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CHAPTER ONE
I.1      Background of the study
Manufacturing of customer products do engage in one activity or the other among which sales promotion is one of them. Sales promotion is an appropriate marketing to pushing consumer products and services down the throat of the ultimate consumer. In effect, this part of the promotional mix was being neglected and so such proper attention was not given to it's until recently, when there was an increase in competition and sudden realization of consumer sovereignty then they all realize the role and importance or Sales promotion. Recently, increase in competition and perhaps decline in the sales volume due to decrease in purchase power of consumer 7up might make a new dimension in sales promotion and therefore forced manufacturer particularly those of soft drinks industries to effectively adapt sales promotion in marketing their products as the market have already been saturated.
In order to give Ml meaning to this topic, it is necessary to define sales promotion in relative or relation to its effect on organization performance. "Sales promotion therefore consists of those marketing activity other than personal selling, advertising and publicity that stimulate consumer purchasing and deals effectiveness such as display, shower and demonstration and various non-recurrent selling effort not in ordering rate". While "organization performances on the other hand, could be view in term of sales turn over and profitability of the company to cover tech cost and generate extra revenue for smooth running of the company"
Many authors have reported the increasing importance of product branding and sales promotion in enhancing organizational growth and business performance. The resultant effect of this is that several products are being differentiated, and some services are identified by brand names, strengthening the argument that branding has become a major force in product strategy. Branding has become a strong product issue, meaning that hardly anything goes unbranded.
Kotler (2004), put forward that a brand is a name, term, sign, symbol, or design or a combination of these, intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of competitors (Kotler, 2004; Kotlcr and Armstrong, 2004). Simply put, brands reflect reputation and advertising, it is often used to create and reinforce this image and reputation, as competition intensifies more and more products are perceived as commodities, sold essentially on price tag, when this happens, differentiation and 'branding seems increasingly significant. This assertion can be likened to the 7up Bottling Company which is universally regarded as the best known brand in the world. Brand names such as 7up Bottling Company that characterize products and distinguish them from one another. According to Kapperer (1992) and Ogundele, (2007), brands is a complex symbol and it conveys significant levels of meaning; such as attributes, benefits, value, culture and personality. Ogundele (2007), posits that building and managing brands is the entrepreneur's most important marketing task.
Consequently a brand can be seen as an actual product or sendees augmented by some additional added value. 
1.2   Statement of the problem
It is true that consumers of both industrial and consumers of goods exhibits various attitudes and behaviour toward the products and service offered and rendered to them. This is basically because presently consumer's income is very low due to the economic predicament coupled with the other environmental factors that influence their buying habit many consumers preferred to spend their hard earned resources on essential goods like food stuff, clothes, shelter and other immediate requirement. In a developing economy like Nigeria, it is not enough for manufactures to just produce and expect consumer will buy their product or services without considering what they will benefit or deprive from it. Hence sales promotion becomes inevitable. Manufacturers are faced with the problem of products substance and competition. So for that reason many manufactures now attempt to Stimulate and get consumers attention with customer loyalty, increase market share by using sales promotion tools on goods and service.
Organizations usually encounter problems such as lack of management known bow not appointing the right and experience marketers or sales promotion experts. More sales promotions carried out by organizations are usually badly organized and implemented which leads to the aim being defeated thereby having a direct effect on sales volume and profit. This problem of low sales and low demand have promoted producers to use sale promotion to compliment the use of other promotional mixes like advertising personal selling, publicity and public relations. However, it has been observed over the year that some producers do not employ the use of appropriate sales promotional tools and methods, to enhance the achievement of stated goals, and have neglected the importance of marketing concept which is people oriented philosophy that regarded the customers as a king and sole aim of the business existence.
However, the researcher finds to examine the impact of sales promotion on the attainment of organization goals.
1.3     Research questions
This study tends to investigate and provide answers to the following questions
i. What effect does sales promotion have in the operating of 7up Bottling Company Ilorin with respect to profitability and marketing share?
ii. Does sales promotion activate the production level of soft drinks?
iii. Does sales promotion influence consumer purchase behavior?
1.4	Objectives of the study
The objective of the study is to find out the impact of sales promotion on the attainment of 7up Bottling Company, Ilorin within three months sales promotion and the contribution of sales promotion to the growth of soft drink industry in Nigeria.
Thus, the researcher seeks the following:
i. To investigate the effect of sales promotion in 7up bottling company Ilorin
ii. To determine extent to which sales promotion can be used to improve consumer patronage.
iii. To ascertain the relationship between sales promotion and organization goals.
1.5	Research hypothesis
To provide answer to research questions arising from this study, the following hypotheses are postulated.
Hi:-    It does not need to investigate the usefulness of sales promotion in 7up bottling company Ilorin
Ho:-   Its need to investigate the effect of sales promotion in 7up bottling company Ilorin
Hi:-    Sales promotion cannot be used to improve consumer patronage, gather channel supports and motivate the sales force of 7up Bottling Company Pic Ilorin and the entire soft drink industry in Nigeria.
HO:- Sales promotion can be used to improve consumer patronage, gather channel supports and motivate the sales force of 7up Bottling Company Pic llorin and the entire soft drink industry in Nigeria.
Hi:-    Sales promotion does not help to level sales peak and valley that might be brought about by seasonal fluctuation in the soft drink market. 
Ho:-   Sales promotion is helps to level sales peak and valley that might be brought about by seasonal fluctuation in the soft drink market.
1.6	Significance of the study
The study is relevant because it seeks to identify the roles sales promotion plays in the marketing strategies and achievement of organizational goals and objectives. The study tries to expose the impact of sales promotion on profit generation, production output and employees commitment to organizational activities. The study will serve as a guide lo the company under examination and the entire soft drink company in Nigeria by giving them an insight on ways in which planning and execution of sales promotion programme can be done to yield a better result.
It will furnish information which serves as reference points for organization that carries out sales promotion in motivating and gathering channel supports and consumer's patronage. The findings and recommendation will be relevant to all firms in the soft drink industry. Lastly, the study will add to existing stock of knowledge in administrative science research and will equally help other researcher seeking adventure into sales promotion.
1.7	Scope of the study
The study will involve a view of sales promotion attainment of 7up Bottling Company Ilorin, Kwara State. The study will further cover the following: The effect of sales promotion on the sales of major brands of the 7up Bottling company product. The effect of economic condition and the purchasing power of consumers at the time of sales promotion. The effectiveness and efficiency of management in term of profit generation and planning.
Finally, the study would rely on the sampling opinion of management/staff of 7up Bottling Company Ilorin, the distributors/dealers and the consumers all within the Ilorin metropolis of Kwara State.
1.8	Definition of Terms
SALES PROMOTION: An act of selling something or activities does in order to increase the sales of a product or something
ORGANIZATION: This is a group of people who form a business, club etc. together in order to achieve a particular aim or objective.
PERFORMANCE: This is the act or process of performing task, an action etc. 
PRODUCTIVITY: The rate at which a worker in a company, or a country produces goods and the amount produced, compared with how much time work and money is needed to produce them. 
MOTIVATION: This is the act of making somebody wants to do something, especially something that involves laid work and efforts effectively and efficiently.
INFLUENCE: Influence is the action or process of producing effects on the actions, behavior, opinions, etc., of another or others.
PURCHASE: This refers to a business or organization attempting for acquiring goods or services to accomplish the goals of the enterprise
PROMOTION: something devised to publicize or advertise a product, cause institution, etc., as a brochure, free sample, poster, television or radio commercials, or personal appearance.
1.9	Plan of the Study
This research work will focus on impact of sales promotion strategy on organization performance in reference to 7up Bottling Company, Ilorin.
For better understanding, this research work will be categorized into five major chapters.
Chapter one will focuses on Background to the study, Statement of the problem, Research questions, Objectives of the study, Research hypothesis, Significance of the study, Scope and limitation of the study, Definition of key terms and Plan of the study.
Chapter two will deals with review of related studies.
Chapter three will centres on Research methodology, Sources of data collection, Sampling method, Method of Data Collection, Population of the study.
Chapter four will focuses on Data presentation, analysis and interpretation.
Chapter five will deals with Summary of findings, Conclusion, Recommendations and References 












CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Clarification 
2.1.1   Concept of Sales Promotion
The power of sales promotion at influencing sales and customer's patronage has been acknowledged in the literature of marketing and sales management.
Hardie (2010), explains that sales promotion gives a short-term inducement of value offered to arouse interest in buying a good or service. It is offered to intermediaries as well as consumers inform of coupons, rebates samples and sweepstakes'. Foskett (2019), argues that sales promotions cannot be the sole basis for campaign because gains arc often temporary and sales drop off when the deal ends so that advertisement is often used to convert the customer who tried the product because of sales promotion into a long-term buyer. Kotler (2014), noted that if sales promotion is conducted continuously, they lose their effect. Customers begin to delay until a coupon is offered or they question the product's value. When organizing sales promotion firms' can direct sales promotion to ultimate consumers, that is, Consumer-oriented sales promotion to support a company's advertising and personal selling.
On the other hand firms’ can also direct their sales promotion to traders like the wholesalers, retailers or distributors. This can be clone by giving the traders allowances and discounts. They can also carry out cooperative advertising whereby manufacturer pays a percentage of the retailers' local advertising expenses for advertising the manufacturer's products and lastly, firms can train distributor sales forces to increase their performance (Hardic, 2011). To Moemekc (2017), besides advertisement, sales promotion is the next available marketing strategy that help to promote sales, increase product life cycle, sales growth and enhance customers' goodwill. Modem marketing management calls for more than developing good quality product, attractive price and making brands accessible to target customers. Companies engage in integrated marketing communication to attract and retain customers' loyalty. In similar vein, Nwankwo (2016), observes that sales promotion as those marketing activities other than personal selling, advertising and publicity, which stimulate consumer purchasing and dealer effectiveness, such as display, shows and exposition, demonstrations and various nonrecurring selling efforts not in the ordinary routine.
Achumba (2012), defined sales promotion as those marketing activities, other than personal selling, advertising and publicity that stimulate consumer purchasing and dealer effectiveness, such displays, shows and exposition, and demonstration. Sales promotion is one of*the ways used by firms to communicate with intended target audience. Sales promotion is unique in that it offers an extra incentive for action (Adrian, 2014). It also includes a combination of all marketing devices or techniques, special reductions, trade gift, premium offers, contests, and other such short-lived promotional activities directed toward consumers and retailers, aimed at motivating sales. In other words, it encourages immediate purchases. 
According to Manale, Jose and Zacharies (2017), sales promotion has become a vital tool for marketers and its importance has been increasing significantly over the years. Given the growing significance of sale promotion, there has been extensive interest in the effect of sales promotion on different dimensions such as consumers’ price perception brand choice brand swishing behaviour, evaluation of brand equity, and effect on brand perception. One of the purposes of a consumer’s promotion is to elicit a direct impact on the purchase behaviour of the firm’s customers (Kotler, 2002; Blattberg & Scott 2010).
William et al (2012), marketing communication activity attempts to in forms, remind and persuade individuals or institution. Promotion as a communication tool is the receiver in an efforts to share informant. It comprise of advertising personal selling, sale promotion, public relations and publicity. People often can fuse sales promotion is simple one type of promotion in simple on type of promotion activities. These techniques include sampling cupan, refund, and rebates sweeps takes, contracts premium, trading stamps, shows, bonus packs, price off and many others. In recent years, Nigeria sales promotion activity is increasingly important because it is necessary to stimulate consumer buying in a shipping economy, sales promotion are effective in doing this, because they are extremely visible in appeal to be something other than nothing instincts in people and usually bring on immediate buying response or institution. Promotion as a communication tools is the receiver in. It comprises of advertising, peers and selling, sales promotion, public relations and publicity. However. America Marketing Association (AMA) (2012) defines sales promotion as "Activities other than personal selling, advertising, publicity, America that stimulates such as display, shows, demonstration and various non-recurrent selling efforts not in the ordinary routine.
2.1.2   Objectives of sales promotion on Organizational Performance
The most important objective of sales promotion is to bring about a change in the demand prototype of products and services. Essentially, sales promotion has three precise objectives. First, it is meant to give significant marketing information to the prospective buyers. The second objective is to induce and influence the potential buyers through convincing measures. Thirdly, sales promotion is meant to operate as an influential tool of competition. 
The specific objectives of sales promotion according to Jain, (2014), are: 
i. Add to the stock of the dealers: Dealers like wholesalers and retailers usually deal with a multiplicity of goods. Their selling activity becomes easier when the manufacturer supplements their efforts by sales promotion measures. When a product or service is well supported by sales promotion, dealer’s arc automatically induced to have more of such items.
ii. Attract new customers: Sales promotion measures also play an important role in attracting new customers for an organization. Typically, new customers are those persons that arc won away from other firms. Samples, gifts, prizes, etc. arc used to encourage consumers to try a new brand or shift their patronage to new dealers.
iii. Helps the firm to remain competitive: Most of the companies undertake sales promotion activities in order to remain in the competitive market. Therefore, in the modern competitive world no firm can escape the responsibility of undertaking sales promotion activities, 
iv. Increase sales in off-seasons: Many products like air-coolers, fans, refrigerators, air-conditioners, cold drinks, room heaters, etc. have seasonal demand. Manufacturers and dealers dealing with such type of goods make every effort to maintain a stable demand throughout the year. In other words, firms try to encourage the purchase of such goods in off-seasons also. That is the main reason behind discounts and off-season price reductions of such items in the market during slack seasons.
v. Induce existing customers to buy more: Sales promotion devices arc most often used to induce the existing customers of a firm to buy more. Product development, offering three products at the cost of two, discount coupons, are sonic of the sales promotion devices used by firms to motivate the existing buyers to buy more of a specific product.
vi. Introduce new products or services: sales promotion is often used to motivate prospective consumer to try new products and services. Dealers are also induced to introduce new product and services in the market. More often than not, free samples are provided through dealers during such introduction. Likewise, discounts in cash or goods may also be offered to dealers to stock new products or deal with new services. Free samples, trade discounts, cash discounts are basically sales promotion measures. 
2.1.3   Impact of Sales Promotion on Organizational Performance
The effect that sales promotions have on the organizational performance according to Odunlami and Ogunsiji (2011) are:
i.	Building brand loyalty: Sales promotion helps to build brand loyalty by giving the seller the chance to draw a loyal and profitable set of customers which provides sellers some protections from competition and greater control in planning their marketing mix (Shira, 2003)
ii.	Encouraging off season buying: Sales promotion has also encouraged offseason buying especially during the festive periods, people tend to buy more of a particular product because of the added value, compared to normal season.
iii.	Encouraging purchase of large size unit: Sales promotion consists of diverse collection of incentive tools, mostly short term designed to stimulate quicker or greater purchase of products or service by consumer e.g. the use of premiums, product warranties etc. stimulate consumer purchase in larger quantities (Rotimosho, 2003 as cited in Odunlami & Ogunsiji, 2011)
iv.	Generating trials among non-users: Trials among non-users of a product are generated through invitation of potential purchasers to try the product without cost or little cost with the hope that they will buy the product.
v.	Influencing retailers to carry new items and higher level of record: Sales promotion persuades retailers to give shelf freedom to original products. Companies provide retailers with financial motivation to stock novel products.
Categorically, sales promotion has been seen to centre on customer relationship management, free gifts, free sample, and price discount. If an organization successfully gear sales promotion techniques, it will not only push large purchase but it will also boost the sales performance of a company, consistently leading to the realization of the declared objectives. 
2.1.4   Effectiveness of sales promotion
Sales promotion is one of the most important segment of promotional mix chose effectiveness point of view. However, the most proficient way to measure this is the way and manner in which consumer respond to the various sales promotion activities. Its effectiveness in terms of consumer response and subsequent change in sales volume is evident. The moment such competition in introduced, especially where the contest of fabulous prices like in the case of 7up Super Express number campaign, Lever Brothers Nigeria Pic's Close Up professional toothbrush insider special offer packs and Cadbury's Bounrvita Draw House and so many consumer usually come out in large number is to participate and try their star.
This is no small among increase sales volumes of such product being promoted. However, the proficiency exhibited by management in the area of sales promotion is not always rewarding as anticipated. 
2.1.5   Shortcoming of sales promotion 
It has a worn - effect. Once of the shortcomings of sales promotion is that it can hot be used for a long period of time. It is used only limited to a specified period and unless it is repeated, the pre effort will stop to yield results. It attracts competitors reaction as soon as a company launched a sales promotion campaign, competitors quickly counteract. For instance, soon after the 7ups code- named "super express" campaign which is the biggest sales promotion campaign ever launched by any manufacture in the country. Beyond reasonable doubt, 7up's latest sales assault has sent Nigeria Bottling Company products in preference for 7up brand with the view of winning its attractive items.
In the science of counter - Oct Nigeria bottling company worked out sales promotion stratcg.es to launch its own sand missiles of 7up Bottling Comply to regain the last ground NBC hit the market with their latest sales assault tagged "Big one of the six mill millionaires
Sales cannot be used insulation sales promotion activities cannot be effectively implemented without the support of other promotion mix such as advertising, personal selling, publicity and public relation which help to convey information in sales promotion programmer to consumers 
Conceptual Framework
From the literature reviewed, the conceptual framework is presented below. The framework is established on the relationship among sales promotional strategies and organizational performance. As argued in the previous discussions, the dimensions of sales promotion include consumer promotion, trade promotion, and sales force promotion. In this study sales promotion strategies serve as independent variables, while organizational performance serves as dependent variable of the study.
Consumer promotion
· Free sample 
· Demonstration 
· Price-off and special sales 
· Premium offer 
· Competition


	


Organizational performance
· Sales volume
· Profitability
· Market shares
· Quality of products
· Customer satisfaction
· Employee retention
·  Job satisfaction
· Employee morel
· Waste reduction
· Volume of output


Trade promotion
· Free goods
·  Sales contest 
· Buying allowance 
· Co-operative advertising 
· Dealer listed promotion



		


Sales force promotion
· Bonus to sales force
· Sales force contests
· Sales meeting
· Salesmen's convention
· Conference








Figure 2.1 Conceptual Model of sales promotional strategies and organizational performance (Researcher' design, 2022)
2.2      Theoretical Review
2.2.1	Push Promotion Theory
Using the Push Theory, you can increase sales by creating incentives to wholesalers or retailers to sell more of your product. In this method you would offer discounts to wholesalers or retailers who buy your product in bulk. This leaves them with more of your merchandise on hand and drives them to sell more of your product. Giving them the discount "pushes" them to buy more of your product at a lower price to increase the amount of money they make. In turn they must "push" your products to customers because they will make a better return on them than on similar products supplied to them by your competitors.
2.2.2	Pull Theory
The Pull Theory is about trying to market directly to customers to increase demand for your product. Advertising and tic-ins with other products or services is the key to this strategy. The theory goes that if you increase the demand for your product by consumers, they Will in turn demand the product from retailers, retailers will demand more of your product from wholesalers and wholesalers will demand more products from you.
This is a way to increase your sales without decreasing the sale value of your merchandise. Most of the costs are in advertising, so using a tie-in with a related product or service can disperse this cost across both companies. 
2.2.3   Combination Theory
This theory requires both of the above theories working together. The "push" is used to get more products into the hands of retailers and wholesalers while advertising and product tie-ins with other products are used as a "pull" to get more people to want to buy the product. Grocery stores often use this tactic. They fill stores with products they have a high profit margin on (the push) and run commercials that advertise the store ("A great place to shop" or "Your hometown grocery") rather than a specific product (the pull).
The car industry provides an excellent example of combination sales promotion theory. Manufacturers advertise and tie-in with television shows to market directly to customers (pull) and offer deals to dealerships to move more products (push). This leads to "dealer overstocks" and special "factory deals" while the commercials generate more interest in the car brand. 
2.3     Empirical Review
Research evidence recommended that sales promotions positively affect shot term sales (Priya, 2004). Promotions affect significantly sales aggregate and stock piling and purchase acceleration (Akanbi & Ajagbe, 2012). 
However, there have also been studies that recommend that sales promotion affects brand perceptions. In another study, Schultz (2004) argues that over dependence on promotions can erode consumers' price-value equation.
Similarly, Yoo, Dondhu and Lee (2000), based on structural equation model, suggest that frequent price promotions, such as price deals are related to low brand equity, whereas high advertising spending, high price, good store image and high distribution intensity' are related to high brand equity. There is also a managerial belief that if a brand is supported with frequent promotional offers, the equity of the brand tends to get diluted.
On the contrary, there have also been studies that indicate brands benefit from promotions. Amongst the elements of marketing mix, sales promotions have long-tenn influence on brand equity (Yoo, Dondhu, & Lee, 2000). Mariola and Elena, (2005), based on a sample of 167 buyers suggest that monetary and nonmonetary promotions arc useful to create brand equity because of their positive effect on brand knowledge structures.
Belch and Belch, (1998) have define sales promotion as a direct inducement that offers an extra value or incentive for the product to the sales force, distributors, or the ultimate consumer with the primary objective of creating immediate sales. Sales promotion involves some type of inducement that provides an extra incentive to buy. This incentive is usually the key clement in a promotional programme. 
Also, Osunbiyi (1991), observed that sales promotion is the marketing practice of temporarily offering better value for money, sales promotion is not a personal selling. It is a miscellaneous selling tool not categorized as advertising or personal selling. It is a non routine sales activity. Promotion centres on some form of special purchase incentive offered to the consumers or retailers and it is usually short-termed in nature. It is tactical, and it is designed to achieve a short term objective, sometimes m a limited area or through certain outlets. Promotion is used as a tool to gain the support of the trade, either directly through trade promotion or indirect through consumer promotion (Akanbi & Ajagbe, 2012). .
Some researches prove that sales promotions do not have a constant or continued effect on volume of sales of a firm which tend to diminish and come at the initial level at which it was before the sales promotion is being offered (Dekimpe Hanssens & Silva-Risso 1999; Pauwels, Hanssens, & Siddarth, 2002, Srini, Snmvasan, & Anderson, 2000). However the usefulness of sales promotion, that whether it promotes, the long term growth and profitability among brands for which it is projected is not compulsory (Kopallc, Mela & Marsh, 1999).
Research conducted by Ailawad and Neslin (1998), revealed that sales promotions motivate the consumers to make immediate purchases and also positively impacts the consumption volume. Therefore, based on the above literature, it is reasonable to conclude that sales promotion is a marketing strategies that is designed to attract a customer to take a specific action, such as creating a purchase that usually occur for adequate period of time to help create a sense of necessity.















CHAPTER THREE 
METHODOLOGY
3.1	Introduction
This chapter sets out research approach used in achieving the study's objective. It set out the method used in selecting respondents, collective data and analysing the same. The chapter is thus structured into sections, a section analysed the research design, another presents the target population and the sampling design, the next section are the data collection instrument and data collection procedure and finally data analysis entailing the conceptual and analytical models.
3.2	Research Design
A research design encompasses the methodology and procedures employed to conduct scientific research. The design of a study defined the study type. The researcher employed a case study approach which allows for intensive observation and investigation of salient factors in the unit?, of the study on the whole, this research design facilities a better understanding of the impact of accounting information systems toward organizational effectiveness.
The design of the study is descriptive research method. In addition both qualitative and quantitative methods were applied in data collection on analysis. The descriptive design is found to be suitable because it addressed major objective and research question proposed in the study adequately.
3.3	Population of the Study
The population of this study comprises of staff, distributors and the public in Ilorin. Bearing in mind that the entire Nigerian is likely to be influenced by similar environment force. The population of 7up Bottling Company, Ilorin plant which is made up of the entire work force of 57 staff, which both senior and junior staff. It is expedient to state that 7up Bottling Company plants is over 57 but for the purpose of this study, the population of the distributors included is it redemption centres used during sales promotion targeted finally refreshment promotion and direct distributors of 7up Bottling Company Ilorin Plant.
3.4	SAMPLE SIZE AND SAMPLING TECHNIQUES
A sample size of fifty (50) employees was chosen as a case study. Sample size will be derived through the following method; simple random sampling method was applied in selecting the number of respondents to the sampled among the consumers and the dealers or distributors. This is because the population is extremely large and simple random sampling method ensures that every member of each population have equal chance of being selected.

Where n – sample size
N = population = 100
e = allowable error = 0.05
n= 
3.5	METHODS OF DATA COLLECTION
The study gathered primary data. Primary data was obtained through questionnaires to randomly selected employee from the selected corporation. The use of questionnaires was ideal since it guaranteed confidentiality to the respondents thus they acted without any for or embarrassment. Questionnaires were circulated and filled by the respondents. Primary data enhances reliability since its conduct by the investigation conducting the research. Respondents were selected randomly in each stratum; hence the researcher employed probability sample technique to obtain the desired number of respondents.
Secondary data is a data that is collected solely for the research work. Both primary and secondary data will be used. The consultation of textbooks, journals, magazines etc. on the subject matter are consulted for correct information.
The data collected in the research was edited, coded and entries made into statistical software (Statistical Package for Social Sciences, SPSS Version 21). This involved converting quantitative (nominal and ordinal data) into numerical codes.
3.6	INSTRUMENT OF DATA COLLECTION
The instrument used in the research is questionnaire that is research instrument consisting of carefully prepared questions for gathering information from respondents. The questionnaire is the most commonly used method of gathering data for any research. The result is derived in answering the research question and in testing of hypothesis. This questionnaire contains the close-ended question, yes or no. The close-ended used have answers which were drawn to facilitate simplicity and features. The questionnaire is divided into two sections I and II. Section 1 contains questions relating to Bio - data of the respondents while section II contains questions that will answer the research question and validate the hypothesis.
3.7	METHOD OF DATA ANALYSIS
After collecting data from the respondents, the researcher started the process of data analysis by editing it and coding it along the main thematic areas to identify inconsistencies and establish uniformity. Data was compiled to facilitate entry of the responses into the computer. The process of analysis then proceeded whereby frequencies, percentages and charts were generated using a Statistical Package for Social Sciences (SPSS) and excel spreadsheets for quantitative data.
Quantitative analysis was carried out on those aspects of the study that are quantifiable. This comprised the use of statistics and statistical analysis techniques rather than the use of verbal materials, mainly applied in social sciences. It mainly includes the information obtained from closed-ended questions in the questionnaire. This was followed by a presentation of the quantitative findings in form of tables and percentages to enable easy interpretation by the readers accompanied by the requisite explanations and narrations. Feedback from the open-ended questions of the study was qualitatively analysed. 
The key aim of qualitative analysis is to provide or avail from the study, a complete, detailed description of the variables under study, as perceived by the study subjects.
Qualitative data was coded along some common thematic areas, based on the frequency of the' responses on issues under investigation. The analysis was mainly based on the commonly recurring themes which were carried out through narrative and descriptive analysis. In addition, the study was conducted by use of multiple regression analysis.
The regression equation was: 
Y = β0 + (β1xl + β2x2 + β3x3+ β4x4+£ 
Whereby 
Y= β0 + β1x1 + β2x2 + β3x3 + β4x4 + £ 
Y= business growth and development
Β1 to β4= regression coefficients
XI = Advertising
X2 = Personal Selling
β0=Y intercept
X3 = sales promotion
X4 = public relations
E = error term
This generated quantitative reports through tabulations, percentages, and measures of central tendency.
3.8     HISTORICAL BACKGROUND OF THE CASE STUDY
Seven Up is an International name is soft drinks business and was developed under modest circumstance in the United States of America in early 1920's by C/L GRIGG, who also suggested the name "Seven Up".
There is over 900 factories spread over 176 countries of the world. SEVEN UP IN NIGERIA
A Lebanese name Mohammed El-Khali settled in Nigeria in 1926, and in 1956, he established a bottling company. Consequently in October 1, 1960 the first bottle of seven Up green and white on 7 up bottle thus rolled it of Ijora plant in Lagos. The colour green and white on 7up thus signifies the independent Day of Nigeria. It second plant was opened in 1980 (twenty years after the first plant was opened) following by numerous depots opened all around the southern part of the country. By setting up a plant at Kano 1983 Seven-up Company bought over Pepsi cola International and re-launched Pepsi in Nigeria in 1988 by so doing, seven up became the number one brand in the Southern parts of Nigeria and it won the international bottler of soft drinks award for the year 1989.
With this success, seven up opened Ibadan bottling plant and at the same year acquired the assets of soft drink division of John Holt Company. There are currently 7 plants in various parts of the country-Nigeria-Aba, Benin, Ilorin, Ikeja, Ibadan, Kano and Kaduna, More are yet to come. Pepsi cola is the best seller among them in East other products, 7up, Mirinda, orange Team, Cemonadc, Mirinda Soda Water, Mirinda Tonic, Mirinda Ginger, Mirinda pineapples, Pepsi spice etc.
Seven up has made a remarkable impact on the economy of Nigeria, they create employment to unemployed Nigerian, render saturated amenities to communities and contributed to the nation's economic growth way of generating fund, which is circulating in the economy. They have engaged in a backward vertical integration with sun-glass Kaduna as the sources of some of their raw material.
Seven -Up gives people the right of choice and was able to force competitors drawn 1 price. It is also gathered that the company has not suffered any shut down since in business and this is a credit to the company. 
PROMOTION HISTORY OF 7-UP
This company has also made great impact in the sales promotion, advertising etc. The company is noted for its tremendous engagement sales promotion. Thus 1991- There was "EXPRESS" sale promotion. 
January 1993 - 7up spells and Win 
June 1993-Win mania 
January 1994 - 7 Up spell and win 
June 1996 high life 
August 1995-7 up spell and win 
September 1996-7 up high life
October 1998 till year 2001 January - winning was based on 7up high life, T-shirt Bonanza etc
There are slogans that create lasting impression such as: 
a.      7 up difference is clear
b.       Pepsi the choice of the generation
The sales promotion techniques adopted 7up Bottling Company to beat the drawn about its product include: 
a) Contents 
b) Dealer leader 
c) Sponsorship 
d) Dealer listing
e) Demonstration through road signs 
f) Sweepstakes
g) Exhibitions
These techniques are designed to reach a diversity of target audience and to achieve a wide range of objective such as
a.	Increase sales
b.	Increase per capital consumption.
c.	Market expansion
d.	To maintain brand loyalty
e.	Create awareness of grass root level among others.
To this end all things being equal, seven up products really have prospect in the country and the marketing mix should and for better marketing strategies.



CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1	INTRODUCTION 
This chapter deals with the data presentation, data analysis and interpretation. Where proper analysis and interpretation of data is done. As well as the percentage of the total number in the sample.
4.2	DATA PRESENTATION, ANALYSIS AND INTERPRETATION
TABLE 1: SEX DISTRIBUTION 
	Sex of respondent
	Response 
	Percentage %

	Male
	30
	60

	Female
	20
	40

	Total
	50
	100


Source: Research Survey, 2024
The table 1 above shows that the male respondents which represent 30(60%) are much more than the female respondents which represent 20(40%)
TABLE 2: AGE DISTRIBUTION 
	Age of respondent
	Response 
	Percentage %

	Under 18 years
	10
	20.0

	19 – 30 years 
	14
	28.0

	31 – 45 years
	16
	32.0

	45 and above 
	10
	20.0

	Total
	50
	100


Source: Research Survey 2024
The table 2 above shows that range of under 18 years which represent 10 (20%) of the respondents are between the range of 19-30 which respondent 28%, also 14 of the respondent are between the range of 31-45 which represent 32% while 16 of the respondent are between the range of 45 and above which represent 20%.
The reference drawn from the table is that, even though it does not actually represent the whole population the area sample covers the working class of the society.
TABLE 3: MARITAL STATUS
	Variables
	Response 
	Percentage %

	Married
	30
	60.0

	Single
	20
	40.0

	Divorced 
	-
	-

	Widowed
	-
	-

	Total
	50
	100


Source: Research Survey 2024
In the table 3 above, if there were not respondent from divorced and widowed, out of the respondent 30 were married with 60% of the total sampling and 20 were single with 40%.
TABLE 4: EDUCATIONAL QUALIFICATION
	Qualification of respondent
	Response 
	Percentage %

	O level/ SSCE
	10
	33.33

	OND / NCE
	12
	40

	HND/BSC
	8
	26.67

	ACA/FCA/ACT
	-
	-

	Total
	50
	100


Source: Research Survey 2024
Table 4.4: Shows that 26.67% of the total qualification of respondents were (HND/BSC) while 40% of the total qualification of respondent were (ND/NCE) and the remaining 33.33% of the total qualification of respondent were (O’level).


Research Questions on impact of sales promotion strategy on organizational performance?
Table: sales promotion strategy on organizational performance
	S/N
	Maintenance of Discipline
	Std. Deviation
	Mean
	Remark 

	1. 
	Does sales promotion activities  has great impact on the performance of organization 
	.99970
	3.160
	Agreed

	2. 
	Does other promotional activities complement the sales promotions in Nigeria 
	.63939
	3.615
	Agreed

	3. 
	Does sales promotion activities adopted by Nigeria bolting 
	.57762
	3.305
	Agreed

	4. 
	Opinion distribution of the respondent on impact of promotional activities of the company 
	1.01495
	3.245
	Agreed

	5. 
	Opinion distribution of the respondent on whether promotional activities and identification of Nigeria bolting company 
	.90087
	2.750
	Agreed

	6. 
	Does sales promotion activities  has significance effect on performance of an organization
	.78785
	2.680
	Agreed

	7. 
	Does  sales promotion have relationship with the growth and development of the organization
	1.16670
	2.825
	Agreed

	8. 
	Does sales promotion activities  have inflation on the remuneration of workers
	1.04558
	2.835
	Agreed

	9. 
	Does inflation have effect on sales promotion of an organization
	.57762
	3.305
	Agreed

	10. 
	Does sales promotion activities have effect on the company’s profitability?
	1.01495
	3.245
	Agreed

	
	Average Mean
	
	3.331
	


Mean > 2.5 = agreed 
Table above shows us the respondent of the workers on impact sales promotion strategy on organizational performance. It was agreed based on the mean value (3.16) sales promise activities has great impact on the performance of organization. It was further revealed that other promotional activities complement the sales promotions in Nigeria with a mean of 3.61 realized. In the same vein, judging by the mean (3.30) realized, sales promotion activities adopted by Nigeria bolting. While it was revealed also that, opinion distribution of the respondent on impact of promotional activities of the company because a mean of 3.25 so it was agreed (based on the mean).It was further revealed that opinion distribution of the respondent on whether promotional activities and identification of Nigeria bolting company with a mean of (2.74) realized.
Furthermore, the table initial item with a mean score (2.68) shows that “sales promise activities has significance effect on performance of an organization” while it was revealed also that “sales promise have relationship with the growth and development of the organization” as mean value (2.82) was realized, while mean score (2.83) affirmed obviously that “sales promise have relationship with the growth and development of the organization”. In the same vein, judging by the mean (3.30) realized, inflation have effect on sales promise of an organization. It was finally revealed based on mean (3.24) that “sales promise activities have effect on the company’s profitability” which definitely means it was agreed
In line with the response of the majority and average mean (3.093) realized showed that sales promotion have impact on sale performance in manufacturing industry. 
4.2	TESTING OF HYPOTHESIS
HO1: it does not need to investigate the usefulness of sale promotion in 7up bottling company Ilorin.
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.512a
	.262
	.255
	.38412

	a. Predictors: (Constant), Further studies, sales promotional activity; 
b. dependent variable: organization  


	
ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	11.471
	2
	5.736
	38.873
	.000b

	
	Residual
	32.313
	48
	.148
	
	

	
	Total
	43.784
	50
	
	
	

	a. Dependent Variable: organization  

	b. Predictors: (Constant), Further studies, sales promotional activity

	

Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.190
	.110
	
	-1.729
	.085

	
	sales promotional 
	.174
	.035
	.415
	4.933
	.000

	
	Further studies
	.052
	.035
	.123
	1.465
	.144

	a. Dependent Variable: organization  b. Independent variables: sales promotional, Further studies


From the Model summary above, the result shows that there is significant relationship between usefulness of sales promotional and 7up bottling company. In further studies which is explained by the correlation coefficients (R=0.512, R2=0.262 & adjusted-R2=0.255). It is however noted from this results that 26.2% organization is accounted specifically by sales promotional. The adjusted R2 depict the fact that not more than 0.7% would have been the variance in outcome if the model were derived from population rather than the sample, and the fact that our sample is fair representative of the total population because this value (0.262-0.255=0.007) is negligible. 
The ANOVA table that follow test for the significant of the regression coefficients at 5% level and it posited that model is properly fitted. The significant relationship between usefulness of sales promotional, and 7up bottling company is accepted and the null hypothesis is rejected (Beta=0.415; p=0.00<0.05) and the fact that about 41% increase the 7up bottling company was a result of increase in usefulness sales promotional by 1. Development in Further Studies on 7up bottling company is insignificant at 5% level but have a little relationship on 7up bottling company (Beta=0.123; p=1.44>0.05). 
Therefore, the null hypothesis that there is no significant impact of further studies on 7up bottling company is accepted at 5% level and the alternative hypothesis is rejected. It is however point of note here that in-service training like workshop, seminar and conference contribute greatly to 7up bottling company acquisition than development in further studies. The intercept of the regression line (constant=-0.190) implies that as the two sales promotional) were dropped, i.e. becoming zero the 7up bottling company is reducing by 19% and this may further reduce organization. 
HO2: sales promotion cannot use to improve consumer patronage, gather channel supports and motivate the sale force of 7up bottling company and the entire soft drink industry.
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.663a
	.440
	.435
	.37610

	a. Predictors: (Constant), further studies, sales promotion; b. dependent variable purchasing of soft drinks

	
ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	24.360
	2
	12.180
	86.106
	.000b

	
	Residual
	30.978
	48
	.141
	
	

	
	Total
	55.338
	50
	
	
	

	a. Dependent Variable: purchasing of soft drinks

	c. Predictors: (Constant), further studies, sales promotion.

	Table 9: Regression Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.781
	.150
	
	18.558
	.000

	
	sales promotion
	.217
	.075
	.344
	2.897
	.004

	
	Further Studies
	.174
	.062
	.336
	2.825
	.005

	a. Dependent Variable: purchasing of soft drinks; b. predictors: sales promotion in further studies 


To assess the extent of sales promotion that hamper purchasing of soft drinks multiple linear regression analysis was carried out. The result of the regression model shown in table above indicates the value of the multiple correlation coefficient R= .663 and the adjusted R- square = .440 give us some idea of how well our model generalizes and ideally we would like its value to be the same, or close to the value of R-square. In the above summary, the difference for the final model is a fair bit (0.440-0.435=0.005 or 0.5%). This shrinkage means that if the model were derived from the population rather than a sample it would account for approximately 0.5% less variance in the outcome. Thus, the aggregated sales promotion on purchasing of soft drinks is explained by the value of the R square, which indicates that 44% of purchasing of soft drinks is accounted specifically by the sales promotion. 
The next part of the result here contains an analysis of variance (Anova table above) that test whether the model is significantly better at predicting the outcome than using the mean as a ‘best guess’. Specifically, the F-ratio represents the ratio of the improvement in prediction that the results from fitting the model (labeled ‘Regression’ in the table), relative to the inaccuracy that still exists in the model (labeled ‘Residual’ in the table).  And by dividing the regression sum of square value by the Total sum of square in the table, indicating a significant relationship by returning the value of R=0.663, and the fact that the final model is significantly improve our ability to predict the outcome variable. However, the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (sales promotion) is positively related with the dependent variable (purchasing of soft drinks). Hence, we posited that there is significant sales promotion on purchasing of soft drinks at 5% level of significant. 
Based on the adjusted R square explained above, the two independent variables explain 43.5% of the variance of depended variable “purchasing of soft drinks, the sales promotion is equal to the sum of non-standardized beta coefficients with the average of using the appropriate method and non-standardized weight constant. From the multiple regression analysis results, the two independent variables are statistically meaningful for the model. They have regression coefficient positive which means with the raise of one of the independent variables factors will have even raise of the dependent variable in “sales promotion”.  According to the results the statistical test for individual coefficient control the same result is taken (t1= 2.897 and p=0.004), (t2= 2.825 and p=0.005), individual coefficients showed that independent variables have a huge contribution for the model in order to improve purchasing of soft drinks.
HO3: sales promotion does not help to level sale peak and valley that might be brought about by seasonal fluctuation in the soft drink market. 
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.962a
	.925
	.924
	.24858

	a. Predictors: (Constant), sales promotion ; dependent variable: sales turn over


	

Table 11: ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	167.144
	2
	167.144
	2704.924
	.000b

	
	Residual
	13.594
	48
	.062
	
	

	
	Total
	180.739
	50
	
	
	

	a. Dependent Variable: low sales turn over

	b. Predictors: (Constant), low amount of money on sales promotion

	Table 12: Regression Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.500
	.096
	
	-5.181
	.000

	
	sales promotion
	1.095
	.021
	.962
	52.009
	.000

	a. Dependent Variable: low sales turn over; Predictor: amount of money on sales promotion


To assess the possible ways of enhancing low sales turn over on amount of money on sales promotion, simple regression analysis was carried out. The result of the regression model in the table shows the value of the regression coefficient R= .962, R- square = .925 and adjusted R- square = .924. From this result, the extent of possible ways of enhancing organizational leadership for sales turnover is clarified by the value of the R square. The R- square value denotes 92.5% of sales turnover is accounted definitely by the in-service training acquired in the process. 
The analysis of variance table (Anova table above) showed regression sum of square value of (167.144) which is higher than the residual sum of square value of (13.594). This implies that the model accounted for most of the variations in the dependent variable. More so, the F calculated value of (2704.924) is greater than the tabulated value of (1.96) indicating a significant relationship. In addition, the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (low amount of money on sales promotion) is positively associated with the dependent variable (low sales turnover). Hence, we posited that there is significant relationship between low sales turnover and low amount of money on sales promotion at 5% level. 
The beta coefficient of the model in table above indicates the beta value of the constant is -0.50 whereas; the beta value for the predictor variable (low amount of money on sales promotion) is 1.095. The t-value of 52.009 and the p-value of .000 indi ccates the model is significant at p<0.05. Therefore, the beta coefficient (Beta= 0.962) implies the level of effecter low sales turnover increase by 96.2% if their in-service (low amount of money on sales promotion) in the process increases by one. 
4.3	Discussion of findings
Sales promotion strategies are pivotal in influencing consumer purchasing behavior, enhancing brand visibility, and ultimately driving sales. In examining the impact of these strategies on the organizational performance of 7UP Bottling Company in Ilorin, several key findings emerge:
The most immediate and measurable impact of sales promotions is the increase in sales volume. Promotional activities such as discounts, coupons, and buy-one-get-one-free offers have been found to significantly boost sales within the promotional period. At 7UP Bottling Company, sales promotions led to a noticeable spike in the short-term sales volume, indicating that consumers are responsive to these incentives. This spike, however, tends to be temporary, suggesting that continuous promotional efforts are necessary to sustain high sales levels.
Sales promotions have also contributed to greater brand awareness and market penetration. By offering promotions, 7UP Bottling Company has managed to attract new customers who might not have previously considered purchasing their products. These promotions serve as an effective tool for introducing the brand to a broader audience and reinforcing the brand’s presence in the market. This increased visibility is crucial for long-term brand equity and market share growth.
Promotions, especially loyalty programs and reward schemes, have a positive effect on customer retention and loyalty. In the case of 7UP Bottling Company, repeat purchase rates have improved due to strategic promotions aimed at encouraging long-term customer engagement. Loyalty programs that reward frequent purchases help in building a dedicated customer base that consistently chooses 7UP products over competitors.
The use of innovative sales promotion strategies has given 7UP Bottling Company a competitive edge in the beverage market. By differentiating their promotional offers from those of competitors, 7UP has been able to attract customers seeking better deals. This competitive advantage is crucial in a market where numerous brands vie for consumer attention.
While sales promotions can drive volume, they often come at the expense of profit margins due to reduced prices or increased promotional spending. For 7UP Bottling Company, the key has been balancing promotional costs with the incremental sales revenue generated. The findings suggest that while promotions do temporarily reduce profit margins, the long-term gains in market share and customer loyalty can offset these initial costs.
Sales promotions have implications for inventory management. The increased demand during promotional periods requires efficient inventory planning to avoid stockouts or overstocking. 7UP Bottling Company has had to refine its inventory management practices to ensure that promotional activities do not lead to logistical challenges or increased operational costs.
Promotions provide valuable insights into consumer behavior. By analyzing the response to various promotional strategies, 7UP Bottling Company can better understand customer preferences and buying patterns. This information is critical for designing future promotions that are more aligned with consumer expectations and for making informed decisions about product offerings and marketing strategies.
The findings from the study on the impact of sales promotion strategies at 7UP Bottling Company in Ilorin indicate a generally positive influence on organizational performance. Sales promotions are effective in driving short-term sales, enhancing brand visibility, fostering customer loyalty, and providing a competitive edge. However, the challenge lies in managing the balance between increased sales volume and profit margins, as well as ensuring efficient inventory management. The insights gained from consumer responses to promotions are invaluable for refining future marketing strategies. Overall, strategic and well-executed sales promotions are a critical component of 7UP Bottling Company's marketing efforts and contribute significantly to its market success.





























CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS.
5.1 Summary of Finings
Sales promotion is a non-personal way mass communication directed at specified mark. According to PHILOPLOTLER, in his book principle of marketing 3rd edition, sales promotion is non personal form of communication conducted through paid sponsorship it involved in representation and promotion of product serviced or idea by identifiable individual of organization. 
It is also possible to increase sales volume profit level achieve a better market share and improve the organization market performance as influence consumer behavior positively towards a product through effectively product promotion strategy. It has been show that constant promotional, method created and lead to permanent consumer acceptance towards a product finally, any organization that intends to achieve these above stated objective must regards promotion as strategies and therefore attach special strategy enhance the performance of the company. It is also recommend that as strategy the four element of promotional mix should be used as various times complement each other.
The competitor action should be closely monitored to enable the company (7up) plan it own promotion. A marketing promotion aspect should be employed to re-package the operation finally, and also important to co-operative with manufactures should assist them to efficiently perform their functions by supplying them so that they do not mis-use the opportunities.
5.2	Conclusion
Based on the analysis in chapter three and summary, it is important for the company continual growth survival and profitability there should be implantation mix element.
A large percentage of the opinions that the company improved performance and favorable public, image are due to the marketing promotional strategies employ by the company.

5.3 Recommendations
1. The company should continue with intensive promotion effect and utilize all forms of aggressive marketing strategies on the present growth to make it product and services known to other potential customer all over the state an even across the nation, considering their fact that sales promotion is a effective means of bringing the product nearer to the people, 7up bottling company should continue to intestify its efforts in this direction so that it will influence the consumption pattern of the consumer towards its own product.
2. It is also recommended that more of its advert be placed on every available medium so as to bring their product more nearer to the public.
3. The company should direct funds to its market research programme continuously to find out charge in consumption pattern of the consumer.
Sponsorship of drama and sports programs should be in corporated as a means of promoting their corporate image of the company before and after advertisement.
5. In determine its total annual advertise budget, the company should from time set a reasonable budget in terms of market shares, sales volume and the cost. In the tormented recommendation can be adequately looked into.
5. A lot at product awareness and position influence will be reflected on the consumption pattern of the consumers.









REFERENCES
Achumba I. (2012). Sales Management concepts, strategies and cases. AI-Mark Education Research.
Akanbi, T. A. & Ajagbe, F. (2012). The impact of sales promotion activities on the patronage of global system of mobile communication (GSM) service providers in Ogbomoso area, Nigeria. Journal of communication and culture: International Perspective, Vol. 2, No. 3, 20-29.
Bankole A.R (2014) Basic element of advertising and public relation. Macmillan Publishers Charles. D.S. (2014) Marketing principles and strategies I* edition. Lagos: Adeyinka John Publishers
Blatery H (2017). Marketing management analysis, planning implementation and control. New York practice hall
Dekimpe, M. G., Hanssens, D. M., & Risso, J. S. (1999). Long run Effects of Price Promotion in Scanner Markets. Journal of econometrics, 89, 269-291. http://dx.doi.org/10.1016/S0304-4076 (98)00064-5
Donald T.O (2019) Marketing Management Research New York. Modean A.R (2011) Behavioural aspect of marketing. UK. McGraw Hill.
Kopalle, P., Mela, C. F. & Marsh, L. (1999). The Dynamic Effect of Discounting on Sales: Empirical Analysis and Normative Pricing Implications. Marketing Science, 18, 3, 317-332. http://dx.doi.org/10.1287/mksc.18.3.317
Kotler, P. (2014). Marketing management. New Jersey: Pearson Education.
Kotler, P. (2002). Marketing management. New Jersey: Pearson Education
Kotler, P. (2004) Marketing management (11th edition).Prentice Hall.
Manalel J, Jose, M. C, and Zacharias, S. (2017). Sales Promotions - Good or Bad? In proceedings of the International Marketing Conference on Marketing & Society, 8-10 April, 2007, IIMK 328
Moemeke, I. S. (2017). Advertising in Nigeria. AAPNNew Vol.1.
Nwankwo, P. (2016): Marketing Foundation. An Analytical Perspective. Lagos: Beverly Communication Ltd.
Odunlami, I. B. & Ogunsiji, A. (2011). Effect of Sales Promotion as a Tool on Organizational Performance (A case Study of Sunshine Plastic Company). Journal of Emerging Trends in Economics and Management Sciences (JETEMS), 2 (1): 9-13.
Okigbo A O. (2010) Advertising and public relation. Enugu: Snag Press Ltd
Osuagun, E (2009) Marketing Management Principles, Strategies and cases. Lagos: Malt House Press
Pauwels, K., Hanssens, D. M., & Siddarth, S. (2002). The Long Term Effects of Price Promotions on Category Incidence, Brand Choice and Purchase Quantity. Journal of Marketing, 27-29.
Pefa, J.P. (2015). An Introduction to Marketing Management. London: Pitman Publishers 
Stanton W.J (2015). Fundamental or marketing. New York: McGraw Hill 
Adekunle A. (2017) Marketing Fundamental Principle and Practice. Uorin: Olad Publisher 
Baker M.J. (2015) Marketing. The Macmillan Press Hong Kong
Priya, R. (2004). Free Gifts with Purchase: Promoting or Discounting Brands? The Journal of Consumer Psychology, 14 (1 & 2), 181-186.
Rotimosho, (2003) In Odunlami, I. B. & Ogunsiji, A. (2011). Effect of Sales Promotion as a Tool on Organizational Performance (A case Study of Sunshine Plastic Company)
Shira, S. R. (2003). Marketing. Delhi: A. H. Wheeler and Co. Ltd.
Srini, S., Srinivasan, S. S., & Anderson, R. E. (2000). Concepts and Strategy Guidelines for Designing Value Enhancing Sales Promotions. Journal of Product & Brand Management, 7, 5, 410-420.
Yoo, B., Dondhu, N., & Lee, S. (2000). An Examination of Selected Marketing Mix Elements and Brand Equity. Journal of the Academy of Marketing Science, 28(2), 195 -211.






