during the retailer’s deal interval (Lattin&Ortmeyer, 1991). Finally Fassnacht & Husseini (2013) defined the time constrained shoppers as having high opportunity costs for shopping (PopkowskiLeszczyc et al., 2004). LattinOrtmeyer (1991) affirmed that the Hi-Lo retailer can discriminate between cherry pickers and the expected-price shoppers. There are other researchers who have joined the debate with Lal&Rao (1997) stating that Hi-Lo attracts the cherry pickers.

Pechtl (2004) examined the influence of pricing strategy on store choice and concluded that Hi-Lo prone consumers prefer Hi-Lo stores. Bohlman (2008) stated that the pricing strategy of a retailer to discount deeply or frequently is driven by the ratio of the size of switchers segments for which the retailer competes to the size of its loyal segment. This means that the retailers acknowledge that actually the pricing strategy influences the choice of store for the consumer.
A number of studies have been conducted in the area of Hi-Lo pricing strategy. Agwu (2013) argued that an organization can combine high prices with high promotion whereby it seeks to maximize profits as much as possible while at the same time attracting more customers. Martinez-Ruiz et al (2006) argues that promotional offers on high-priced/quality brands have a stronger impact on sales of low-priced/quality brands than the reverse.
Studies carried out in this area have come up with varied outcomes. Some studies suggested that the behavioral outcomes of promotions are positive while others suggested negative outcomes. According to Martinez-Ruiz et al., (2006), the overall consumers’ reaction to price promotions may take different behavioral responses such as brand switching, store switching, stockpiling, purchase acceleration, product trial, and more spending. Overall, this perception depends on whether consumers had examined the brand previously, whether consumers had previous knowledge about the brand and its pricing and what consumers think about their behavior (Tybout and Scott, 1983). There are studies that suggest that consumers are likely to switch their preferred brand if it is over-promoted (Lattin and Bucklin, 1989). Other studies have shown that there is a positive strong correlation between the intent to purchase and the discount offered (Marshall &Leng, 2002).
These studies infer that price promotions affect consumers’ purchase decision in different ways. Therefore, it is important for researchers to understand the appropriate match between price promotions and the specific product types. These mixed findings have necessitated a study in this area to find out the influence pricing strategies have on consumer purchase decision in Nigeria.
2.1.8.	Everyday Low Price (EDLP) Strategy and Consumer Purchase Decision
In Everyday Low Pricing strategy, the retailer charges a constant, lower, everyday price with no temporary price discounts, in contrast to competitors who offer periodic unilateral promotions (Hoch et al., 1994). Tang et al., (2001) also defined EDLP as a pricing strategy involving setting lower average prices and eliminating the difference between regular and promoted prices. Going by these definitions, consumers are therefore able to take advantage of lower prices at all times instead of having to wait for a sale (Tom & Ruiz, 1997; Voss &Seiders, 2003) which in the long run affects their overall buying behavior. EDLP (Tang et al., 2001). EDLP is advantageous to both consumers and retailers in that retailers using this pricing strategy benefit through stable sales, customer loyalty, lower inventory carrying costs, reduced advertising costs and lower sales associate salary overheads (Lal&Rao, 1997; Ortmeyer et al., 1991; Tom &Ruis, 1997; Voss &Seiders, 2003).On the other hand, the consumers benefit from the consistent low prices and. This pricing strategy also appeals to consumers as a more honest strategy (Levy &Weitz, 1995).
Previous research exists in this area of study with experiments being carried out in some parts of the world and conclusions being drawn. Hoch et al., (1994) who based their research on two large experiments in a Chicago-based supermarket, concluded that EDLP policies produce higher volume sales but may reduce benefits to the retailers, since the increase in volume does not completely make up for the lower margin (Voss &Seiders, 2003).Past research also distinguished between several determinants of consumer purchase decision in regard to pricing strategies. Ellickson&Misra (2008) found that pricing strategies are very important in determination of consumer purchase decision and they came up with some indicators of consumer purchase decision. One of the indicators that they identified is the amount of products purchased. This amount is also influenced by the type of pricing strategy applied with large basket shoppers preferring EDLP pricing strategy (Tang et al 2001). This finding was affirmed by Bell & Latin (1998) who detected that large basket shoppers prefer EDLP pricing strategy. Another research carried out on this area was done by Tang et al., (2001) and they argued that large basket shoppers perceive a higher total utility at EDLP stores. Further support for this indicator is drawn from Pechtl (2004) who stated that EDLP prone consumers tend to have larger shopping baskets.

The choice of brand is determined by the perception the customer has in regard to the quality and the value he gets from that particular brand. Suri et al., (2002) investigated the influence of pricing strategy on the perception of quality, value and sacrifice of a product. They stated that the perceived quality, value is higher when the price is presented in a fixed price format than in a discounted format. Furthermore, both studies found that the perceived sacrifice is significantly higher when the price is presented in a discounted format than as a fixed price.
As previously mentioned, customers are generally segmented into time constrained service or price seekers, expected price-shoppers and cherry pickers (Fassnacht&Husseini, 2013). Lattin&ortmeyer (1991) argue that EDLP appeals the expected-price shoppers. On the other hand, Lal&Rao (1997) believe that EDLP stores attract time constrained customers.
From the above findings, one can say that consumer knowledge of prices plays an important role in price management since it not only determines how prices are perceived and valued but also influences consumers’ purchase decisions (Brinkley &Bejnarowicz, 2003; Dolan, 1995; Mesak&Clelland, 1979; Monroe, 1973,1992; Shapiro, 1968; Simon, 1989; Turley &Cabaniss, 1995; Vanhuele&Dreze, 2002) and so organizations have to go an extra mile and find a fit in between the pricing strategies and strike the best balance that will give them a competitive advantage.

2.2	Theoretical Framework
The study was anchored on three theories, namely the adaptation-level theory, the reasoned action theory and the signaling theory. These theories explain the two variables, pricing strategies and consumer purchase decision.
2.2.1	Adaptation-level theory
Adaptation-level theory has been used to explain how consumers perceive different pricing strategies. To clarify the current knowledge about how subjects process numbers and how consumers interpret the different pricing strategies, Monroe (1990) and Lee (1999) established a concise list of principles of price perception. The first principle they established states that price perceptions are relative to other prices. The second principle states that consumers have differing reference prices within product categories based on discerning quality levels. The third principle states that there is a region of indifference surrounding a reference price, one in which changes in price within the region will not change a subject’s perception. A reference price may be an average of a range of prices for similar products and not one actual price.
For any individual, the adaptation level for a specific category is a function of the frequency of different values for that category (Kalyanara&Winer, 1995). For instance, the adaptation level of consumer purchase is a function of price, brand, place and promotion. However, price plays a bigger role in consumer purchase decision since it gives value to the product and consumers make their decision based on the perceived value. In fact, recent research finding suggest prices paid for previously purchased products indirectly influence consumer evaluations by bringing about shifts in consumer’s reference price (Chandrashekaran, 2011).
One major strength of this theory is that it explains how consumers perceive different prices and how that influences their purchase decision. The theory goes further to suggest that consumers compare previous knowledge of the price to the current price in order to make a decision on whether to buy or not. Marketers should therefore ensure that information concerning the prices of their products is communicated clearly in order to erase doubts in the minds of consumers. This theory is applicable to this research as it helps in understanding how consumers translate pricing strategies and the impact the pricing strategies have on consumer purchase decision.
This theory however fails to explain how consumers arrive at the purchase amount at any particular time. It clearly explains how they perceive prices but does not explain how much they are willing to sacrifice when they are shopping. This therefore led the researcher to use other theories to explain this phenomenon in this study.
2.2.2	Theory of Reasoned Action
The theory of reasoned action (TRA) is a well-established theory developed in the late 1950s by Martin Fishbein. Expansion of TRA by Fishbein and Ajzen occurred throughout the 1960s and 1970s and has foundation in social psychology regarding consumer behavior (Njite&Parsa, 2005). Many research studies have used this theory of reasoned action to explain different behaviors (Armitage& Christian, 2003; Bartee, Grandjean, &Beiber, 2004; Miniard& Page, 1984; Njite&Parsa, 2005; Strader& Katz, 1990; Trafimow& Finlay, 2002; Tuncalp&Sheth, 1975). The main reason why the researcher settled on this theory to base the study is because first, the TRA is a parsimonious model because it uses only three constructs to explain behavior. Shugan (2002) maintained that less parsimonious models not only present weak answers but they are also less responsive to testing. Second, the TRA is the best-known social-psychological attitude-behavior model which incorporates external factors on intention to adopt an overt behavior (Prager, 2012).
The major strength of this theory, as explained by Ajzen and Fishbein (1980), is the fact that it can be used to forecast, clarify, and sway people’s actions since it focuses on predicting and understanding an individual’s action. This theory was useful in this study in that it helped understand what drives consumer purchase decision. It was also useful in determining the extent to which pricing strategies could sway consumer purchase decision. The theory has different elements which explain the attitudes and behavior of an individual. The first element in the theory is the identification and measurement of interest in the behavior (Ajzen, Fishbein, 1980). It is important to identify the triggers of consumer purchase decision and to what extent those triggers influence the purchase decision. According to this theory, anindividual’s purpose to make a decision is a direct determinant of the decision. The second element of the theory is the understanding of an individual’s actions and requires an understanding of two determinants, the personal and social influences (Ajzen&Fishbein, 1980). The perceived value of any pricing strategy is a personal thing because every individual places a certain value on the price. Understanding the evaluative criterion an individual uses in purchasing a product is one aspect the theory of reasoned action can address (Ajzen&Fishbein, 1980; Njite&Parsa, 2005).
Consumers have greater sensitivity to price changes than changes in other product or service elements and therefore price is said to be a major determinant of consumer purchase decision. Pricing information adds to a consumer’s understanding of the product or service presented and the consumer is able to make an informed decision based on that understanding. The study used this theory to explain how pricing strategy influences consumer purchasing decision.
2.2.3	Signaling Theory
Signaling theory emerged from the study of information economics under conditions in which buyers and sellers possess asymmetric information when facing a market interaction (Boulding and Kirmani, 1993; Spence, 1974). The theory involves three primary elements i.e. the signaler, the receiver and the signal itself (Connellt et al., 2011), where signalers own the information about a product which is transmitted to receivers. In the case of this study, the signaler is the retailer, the receiver is the consumer and the signal is the price. The main reason why the researcher settled on the signaling theory as a basis of this research is because this theory has been used extensively in domains such as finance (Zhang &Wiersema, 2009) and marketing (Rao et al., 1999) as a framework of understanding how two parties (e.g. a buyer and seller) address limited or hidden information in a pre-purchase context (Wells et al., 2011). Consumers may use signals from the sellers when making their search and purchase decisions Inspired by this argument, several authors have suggested that consumers perceive Hi-Lo and Everyday Low Pricing strategies to be signals of low price. Using this perception, consumers then make decisions as to which of the pricing strategies appeal more to them.
Retailers may anticipate consumer reactions and define their price strategies accordingly, trying to affect consumer perceptions and behavior even going to the extent of sending false signals (Nakamura &Steinsson, 2011). However, consumers can punish firms for sending these false signals using different ways (Srivastava& Lurie, 2001). In particular, consumers can withhold repeat purchases, engage in negative word-of-mouth, and call for regulatory action (Ford et al., 1990; Rao et al., 1999; Srivastava& Lurie, 2001; Wernerfelt, 1988). These disciplinary mechanisms are likely to be stronger for some attributes like price because they can be evaluated and verified before purchase (Manzur et al., 2013). This therefore is able to tame retailers and they thus avoid giving wrong signals. Retailers may choose to avoid this punishment by avoiding the signals all together. When that happens, consumers look for information through other cues. According to Manzur et al (2013) when consumers lack important information, they gather additional evidence or interpret signs and cues that have some apparent information value.
One of the main strengths of this theory is the fact that it has been used in many fields of study over the years the predict behaviors of people. This theory also explains how consumers interpret signals like price when they are set by retailers. It was useful in this study in explaining how consumers interpret the various pricing strategies. It is however not without weakness. Its main weakness is that it can only be used where there is asymmetric information.
Everyday low pricing and Hi-Lo pricing strategies can be used by consumers as a market signal since they help them differentiate between retailers competing using policies such as everyday low pricing and Hi-Lo from those that cannot provide such policies. Sellers who fail to fulfill the promise of offering everyday low pricing and Hi-Lo will lose part of their reputation (Boulding&Kirmani, 1993).


2.3. 	Empirical Review
Perminus and Wilson (2017), established the effect of economy, skimming, penetration and premium pricing strategies on the profitability of insurance firms in Nigeria. The descriptive research design was proffered to other research designs because it reports the status of study variables. The population of study was the 45 insurance companies operating in Nigeria as at 31st December 2012. Data was drawn from a period of five (5) years that is 2008-2012. The sample of this study was 10% of the sales workforce which comprised of 900 employees from the 45 insurance companies. The sample was generated by purposively sampling two employees from each insurance company.The researcher collected primary data with the help of a questionnaire. The primary data obtained from the questionnaires was summarized and analyzed by use of descriptive and inferential statistical techniques. Regression and correlation results indicated that there was a statistically significant andpositive relationship between economy pricing, skimming pricing, penetration pricing, premium pricing, price optimization strategies, strategies and profitability. Results show that economy pricing, skimming pricing, penetration pricing, premium pricing, price optimization strategies have a positive effect on the profitability of insurance companies. The correlation between profitability and penetration, premium and price optimization strategies was strong and positive. The regression results indicate that the variables; economy pricing, penetration pricing, premium pricing, price optimization strategy and skimming pricing were satisfactorily explaining profitability. The study recommends that insurance companies put in placemeasures assess the most effective pricing strategy to reduce product costs and thus increase profitability whenever such a strategy is used.
The work of Deonir, Gabrial and Evandro (2017), examined a theoretical model showing the impacts of pricing policy on corporate profitability. To this end, 150 companies in the metal-mechanic sector situated in the Northeast of Rio Grande do Sul State, Brazil were studied, integrating customer value-based pricing strategies, competition-based pricing strategies and cost-based pricing strategies with price levels (high and low) and performance with respect to profitability. The results indicate that the profitability of the surveyed companies is positively affected by value-based pricing strategy and high price levels while it is negatively affected by low price levels. Such findings indicate that pricing policies influence the profitability of organizations and therefore, a more strategic look at the pricing process may constitute one aspect that cannot be overlooked by managers.
Also, Ibojo (2015) opined that pricing is a vital element of the marketing mix variables cannot be ignored when considering factors that boost organizational profitability. It interacts with other marketing mix variables in determining the collective efficacy of the marketing mix. Pricing is a vehicle for driving the effectiveness of other marketing mix variables. The objective of their paper is to determine if effective pricing management serves as catalyst for enhancing organizational profitability, using Nigeria Bottling Company Plc.
Dudu and Agwu (2014)in their study, examined the effect of pricing strategies on the purchase of consumer goods. Also examined in this research is the effect of internet (online presence) on informed purchase decision. The research intended to answer questions on the extent to which competitor's price affects purchase of products, how customers perceive the value-based pricing concept of firms and the extent to which online pricing inform customer purchase decision. The research utilized a descriptive and historical method and relied heavily and solely on secondary instruments as sources of data. Findings from the data obtained indicate that consumers have a perception of value reflected in prices of firms’ products. It also shows that competitors price affect the purchase of firm products and that online pricing informs and affects purchase decision. The study contributes to knowledge in series of issues associated with pricing strategies and purchase decision process. The research recommends that as much as firms should focus on communicating value to customers through prices, firms should also be on the watch for competitor’s prices and examine how much it affects purchase of their products.

2.4 	Research Gap
Pricing strategies and consumer purchase decision are multi-facet phenomenon; there is no standard way of conceptualizing and measuring them across all industries. Therefore every organization needs to develop its own configuration of pricing strategies that are rooted in the realities of its competitive market, past commitments and anticipated requirements. Previous researchers have agreed that firms that implement the right pricing strategies enjoy sustainable competitive advantage which reflects on their performance.
Previous studies have used various methodologies to examine the relationship between pricing strategies and consumer purchase decision. There was therefore a need to use a yet another methodology to address the issue in order to see whether the researcher will get similar outcome. A number of studies in this area have been carried out in the western part of the world (Ellickson. Misra. 2008; Goldrick , 2000). Very few studies on this area have been done in the American context. The few studies done in the African context have focused on the service industry (Kane, 2007) leaving a research gap in the goods industry. There is therefore a need to carry out a study within the Nigerian context focusing on the bottling company. A comprehensive understanding of how pricing strategies are linked with consumer purchase decision will add to the body of knowledge in the bottling industry and marketing in general.


CHAPTER THREE
METHODOLOGY
3.1	Introduction
	This chapter covers such matters as research design, population of the study, sample size, sampling method, method of data analysis, source and types of data and procedure of choosing sample size.
	Research methodology forms the background on which the procedure and technique adopted in the study are to be based. Research methodology plays an important role in the gathering of data and its effective presentation and analysis.
3.2	RESEARCH DESIGN
	This is the predetermined manner in which the researcher used to carry out research. It deals with what forms of data is needed, how to source for requisite data and why the data is needed.
	The researcher adopted a case study using an organization called “Dangote flour mill”
	The method is considered effective because it is perceived not only to permit intensive study buy also makes use of smaller sample size.
3.3	SOURCES OF DATA
	In this research work, both primary and secondary source of data collection were used. The researcher collected data from some wholesaler without neglecting staff of the major functions of the case study, Dangote Flour Mill, Ilorin
	In collecting data via this source, the researcher administered questionnaire from above mentioned one without leaving behinds the experience acquired during my industrial training (IT) your concerning the importance of stock codification in manufacturing industry and thirty (30) questionnaire were administered by the researcher in the course.



3.4	DATA COLLECTION INSTRUMENTS
	A combination of data collection tools were employed in the course of this study in order to gather all the necessary data required for the research study. These tools include the following.
INTERVIEW
	Interview is a method of data collection by which the individual interview and respondents come into a face to face contact and the latter is made to respondents to some questions and the former record the respondent responses. The interview questions were both structured and unstructured.
QUESTIONNAIRE
	This can be described as a list of question serially arranged and dispatched to me respondents, usually delivered through the post (mailed). The design of the question were done in a manner as to facilitates positive responses, both structured and unstructured types of questionnaire were employed
3.5	RESEARCH POPULATION AND SAMPLE SIZE
	The research population implies the total number of people or things in a specific geographical area sharing common attributes.
	Sample size on the other hand refers to the small part of the population that is subject is deep and intensive study so as to generalize about the population.
	However, for the purpose of this study, my population remains the manufacturing industry.
3.6	PROCEDURES IN CHOOPSING SAMPLE SIZE
	During the course of conducting me interview the population was divided into sub-population (which is the universal set of the object) after that, the sampling were selected randomly but independently from each stratum which proved very useful for comparison.
	The random sampling was employed in the gathering of vital information from the respondent because every member of the parent population has an equal probability of being omitted except by chance.
3.7	STATISTICAL METHOD OF DATA ANALYSIS
	During the course the statistical method employed in analyzing were the means by which the research problem were addressed presented and interpreted and how the hypothesis formulated by the researcher were tested.
	In analyzing the gathered by the research tabulation and percentage methods were employed.
	The tabular percentage makes for easy comparison of ideas, and information being analyzed.
a. Primary Data
The primary sources of data collection are data that are specifically gather for the purpose of a research at hand. The data originate first hand from the field study carried out by a researcher, the primary sources is used to complement the secondary source
b. Secondary Data
The secondary sources of data collection on the other hand are data which are previously gathered by another researcher for the purpose of his own study but which is found relevant and useful for the attainment of the current research objectives. The secondary source includes data on National population census, financial statement, data gotten from the bureau of statistics, literature review, journal, books etc.
For the purpose of the study the Data for the study was collected purely through primary sources by distribution of structured questionnaires to the respondents. 
3.6. Method Of Data Analysis/Techniques 
Tables and percentage were used in the analysis of the data collected from the respondents. The statistical tool used for testing of hypothesis one and two is the Analysis of Variance (ANOVA). The formula is as follows in the table below:


CHAPTER FOUR
4.0	PRESENTATION DATA ANALYSIS AND INTERPRETATION
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.0	INTRODUCTION
	This chapter is concerned with the presentation, analysis, and interpretation of data gathered from the responses to administered questionnaires. It also includes an empirical testing of hypothesis made about this study and each of their interpretations. 
The researcher first present descriptive analysis of the data set and then follows up with the Statistical analysis.
4.1	PRESENTATION OF DATA     
	The research questionnaire was administered to 70 (70) staffs which the sample size is representing the study population of the organization. Of this, fifty (50) questionnaires representing 71% were returned and (20) questionnaires representing 29% were not returned. The table shows the details at a glance.
TABLE 4.1.1 Analysis of Response Rate 
	Options
	Respondents
	 Percentage (%)

	Returned 
	50
	71

	Not Returned
	20
	29

	Total Distributed
	70
	100


Sources: Field survey 2025
4.2.	Presentation of Demographic Data
Question 1: Please kindly indicate your genders?
Table 1
	Options
	No of respondents
	Percentage of respondents (%)

	Male
	32
	64

	Female
	18
	36

	Total
	50
	100


  Source: Researcher’s survey, 2025
	From the table above, thirty two 32 of the respondents were male representing 64% of the total number of respondents, while the remaining respondents were female representing 18 (36%). It can be deduced from the table above that male respondents were more than female respondents.
Question 2: What is your education background?
Table 2
	Options
	No of respondents
	Percentage of respondents (%)

	O’level
	-
	-

	OND/NCE
	10
	20

	HND/Bsc
	30
	60

	MBA/MSC
	10
	20

	Total
	50
	100


  Source: Researcher’s survey, 2025
	The table above, shows that respondents representing 10(20%) of the total  number of respondents were holders of either National Diploma (ND) or NCE certificate while 30 representing 60% of the total respondents were holders of either HND or BSC certificate, 10 representing 20% of the total respondents were holder of MBA or MSC certificate, none of the respondents were holder of O’level certificate and none of the respondents were holders of other qualifications. The significance of this result was that respondents with higher qualifications and thus better knowledge and experience were used for the study. This will enhance the reliability of the result and finding obtained from the study.





Question 3: Please kindly indicate your marital status
Table 3
	Options
	No of respondents
	Percentage of respondents (%)

	single 
	4
	8

	married
	46
	92

	Total
	50
	100


  Source: Researcher’s survey, 2025
	The table above shows that workers who are married constitutes the largest group 46 (92%) of the total number respondents. While the unmarried staffs represent 4 (8%) of the total number of the respondents
Question 4: Please kindly indicate your age
Table 4
	Options
	No of respondents
	Percentage of respondents (%)

	18-30 years
	21
	42

	31-40 years
	27
	54

	41-50 years
	2
	4

	Total
	50
	100


  Source: Researcher’s survey, 2025
	From the above table we can deduced that 27 (54%) of the total respondents has the highest population belongs to 31-40 years, 2 (4%) respondents has the lowest population while 21 (42%) respondent were between 18-30years It can be deduced that respondents were 31-40 years of age.



 
Question 5: what is your work status?
Table 5
	Options
	No of respondents
	Percentage of respondents (%)

	Management
	30
	60

	Senior staff
	15
	30

	Junior staff
	5
	10

	Total
	50
	100


  Source: Researcher’s survey, 2025
	The analysis of the above table shows that 30 (60%) of the total number of the respondents were management staffs. 15 (30%) of the respondents were senior staffs also 5 (10%) of the respondents were junior staffs workers.
	It can be deduced that there were more management staff than other categories of staff.
Question 6: What is your year of working experience in the company?
Table 6
	Option 
	No of respondents
	Percentage of the respondents (%)

	Below 10Years
	5
	10

	Between 10- 20 years
	25
	50

	20-30 years 
	20
	40

	Total
	50
	100


  Source: Researcher’s survey, 2025
	The table above shows that 5 (10%) respondents have working experience below 10 years, 25 (50%) have working experience between 10-20 years while 20 (40%) of the respondents having working experience between 20-30 years. 


PART -B
Question 7: Does customers react when the price of your product is increase?
	Options
	No of respondents
	Percentage of respondents (%)

	Yes
	35
	70

	No
	15
	30

	Total
	50
	100


		Source: Researcher’s survey, 2025
The table above indicates that 35respondents 70% agree that customer’s react when the price of your product is increase while the remaining 15 (50%) disagreed with statement. 
This creates a doubtful assertion on the subject matter.
Question 8: did demand for your product increase when the price of your product increases?
Table 8
	Options
	No of respondents
	Percentage of respondents (%)

	Yes
	15
	30

	No
	30
	60

	Undecided
	5
	10

	Total
	50
	


		Source: Researcher’s survey, 2025
	From the table above 15(30%) of the total respondents indicated that demand for product increase when the price of product increases, 30 (60%) disagreed that demand for product reduces when the price of your product increases, 5 (10%) indicate undecided.



  
Question 9: Does your company adopt pricing strategies?
Table 9
	Options
	No of respondents
	Percentage of respondents (%)

	Yes 
	30
	60

	No
	10
	20

	Undecided
	10
	20

	Total
	50
	100


  Source: Researcher’s survey, 2025
	The table above indicated that 30 (60%) respondents agreed that company adopt pricing strategies 10 (20%) respondents said no while the remaining 10 (20%)  were undecided.
Question 10: did consumer accept your price in the competitive market?
Table 10:
	Options
	No of respondents
	Percentage of respondents (%)

	Yes 
	30
	60

	No
	15
	30

	Undecided
	5
	10

	Total
	50
	100


Source: Researcher’s survey, 2025
The table above indicated that 30(60%) respondents agreed that consumer accept their price in the competitive market, 15 (30%) respondents said no while the remaining 5(10%) were not decided.






Question 11: what are the objectives of pricing?
Table 11
	Options
	No of respondents
	Percentage of respondents (%)

	Survival
	30
	60

	Profit maximization
	10
	20

	To prevent competition
	10
	20

	Total
	50
	100


  Source: Researcher’s survey, 2025
The table above shows that 45 respondents 90% agree that objectives of pricing is Survival, 10(20%) respondents is says maximization while 5 respondents 10% respondents says to prevent competition
Question 12: Does effective pricing management enhancing profitability?
Table 12
	Options
	No of respondents
	Percentage of respondents (%)

	Yes 
	45
	90

	No
	5
	10

	Undecided
	-
	-

	Total
	50
	100


  Source: Researcher’s survey, 2025
The table above shows that 50 respondents representing 90% agreed that effective pricing management enhancing profitability while 5 respondents representing 10% disagreed with the statement.



Question 13: Does your company gives discount to their customer who Purchase in large quantity?
Table 13:
	Options
	No of respondents
	Percentage of respondents (%)

	Yes
	43
	86

	No
	7
	14

	Total
	50
	100


  Source: Researcher’s survey, 2025
The table above shows that 43 respondents which representing 86% of the total population of the respondents agreed that company give discount to their customer who Purchase in large quantity while 7 respondents representing 14% said no.
Question 14: Does setting a right price enhance future Opportunism to your organization?
Table 14:
	Options
	No of respondents
	Percentage of respondents (%)

	Yes
	43
	86

	No
	7
	14

	Total
	50
	100


  Source: Researcher’s survey, 2025

	From the above 10respondents representing 20% total number of respondents agreed that setting a right price enhance future Opportunism to the organization while 7 respondents representing 14% respondents said no.
	Therefore, it can be deduced that setting a right price enhance future Opportunism to the organization.


Question 15: What are the factors that influence price?
Table 15
	Options
	No of respondents
	Percentage of respondents (%)

	Market condition
	30
	60

	Location
	10
	20

	Change cost of  production
	10
	20

	Total
	50
	100


  Source: Researcher’s survey, 2025
	From the table above that 30 (60%) respondents agreed that is Market condition, 10 (20%) respondents says Location, while10(20%) of respondents says is Change cost of production
Question 16: Who determined price of product in your company?
Table 16:
	Options
	No of respondents
	Percentage of respondents (%)

	Manager
	10
	20

	Accountant
	20
	40

	Marketer
	20
	40

	Total
	50
	100


Source: Researcher’s survey, 2025
	The table above shows that 10 respondents representing 20% total number of the respondents agreed that manager determined price of product in the company, 20(40%) of respondents says Accountant determined price of product in their company while the remaining 20(40%)of respondents says Marketer determined price of product in their company.


Question 17: Do you agree that Price Skimming method should be adopted in your organization?
Table 17
	Options
	No of respondents
	Percentage of respondents (%)

	Yes
	30
	60

	No
	20
	40

	Total
	50
	100


  Source: Researcher’s survey, 2025
	The above table shows that 30 (60%) of the total number of respondents agree that Price Skimming method should be adopted in the organization, while 20 respondents representing 40% respondents said no.
Question 18: Does your organization take into consideration consumer complained?
Table 18
	Options
	No of respondents
	Percentage of respondents (%)

	Yes
	48
	96

	No
	02
	04

	Total
	50
	100


  Source: Researcher’s survey, 2025
Table 18 indicates that 48 respondents representing 96% of respondents agree that organization take into consideration consumer complained, while 2 respondents representing 4% said no.

Question 19: Do you think that Quality issues are one of the consumer determinations?
Table 19
	Options
	No of respondents
	Percentage of respondents (%)

	Yes
	44
	88

	No
	06
	12

	Total
	50
	100


  Source: Researcher’s survey, 2025
The table above shows that 44 respondents representing 88% total respondents agree that Quality issues are one of the consumer determinations, while 6 respondents which represent 12% said no.
Question 20: Does pricing strategy have any impact on the attainment of organizational objectives?
Table 20
	Options
	No of respondents
	Percentage of respondents (%)

	Yes 
	35
	70

	No
	10
	20

	Undecided
	5
	10

	Total
	50
	100


  Source: Researcher’s survey, 2025
From the table above, it could be deduced that 35 respondents representing 70% respondents agreed that pricing strategy have  impact on the attainment of organizational objectives, 10 respondents representing 20% total  number of respondents disagreed that pricing strategy does not have any impact on the attainment of organizational objectives, while the remaining 5(10%) were not sure.
4.2.	Testing of hypothesis
	The portion of the research work was mean to test the validity of the earlier hypothesis formulated so that decision can be taken as to whether to accept or reject according to the hypothesis that was formulated in chapter one.	
Null hypothesis (Ho) Pricing strategy does not have any impact on the attainment of organizational objectives
	Alternative hypothesis (Hi) Pricing strategy has positive impact on the attainment of organizational objectives
	From the data collected through the question 20 of the questionnaire 35 (70%) respondents agreed that Pricing strategy has positive impact on the attainment of organizational objectives is greater than respondents that disagreed.
	Null hypothesis (Ho) was rejected while alternative hypothesis (Hi) was accepted.
	It shows that pricing strategy has positive impact on the attainment of organizational objectives
Testing of the hypothesis formulated for this study will be done by using the chi-square method. Using the chi-square (x2) analysis thus (y2) =  E (o-e)2
Question 20: Does pricing strategy have any impact on the attainment of organizational objectives?
Using the Chi-square (x2) analysis thus (y2) =  E (o-e)2
						         E
∑ = summation
O = observation frequency 
E = Expected frequency
Table 4.2.1: from the mathematics analysis for further explanation of the hypothesis
	
Options
	O
	e
	o-e
	(o-e)2
	(o-e)x2

	Agree
	35
	10
	25
	625
	62.5

	Disagree 
	10
	10
	0
	
	

	Undecided
	5
	10
	-5
	25
	2.5

	Total
	50
	
	
	
	65


Sources: complied by the researcher 2025
e = No of columns – 1 = 5 – 1 = 4
Degree of freedom = DF2
Critical Value (X2) – 4 d.f 0.05 = 87.3 > X2 (9.488)
Decision Rule: Since the test statistics X2 (65) is > X2 (9.488) from the distribution table, the Ho (Null Hypothesis) which state that Pricing strategy does not have any impact on the attainment of organizational objectives is rejrcted
. While the Hi (Alternative Hypothesis) which state that Pricing strategy has positive impact on the attainment of organizational objectives is accepted.


CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1	Summary of Findings
The purpose of this study was to examine the influence of pricing strategies on organizational profitability. To make the determination, the study design focused on the attitudes towards the purchasing decisions held by Nigeria bottling company plc. Eighty individuals 18 years and older, and those who shop within Ilorin metropolis were the main targeted population.
This chapter summarizes the key findings from the study based on the research objectives, draws conclusions arising from the findings and then makes recommendations. The research objectives of this research were: 
1. To determine the extent to which pricing strategies are adopted by NBC; 
2. To establish the extent to which Everyday low pricing strategy influences consumer purchase decisions in NBC; 
3. To determine the extent to which High-Low pricing strategy influences consumer purchase decisions in Nigeria
Based on data obtained and analyzed, the following key findings were found. A questionnaire was administered to 100 individuals, where only 80 were fully responded to, showing that it is 80% response rate. Chapter emphasised on conceptual definitions and theories related to the study. This also included review of related empirical studies and gap identified in literature. 
Chapter three was based on methodology while chapter four was data presentation and analysis.
5.2	Conclusion
The study contains research yielding empirical data regarding the influence of the pricing strategies on consumer purchase decision. It is certain that pricing is a vital element of the marketing mix variables that can determine the company’s sales volume and profitability. Aside from this, pricing strategy is effective.
Customer purchase decision is a complex issue that is dependent on a number of factors. In that regard, several factors were used to measure this, that is, product choice, store choice, purchase timing and purchase amount. The relationship between the pricing strategies and consumer purchase decision was analyzed using correlation and multiple regression analysis. The positive relationship revealed in the study suggests that customers have become more price sensitive and are more demanding on the value for their money. It was also observed that customers are hold on their shopping program until prices are favorable. Therefore, organizations which fail to understand the consumer purchase decisions will lose their customers to those that understand this decision.
5.3	Recommendations
The study presents managerial recommendations presented as below.
To succeed in the retail industry and consumer understanding consumer purchase decision, managers of retail outlets must evaluate ways to influence consumer decisions (Choi & Weiss, 2005). The findings of the study indicate that pricing strategies influence consumer purchase decision. The findings of the current study provide important pointers to the managers who need to have a competitive advantage.
i. To succeed in the retail industry, managers must evaluate ways to influence consumer purchase decision (Choi & Weiss, 2005). Managers developing customized pricing strategies provide the organization the ability to adapt to changing consumer purchase decisions. Improvement in pricing strategies especially those including consumer perspective, create sustainable competitive advantages for an organization.
ii. According to Capro et al., (2003) providing as much information as possible to a consumer enables more informed decision making and the perception of adding a valuable service. Adding value to consumers and improving their level of knowledge provides a barrier to losing customers.
iii. Managers should therefore inform their customers about their pricing strategies in order to influence their decisions.
iv. When a customer leaves one product for another or purchases for the first time, price is foremost on the criteria list. Managers who understand the consumer’s price position will succeed in providing their organization a competitive advantage (Cram, 2006; Dutta et al., 2002). The insight is applicable to managers of all types of retail outlets and is not limited to organizations.
v. The recommendation to managers is that price is at least as important to consumers when purchasing products as customer service. Managers must spend equal amount of organizational resources on developing appropriate pricing strategies as is spent on customer acquisition and service efforts. Pricing must become a strategic capability within all organizations as well as other industries (Dutta et al., 2002).
5.4	Limitations of the study and suggestions for future research
This study provides useful insight into the types of pricing strategies adopted by organizations in Nigeria, and the extent to which these pricing strategies influence consumer purchase decision. However, it should be noted that the study population was limited to geographic area of Nigeria Country. While the location provides an interesting population considering the concentration of insurance companies in the area, a further research opportunity would be to examine a countrywide population. These organizations within which the study was carried out have established branches in major towns within the country, thus enlarging the sample size would provide a wider perspective on the issues mentioned.
This research also focused on only four major organizations. Future research should focus on other super markets like Naivas, Chandarana, Carre four, Tumaini and Power star as these have incorporated several pricing strategies within their operations and have a major uptake from the consumers. A study on these organizations will also provide a broader perspective on other pricing strategies within the retail industry as well as the influence these have on consumer purchase decision.
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APPENDIX
Kwara State Polytechnic, Ilorin,
Institute of Finance and Management Studies,
Department of Purchasing and Supply,
Ilorin,
Kwara State.

The Manager,
Nigeria Bottling Company PLC,
Ibadan,
Kwara State,
Dear sir,
LETTER OF INTRODUCTION
	I am a final year student of Purchasing and Supply Department of the Institute of Finance and Management Studies, Kwara State Polytechnic, Ilorin.
	I solicit your support on my research work “Influence of Pricing Strategy on the Organizational Profitability (A case study of Nigeria Bottling Company PLC)
For the award of National Diploma ND in purchasing and supply.
	The information is purely for academic purpose and will be confidently treated. Thank you
							Yours Faithfully,
							
					BABATUDE SHAKIRAT TITILAO
ND/23/PSM/FT/0064
					


QUESTIONNAIRE
	Personal information 
SECTION A
1. Sex:	Male ( ), Female ( ).
2. Marital Status: Single ( ), Married ( ).
3. Academic qualification: O’level ( ), NCE/OND ( ), HND/BSc ( ), MBA/MSC ( ).
4. Age : 18-25 ( ), 26-30( ), 31-40 ( ), 41-50( ), 50 and above( ).
SECTION B
5. Does your organization embark on daily low prices to enhance more customers? Agree ( ), disagree ( ), strongly agree( ), indifference ( ).
6. Do you review prices frequently? Agree ( ), disagree ( ), strongly agree( ), indifference ( ).
7. Are your prices always in line with customer preference ?Agree ( ), disagree ( ), strongly agree( ), indifference ( ).
8. Do you offer lower prices than your competitors?Agree ( ), disagree ( ), strongly agree ( ), indifference ( ).
9. Do you compare your price with competitors price?Agree ( ), disagree ( ), strongly agree( ), indifference ( ).
10. Are price quick to review when need be? Agree ( ), disagree ( ), strongly agree( ), indifference ( ).
11. Do you offer different price range for selected products to attract variety of customers? Agree ( ), disagree ( ), strongly agree( ), indifference ( ).
12. Do you give promotions during holiday season? Agree ( ), disagree ( ), strongly agree( ), indifference ( ).
13. Do you decide what to buy without external influence?Agree ( ), disagree ( ), strongly agree( ), indifference ( ).
14. Does price reduction influence consumer purchasing  power ? Agree ( ), disagree ( ), strongly agree( ), indifference ( ).
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