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CHAPTER ONE
INTRODUCTION
1.1
Background to the Study

Sales promotion is one of the oldest techniques of advertising in Britain that can into light around (1896) in which promotion were organized and runway retargets and producers e.g bankers and merchandising assistance coupons trading stating buy packs self liquidating premiums cross-ruff promotion etc.

Manufacture have normally take initiative in devising also promotion to influence the various lend of distribution on (wholesaler and retailer) and particular to competitors the early promotional uses are Britain named great exhibition of 1851, Sir John EventtMilias one time president of the royal academy prepared on art work named bubbles which was bought by peer’s trance also conducted sales promotion were newspaper proprietors.

They used promotion in two distinct ways; first they used sponsorship to create new which was virtually exchanged to the sponsoring publication, in which most efforts were directed towards sport and feats of transportation. The second types of promotion embarked upon were aimed at consumer participation when it comes to consumer. Participation newspapers have two major advantages large numbers of regular purchase cost.

As a result of these facilities newspaper was able to develop some of technique in regular use today e.g. competition.
1.2
Statement of the Problem

The project examines the effect of promotion on sales volume in a manufacturing company. The main purpose of their research is to know important is the sales promotion to an organization to the increase in sales of particular reference to NBC
1.3
Research Question
1.
What are the impacts of promotion on sale volume in manufacturing industry?
2.
What are buyer behaviors as it relates to buyer sensitivity, awareness, attitude and intention and flow of information form the company to the outside environment?
3.
How did advertising, personal selling, publicity and public relation have contributed immensely to the success of the manufacturing industry?
1.4
Objective of Study
1. To examine the impact of promotion on sales volume in a manufacturing company. 
2. To examine the buyer behavior as it relates to buyer sensitivity, awareness, attitude and intention and to examine the floor information from the company to the outside environment.
3. To study how advertising, personal selling, publicity and public relation have contributed immensely to the success of the manufacturing industry.
1.5
Research Hypothesis
Ho: promotion on sales volume has negative effect on manufacturing industry
Hi: promotion on sales volume has positive effect on manufacturing industry
1.6
Significance of the Study

Conventionally, companies are in business in order to make profit. In order to achieve this aim they make minimum use of all the available resources at their disposal effectively and judiciously and at the same time minimize cost.

For the desired profit to be achieved sales must be made and the company’s products or services must be directed to the right consumers or users.In directing the company’s product to the right users. The right sales promotion programme must be applied. The producer may prefer to implement sales promotional activities major tools of communication with consumer on they may use to only as a supplement to other forms of communication tools.

This write-up is needed because prospects are no longer conscious about certain promotion as they were used to before.  

The advertising agencies are seeking for better method of designing sales promotion programme in the best way that will appeal to consumer.

Hence, the project is important so as to prefer solution to all sales promotional activities problems in motivation customers and also attracting new potential consumers to it.
1.7
Scope of the Study

The study will cover a cross-section of consumers, a few numbers of retailers, wholesalers and individual consumers within Ilorin metropolis. As to do justice to the topic of the project detail information about the management of sales promotion campaign is needed.
1.8
Definition of Term
PRODUCT: product is anything that can be offered to a market that might satisfy a want or need in retailing product are called merchandise, in manufacturing products are bought as raw material and sold finished goods.
INTEREST: interest is a free paid by a borrower of assets to the owners of a term of compensation for use of the asset. It is a most commonly the price for the use of borrowed money, or non e.g. earned by deposited funds.
DISTRIBUTION: distribution is the process of making a product or service available for use or consumptions by a consumer or business use using direct means of using indirect means with intermediaries.
CUSTOMER: customer (sometimes know as a client buyer or purchaser) is the recipient of a good service product or idea obtained from a seller vendor supplier for a monetary or the valuable consideration.
PROMOTION: promotion is one of the market mix element or features and a term used frequently in marketing the specification of five promotional mix or promotional plan. These elements are personal selling advertising sales promotion direct marketing and publicity.
CHAPTER TWO
LITERATURE REVIEW
2.1
Introduction

The term promotion originated from Latin word “Prom Verse” meaning to move forward, to advance from the business practice point of view, promotion is that marketing communication activities that attempt to inform, remain and persuade individual or institution. It comprises of advertising, personal selling, sales promotion. Publicity are public relation people often assume that sales promotion is the simplest in the type of promotion activities.

Sales promotion, a key ingredient in marketing campaigns, the need to promote a product, service or an idea cannot be over emphasized. Obi (2012) described sales promotion a process that consist of the related promotional activities that are necessary to supplement personal selling. Some of these include distribution of sample products to customers, exhibitions, or demonstration of products at stores or trade fairs or shows and preparation of printed materials used by scales people or for point-of-sale displays. A combination of the above variables define a firm’s promotional programme that hopes to influence consumers to patronize and become loyal to the organization offering (Banabo and Koroy 2011). Hence, promotion in marketing represents those tools that companies used to persuade their prospective consumers to buy their product or services. Organization effectiveness is a totality of organization goodness, a sum of such elements as production, cost performance, turnover, quality of output, profitability and efficiency.
Okoli (2011) explains that the “essence of setting up a business organization is to make profit. Without profit, a business is bound to fail”.
Loudon and Bitta (2002) said that sales promotion plays a significant effect on decisions which help in achieving the organizational objectives.  

Sales promotion technique according to Kotler makes the contributions to exchange relationship.
1. COMMUNICATION: They gain attention and usually provide information that may lead the consumer to the product.
2. INCENTIVE: They incorporate some concession inducement or contribution designed to represent value to the receiver.
3. INVITATION: This includes a distinct invitation to engage in the transaction now.

Practically everything that we commonly think of advertising but which does not use media fall into category of sales promotion.

American Marketing Association (AMA) sees sales promotion as activities other than personal selling, advertising, public relation and publicity that stimulate such as display, show, demonstration and various non recurrent selling efforts not in the ordinary routine.

In recent years in Nigeria, sale promotion activities are increasingly important because it is necessary to stimulate consumer buying in a shipping economy. Sales promotional communication uses the following sales promotion are effective in doing this, because these are extremely visible in appeal to the something for nothing instincts in people and usually bring an immediate buying response.

The ignorance of the benefit of sales promotion had a great effect on sales (Revenue) profit and competitive ability of the business. Sales promotion as promotional communication uses the following methods to effect a change in consumer buying behavior which invariably achieve sale promotion programme objectives.

Some renown sales promotional elements generally used by most manufacturing company are:
i. Free sample: this is offer of a free amount of a product or service delivered door to door, sent in the mail, picked up ma store, attached to another or featured in an advertising offer, to build the stages through which consumer pass before point of purchase (ADIA) (i.e. awareness, interest, desire and adoption) Philip Kotler and K. L Keller (2009).
ii. Trade show and exhibition: this is seen by Ishola J. A (2013) as presentation and display of products and service in a designated open place. Demonstrations are done also especially on new invented products. Prices are always at a reduced rate and display can be for some days.
iii. Premiums (gifts): offered at a relatively low cost or free as an incentive to purchase a particular product or to induce consumer to switch from a competitor’s product to the sellers try to buy large quantity, maintain customers’ loyalty especially during off-season.
iv. Price-offs: this is another tactics techniques used such Kobo of, discount offer, is the reduction in price of a product mostly to beat competitors and price.
2.2
Conceptual Framework

Ishola J. A (2009) highlights some of the objectives of sales promotion in his book titled marketing communication as follows:
a. Encourage purchase of new product: When new product is brought into the market sales promotion has the objective of encouraging people to buy. This can be done well by properly introducing the products to the targeted market.
b. To attract new buyers: Sales promotion is often used to get new buyer for a products or services by marketing officer through the use of contest, raffle draw giving of premium and free sample to achieve the objectives.
c. Building trial: Manager responsible for new products often emphasis the objective of increasing trial of a product in the expectation that the trial will led to product satisfaction and conversion to that brand. A need to demonstrate the products benefit.
d. To improve competitive ability: Different organization embark on sales promotion to remain relevant and compete favourably for the fact that the market is saturated with products and services that have close substitute.
e. Traffic building: Retailer employ sales promotion as vehicle for stimulating more store traffic from new buyer as well as for there-purchase already cited special entertainment event such as having another autographic copies of their books.
Sales Promotion Budget

The ultimate objective of sales promotion is to induce trial and usage. Like all forms of marketing communication sales promotion also seeks to inform persuade and remind.

According to Ishola J. A (2009) different company have different approaches of fixing their promotional budget sales promotion budget is one of the top secrets of the company which the executive find extremely difficult to disclose for public consumption. Having setting the objective of the company then, budget can be determined in the following approach.
i. Affordable method: sales promotion budget is set on the basis of what the company can afford when a company has enough money, the promotional budget is high but when revenue is low, the promotional budget is low.

The sale promotion budget is not clearly defined under this method. Management is selling sales promotion expenditure at a specified percentage. Management using this approach usually overlooks the firm’s current opportunities in the use of sales promotion. 
ii. Percentage of sales method: another method that can be use by management is selling sales promotion expenditure at a specified percentage of sales. This percentage sale could be the current or anticipated. It encourages management to think in terms of the relationship between sales promotion cost and selling price as well as profit per unit. It is simple to apply but fails to recognize that sales promotion influence sales.

The most logical approach is to budget the amount necessary to achieve the objective of the promotion.

Due to the fact that sales promotions are expensive many marketers may team up to offer joint sales promotions. Two or more companies sharing the cost of advertising and sales promotion stretch their monetary resources as well as appealing to each other’s customers.
2.3
Theoretical Framework

In the past, management could arrived at a fair understand of their buyers through the daily experience of selling to the buyer, but the growth in size and complexity of modern firm’s and market has removed many decision makers from direct contact with buyer (marketing journal 2000). Management is now turning from marketing information system to behavioral science. They are spending more money today than ever before in trying to understanding their buyers. Buyer’s behavior has become an area of scholarly investigation and constant research.

Therefore are factors market influence that stimulate buyers to act in a favourable manner.

Thus, nearly all external information about the product or store is based on advertising, personal selling, publicity and sales promotion. The products and the stores are the basis for customer image. How the buyer perceives the business is much dependent on the promotional activities used to achieve the desire psychological effect to influence buyer in relation to awareness, attitude ad intention as explained by J. AIshola and Adebayo A. A (2009).
Awareness: This occurs when buyers are conscious or get cognizance of the information being communicated. It means taking note of the product or service give through advertising information.

The extent to which a person is being sensitive to a particular stimulus or given awareness is affected by some factors. For instance, a person who has missed his breakfast is likely to pay more awareness to stimuli associated with food related advertising information.

Awareness is often created through announcements of descriptive company classified advertising and slogans and teaser campaign. All must be based on fact in order to be effective.
Attitude: According to Ibrahim/Olorunlambe G. A (2001) Attitude describes a person’s point of view toward a product, an advert, a sales person, a firm or an idea, (a package of favourable and unfavourable evaluation s emotional feelings and action tendencies toward some object or idea). Attitude, although, sometimes it may be necessary to attempt to change people’s attitude, the more common occurrence if for the marketer to try to fit his products into existing attitude.

Attitude in marketing is used to refer to a buyers assessment of the ability of an alternative to satisfy his purchasing and consumption requirement as expressed in his eradication criteria.
Attitude reflects especially in buyers’ evaluation of two or more products and this is based on pre-disposition. Buyers attitude tends to be relatively stable, especially if they are strongly head Adebayo A. A (2009). However, they are not static much marketing effort can result in buyers change of attitude. A change in one attitude may affect others due to buyers attempt to make information and attitude to be consistent. Attitude determinations help to segment the market so as to best direct advertising information to the target audience.
Intentions: this is the buyers determination to act in a certain way having been exposed to advertising and sales promotion. The buyer may not get the conviction to make the purchase until after filtering the stimuli through awareness, attitude previous experienced and other influence. Buyer may take forecast as to when, where and how he is likely to buy the product through intention. He is therefore, stimulated or driven to act in certain ways to get the product.

In broad term, the impact on buyers’ behavior can be seen in different dimensions. The fact is that the consumer’s behaviours in the market place is influenced by the kind of information directed to tem by the marketer.
CHAPTER THREE
METHODOLOGY
3.1
Introduction

Research methodology as it relates to marketing can be seen the systematic, objectives and exhaustive search the study of the fact relevant to any problem in the field of marketing.

It is the systematic gathering, recording and analysis of data about the marketing problems to facilitate decision making. Here details of task involved in carrying out the study are stated. These include data collection method, sampling method, presentation and analysis technique used. 
3.2
Research Design

The research design adopted in this study is the survey method these methods prove for an intensive analysis of the case study upon which generated can be made, Nigeria bottling company ilorin, is the case study.
3.3
POPULATION OF THE STUDY

The sample consists of fifty (50) staffs from the entire population of NIGERIA BOTTLING COMPANY ILORIN. The population of the study comprises of staffs NIGERIA BOTTLING COMPANY ILORIN. The conclusion of this project was based on the responses of these groups.
3.4
SAMPLING SIZE AND SAMPLE TECHNIQUES

Sampling is a process or method that can be used to select representation from the population. This representative must stands for all the element in the population in terms of characteristic, features and strength etc. with due consideration to the topic of this write up the researcher use random sampling method for the investigation.

The method was particularly chosen to enable the investigation describe the characteristics of respondents with respect to their occupation, sex, marital status, level of income etc.

Furthermore, the approach also aided by the respondents.

However, it is costly or impossible to sample the whole population or even a substantial part of it to achieve satisfactory precision. For the study and for convenience one.fifty (50) were administered but fifty (50) questionnaires were returned, which all the analysis were based upon.
3.5
METHOD OF DATA COLLECTION

Both primary and secondary sources were used to gather, the relevant data need for this project. For the primary date, the researcher conducted personal interview which involved some staff of form whom information on the success of their sales promotion activities campaign. We also use personal interview to gather information from some respondents especially the illustrated ones who could not attend to our questionnaires.

In addition to personal interview, questionnaires were administered to gather information especially from those who could not be reached through interview. The questionnaires which were administered mostly to the consumers consisted of dichotomous and multiple-choice question.

For secondary data, the investigator made see some of relevant text-book written by marketing authors as well as some journals of marketing and advertising.
3.6
METHOD OF INSTRUMENTS ADMINISTRATION

In administering the questionnaire, the researcher purposively selected only those that could read and write while the interview was conducted with those that have the knowledge in importance in communication.
3.7       METHOD OF DATA ANALYSIS

The presentation and analysis techniques used in analyzing the data are tabulation and percentage method. These techniques were chosen by the researcher for ease of illustration of the tabulated data.
3.8 HISTORICAL BACKGROUND OF NIGERIA BOTTLING COMPANY

Nigeria Bottling Company came into existence on 8th May 1886, Late A.G Leventis founded the company and was the first in this country to be offered franchise by an international “Soft drink firm”. The first plant which was sited in Lagos went into operation in March 1953. Coke was the first soft drink to have its own designed shaped bottles, which was different from the company, went public by the issue of 372,500 ordinary shares of 50kobo each. This was in compliance with the Nigerian Enterprise promotion Decree of 1972.
Some years after the Ibadan plant was opened (through later shut down due to non-availability of good water in Ibadan metropolis) that of Port Harcourt was established and many others followed of which Ilorin plant came into existence in April 1979 so as to be able to meet the demands of the customers in the region. Ilorin plant was mainly established to meet the needs of the people in Bida, Jebba, Ogbomosho, Okene, Osogbo, Kontagora, Ijagbo, Offa, Lokoja and Ilorin metropolis. The plant has 8 managers.
The ranges of soft drink bottled by Nigerian Bottling Company Ilorin plant include Fanta Orange, Coke, Sprite, Krest, Bitter lemon, Ginger Ale and Eva water. In terms of sales the company enjoys a wide acceptance of its products.
Quality is the key word which determines the success of the whole operation only the best ingredients are used for the making of their soft drinks and sophisticated washing and filling equipment have been installed at all part. Extremely high standard of hygiene are maintained are maintained to ensure that tip quality product reach their customers. Ranging Nigeria Bottling Company as a whole its performance is highly appreciated.
CHAPTER FOUR
 DATAPRESENTATION  AND ANALYSIS
4.1 INTRODUCTION 

This chapter deals with the analysis of the data obtained from respondents through questionnaire. The data are presented in the table below and percentage used for distribution. 

This section is divided into sections; section one has to do with presentation of data based on questionnaire and section two deals with testing of the relevant hypothesis.

For the purpose of data collection hundred (100) questionnaires were administered to consumers of NBC product, fifty (50) were appropriately completed and returned.

Therefore, the findings of the study were base on the fifty (50) respondents. 
4.2
PRESENTATION OF DATA IN ACCORDANCE WITH THIS RESEARCH QUESTION 

QUESTION 
Analysis of Respondent Bio-Data
Table 2: Age Distribution 
	Age Groups  
	Frequency 
	Percentage (%)

	21-30
	14
	28

	31-50
	26
	58

	41 and above 
	10
	20

	Total 
	50
	100


  Source: Field Survey, 2025

The table shows the age distribution of respondents, majority are within 21 and 40 years which account for 78% of the total population. 
Table 3: Sex Distribution 
	Sex   
	Frequency 
	Percentage (%)

	Male 
	35
	70

	Female 
	15
	30

	Total 
	50
	100


  Source: Field Survey, 2025

The table shows that 64% of the respondents are single while 30% of them are married. 
Table 4: Academic Status of the Respondents 
	Education Qualification   
	Frequency 
	Percentage (%)

	School certificate  
	4
	8

	OND/NCE/DIP/SC
	10
	20

	B.sc/HND/BA
	24
	48

	MSC/MBA/PHD 
	12
	24

	Total 
	50
	100


  Source: Field Survey, 2025

The table shows the educational distribution of the respondent, 48% at the population are B.sc/HND/BA holder, also 24% are MSC/MBA/PHD; 20% are OND/NCE/DP/SC while 8% are school certificate holders. 
Table 5: Definition of Sales Promotion 
	Option    
	Frequency 
	Percentage (%)

	Improving purchase power 
	16
	32

	Giving incentive 
	24
	48

	All of the above 
	10
	20

	Total 
	50
	100


  Source: Field Survey, 2025

From the table above 48% of the respondents strongly believed that it is giving incentive, while 32% says it is improving purchase power and 20% agreed that is the combination of option 1 and 2. 
Table 6: Do you take NBC product? 
	Option 
	Frequency 
	Percentage (%)

	Yes 
	46
	92

	No 
	4
	8

	Total 
	50
	100


  Source: Field Survey, 2025

The above shows that majority of the respondents takes soft drinks while only 8% of the respondents do not take due to reasons best know to them. 
Table 7: Which is your preferred brand? 
	Option 
	Frequency 
	Percentage (%)

	NBC product 
	20
	40

	7up
	5
	10

	TrandiGurana
	2
	5

	Limca
	5
	10

	Pepsi 
	8
	16

	Schwesppes
	10
	20

	Total 
	50
	100


  Source: Field Survey, 2025

From the above, 40% prefers NBC brands of products, wile 20% prefer Schweppes, 10% prefer Limca, 10% prefer 7up, while 16% prefer Pepsi, and 4% to TrandiGuaranna. 
Table 8: Why do you like the preferred brand? 
	Option 
	Frequency 
	Percentage (%)

	Price 
	5
	10

	Flavour
	7
	14

	Colour
	10
	16

	Quality 
	18
	36

	Availability 
	12
	24

	Total 
	50
	100


  Source: Field Survey, 2025

This shows the reason why respondents like their preferred brand, 30% says it is due to quality, while 24% says it is due to availability, also 16% says, it is due to colour, 14% says it is due to favour and 10% says of it due to the price of the product. 
Table 9: If preference to the question above is not NBC product do you buy NBC at all? 
	Option 
	Frequency 
	Percentage (%)

	Yes 
	45
	90

	No 
	5
	10

	Total 
	50
	100


  Source: Field Survey, 2025

From the above 90% buy or drink NBC product despite it is not their preferences while 10% do not buy at all. 
Table 10: At what internal do you take NBC products? 
	Option 
	Frequency 
	Percentage (%)

	Daily
	20
	40

	Weekly 
	15
	30

	Monthly 
	10
	20

	Yearly 
	15
	10

	Total 
	50
	100


  Source: Field Survey, 2025

From the above table 40% of the respondent take NBC product on daily basis, 30% takes in on a weekly basis, 20% of respondents take it on monthly basis, while 10% of the respondents take it yearly. 
Table 11: Are you aware that you are likely to win a gift from NBC? 
	Option 
	Frequency 
	Percentage (%)

	Yes 
	35
	70

	No 
	5
	30

	Total 
	50
	100


  Source: Field Survey, 2025

Majority of the respondents believes strongly that they are likely to win a gift from the company. 
Table 12: If your answer to question above is yes have you ever part-take in any of organized promotion by NBC? 
	Option 
	Frequency 
	Percentage (%)

	Yes 
	43
	86

	No 
	7
	14

	Total 
	50
	100


  Source: Field Survey, 2025

From the above 86% of the respondents have part-take in the promotional activity, while 14% have been part-taken.
Table 13: How do you get to know about the promotions? 
	Option 
	Frequency 
	Percentage (%)

	Relation 
	7
	14

	Newspaper advert 
	3
	6

	Television advert 
	8
	16

	Poster/hand bills 
	15
	30

	Radio advert 
	7
	14

	All of the above 
	10
	20

	Total 
	50
	100


  Source: Field Survey, 2025

From the above it observed that majority of the respondents get to know above the promotion through poster/hand books, 20% gets to know through all of the above, 10% through television advert, 28% through radio advert, friends and relation and 6% through newspaper advert. 
Table 14: At what interval do you take NBC product when promotion is on?
	Option 
	Frequency 
	Percentage (%)

	One bottle per day 
	7
	14

	Two bottles per day 
	8
	16

	Three bottles per day 
	10
	20

	Several bottles per day 
	25
	50

	Total 
	50
	100


  Source: Field Survey, 2025

The above table shows that majority of the respondents which is 50% take several bottle of NBC product daily whenever promotion is on, 25% takes three bottles per day, 19% take two bottles per day, 14% takes one bottle per day. 
Table 15: Have you ever won any price from any of these competitions? 
	Option 
	Frequency 
	Percentage (%)

	Yes 
	39
	78

	No 
	11
	22

	Total 
	50
	100


  Source: Field Survey, 2025

From the above table it is observed that 78% have won prices from the company, while 22% have not. 
Table 16: How many times have you won  in any of this promotion? 
	Option 
	Frequency 
	Percentage (%)

	Once 
	6
	12

	Twice 
	8
	16

	Three times 
	7
	14

	Several time 
	29
	58

	Total 
	50
	100


  Source: Field Survey, 2025

The above shows that 58% of the respondents have won several times, 14% of the respondents have won thrice, while 16% of the respondents won twice and 12% of the respondents have won once. 
Table 17: Do you find the competition interesting? 
	Option 
	Frequency 
	Percentage (%)

	Yes 
	40
	80

	No 
	10
	20

	Total 
	50
	100


  Source: Field Survey, 2025

Majority of the consumers find the competition interesting which is 80% of the total respondents, while 20% do not find it interesting. 
Table 18: Do you find the prize you won commensurate with your effort? 
	Option 
	Frequency 
	Percentage (%)

	Yes 
	20
	40

	No 
	30
	60

	Total 
	50
	100


  Source: Field Survey, 2025

From the above table, it shows that 60% of the prizes won by respondents are commensurate with the efforts while 40% of the respondents believed otherwise. 
Table 19: When do you buy more of NBC product? 
	Option 
	Frequency 
	Percentage (%)

	On ordinary occasion 
	10
	20

	When promotion is on `
	32
	64

	All of the above 
	8
	16

	Total 
	50
	100


  Source: Field Survey, 2025

From the above table, it shows that the consumers bought more of NBC product when promotion is on. 
Table 20: If you have not been buying NBC product state what could influence you to start buying it?
	Option 
	Frequency 
	Percentage (%)

	Package 
	17
	34

	Price 
	18
	36

	Quality 
	15
	30

	Total 
	50
	100


  Source: Field Survey, 2025

This above table shows that 36% of the respondents believed that price can influence them to buy product, while 34% say it is package while 30% believes its quality that influence them to buy NBC product. 
Table 21: Have you been given any sample of NBC product? 
	Option 
	Frequency 
	Percentage (%)

	Yes 
	Nil
	Nil 

	No 
	Nil 
	Nil 

	Total 
	50
	100


  Source: Field Survey, 2025

From the table above it observed that none of the respondents have been given sample of NBC product. 
Therefore having assume 0.05 level of significance with the degree of freedom i.e.
X2 = 0.05,
1 = 3.84 

The degree of freedom is computed as follow;
V = (r-1)(c-1)
Where, 

V = Degree of freedom 

R = Total number of raw 

C = Total number of column 


T = Grand total 
4.3 Analysis of Data Based on Research 
Hypothesis One 
H0:Sales of NBC product have not declined.
Hi: Sales of NBC have declined.

This hypothesis is designed to find out if NBC products have declined. 
	Option 
	Observe value 
	Expected value 
	O-E
	(O-E)2
	(O-E)2/E

	Yes 
	40
	25
	15
	30
	1.2

	No 
	50
	25
	-15
	30
	1.2

	
	50
	
	
	X2 = Cal
	2.4


Interpretation 

Since the X2 calculated value is less than X2 table value than null hypothesis should be accepted and the alternative hypothesis should be rejected 2.4-3.84 it means that NBC product have not declined. 
Hypothesis Two 

This hypothesis is to find out how often people take NBC product without being induced. 
Ho: Consumer will not buy product until they are induced. 
Hi: Consumer will buy product until they are induced. 

This table shows that without customers have been induced they will buy their product. 

This chi-square (X2) technique of hypothesis is used in testing the various hypothesis develop in the course of the research work. This techniques test whether observe frequencies are sufficiently close to expect one likely to have occurred under a population distribution derived from a null hypothesis (H0).

Null hypothesis H0  O1 = E2, where O1 E1 are observed and expected frequencies respectively and Hi, alternative hypothesis Oi=Ei.
The null hypothesis H0 will be tested by the under state formula. 
X2 = (O1-E1)Z/e1
O1: Observed number of cases 
Ei: Expected number of cases 

The various hypothesis will be tested at 95% confidence internal and 5% level of significance. 
The X2 table value at 5% of significance is a sunder stated. 
Degree 




5% level of significance [image: image1.png]



1 3.84
2 5.99
3 7.81
4 9.49
5 11.01
Assume 0.05 level of significance with decision criterion. 

If the calculated X2cal is greater than the table value of the appropriate degree of freedom we reject the null hypothesis and accept the alternative hypothesis. If the calculated X2 is less than the table value at appropriate degree.  
	Option 
	Observe value 
	Expected value 
	O-E
	(O-E)2
	(O-E)2/E

	Bottle per day 
	35
	25
	10
	100
	4

	Bottle and above 
	50
	25
	10
	100
	4

	
	
	
	
	X2 = Cal
	2.4


Interpretation 

Since the X2 calculated is greater than X2 table, then we will accept the null hypothesis while the alternative hypothesis will be rejected 873.84 it means that consumers take NBC product without being induced. 
Decision of Results 

A closer look at the solution provided by the consumption level of soft drink indicates in over all greater performance of NBC relative to other brands. 

This under-validity test shows that within the sample region, NBC has a larger share of the market size. 

The reason proffered for this high share are NBC has a liquid content greater than most of its competitors and there is even the choice of buying 1  liter, 50cl, 35cl, or 25cl bottle. 

Also, it was noted that the promotion programmes engaged by the producer is vigorously enticing to consumer, which lead to increase performance of the part in the market. 

To ascertain the extent of participation level of NBC product contest. 

The test of the extent of the  commensurations of the effort to record also proved low while consumers make more purchases with hope of wining some prize. The prize that come with such purchase are very low. 

In fact, consumers are not taking interest in the participants longer. The reason may be that since effort are not well rewarded people are not showing greater interest in the contest to won a gift in the bargain the few that are still participating may be the deal loving type. 

However, the respondents still agreed to the fact that their interests in the product are aroused they do not doubt find the gimmicle in interesting one.  
CHAPTER FIVE 
SUMMARY, CONCLUSION AND RECOMMENDATION 
5.1
SUMMARY 

Based on the analyzed meaning of sales promotion made in chapter two, one can categorically describe sales promotion as being effectives that is well done efficiently and it is good result bound.  

It could be seen clearly that through the soft drinks can sell itself but, in a situation where there are competitors each and every product will want to try and achieve it share, they try as much as possible do or beat what is being done by competitors so as to keep pace with the market trends. 

It should be noted that sales promotion is an important and effective fact of the promotional mix. It makes valuable contribution to marketing effectiveness by supporting the advertising and personal setting activities. It is usually designed to support the sales force and its effort to gain sales acceptance.  

Sales promotion plan should be made at the time when plan are developed for other promotion tools working as a team, the promo tool can accomplish much more this way than through separate efforts. Each phase of the sales promotion program should be timed carefully and coordinated with other soft drink manufacturing programmes. Bottler should develop their own sales promotion strategy or have them done by the advertising agencies. Sales promotion activities should be planned carefully and executed in a professional manner, if the objectives are to be achieved. 
5.2
CONCLUSION 

The ability of any soft drinks manufacturing company to get its products e.g. Coca-Cola, 7up, Mineral, Pepsi etc. to its target audience depends very much on effective use of the promotional mix sales promotion as a communicative tools between the bottler and consumers.  

In order to achieve the objectives of the bottler, majority to maximize profit and longetivity of soft drink products, sales promotional creativities, advertising, personal selling and publicity.

The major reason for using sales promotion is because its advantage in achieving the communication goals. Trial-use for their actual real value can be appreciated. 

Sales promotion creates the impression in the mind of the customers/consumers, that are getting something per free i.e. using nothing to get plenty. It is thus effective as an element of the promotional mix. 
5.3
RECOMMENDATION 
1. 
If sales promotion is conducted as the right time, it will yield positive effect on the sales volume, profit and the market share of the manufacturers will increase. Staffs should be trained intensively for there effective coordination ob both the sales department and sales promotion section.  
2.
Adequate staffing will boost the position, effort of the section as mentioned above, the sales representative should be well remunerated and motivated by giving them necessary benefits and incentives. 
3.
There is the need to gain, at all times, the confidence and cooperation of the customers, for their support is very important to the success and survival of the manufacturing companies, sales promotion assist in achieving this.  
4.
Sales promotion serves as a very good means of communication research reveals that the target audience evaluates not only the message bet, also the source of the message in term of trust. Worthiness and credibility its through communication the consumer builds the industry image in his mind.  
5.
The bottlers must take into the recognition of the job of marketing environment so as to know.
a. If the market is in need of sales promotion or any of the other promotional mix. 
b. When to use sales promotion per market acceptability.
c. This sales promotion mix/elements will fit the market situation at a particular times so that the most appropriate one to adopt. 
d. How long the promotion will stay before it is stopped so that consumer will not view it as fake. 
e. Which form of sales promotion shall yield or must maximum profit. 
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APPENDIX
Kwara state polytechnic,
Department of business 
administration,
Ilorin, Nigeria.
Dear Sir,
REQUEST FOR RESPONSE TO RESEARCH
I am a student of the above named institution carrying out a research on the impact of sales promotion on organization profitability I have chosen Nigeria bottling company, ilorin as my case study.

This questionnaire is therefore a research tool for obtaining the necessary information for the study.

You are kindly requested to response to the questions below such response will be used solely for academic purpose and will be treated strictly confidential.
Yours faithfully
IBRAHIM YETUNDE AJARAT
APPENDIX 

You are kindly requested to answer the following question with sincerity. All information given with the treated in confidence and will be used only for academic purpose. The aim of this questionnaire is to examine the “Effectiveness of Sales Promotion as Element of Promotional Mix” (A Case Study of 7up Plant, Ilorin).[image: image2.png]



Instruction: Please tick (        ) any correct answer of your choice and make a brief comment when applicable. 
Section A
1. Occupation: Student (    ) Civil Servant (    ) Self Employed 2.
Sex: Male (    ) Female (    )
3.  
Marital Status: Single (    ) Married (    )
4.
Income Level: Below 5000 (    ) 10,000-15,000 (    ) 15,000-20,000 (    ) above 20,000 (    )
Section B
5.
Do you take soft drink? Yes (    ) No (    )
6.
Which is your preferred brand? NBC product (    ) 7up (    ) Tanidi Guarana (    ) Limca (    ) Pepsi (    ) Schweppes (    )
7.
Why did you like the preferred brand? Price (    ) Flavor (    ) Colour (    ) Quality (    ) Availability (    ) 
8.
If preference to the question above is not NBC product do you buy NBC at all? Yes (    ) No (    ) 
9.
At what internal do you take NBC products? 
Daily (    ) Weekly (    ) Monthly (    ) Yearly (    ) 
10.
Are you aware that you are likely to win a gift from NBC? 
Yes (    ) No (    )
11.
If your answer to question above is Yes have your part-take in nay any of organized promotion by NBC? Yes (    ) No (    )
12.
How do you get to known about the promotion? 
Relation (    ) Newspaper Handbills (    ) Radio advert (    ) All of the above (    ) 
13.
At what internal do you take NBC product when promotion is one? One bottle per day (    ) two bottle per day (    ) three bottle per day (    ) several bottle per day (    )
14.
Have you ever won any prize from any of these competitions? Yes (    ) No (    )
15.
How many times have you won in any of their competitions?  
Once (    ) twice(    ) three times (    ) severally (    )
16.
Do you find the competition interesting? Yes (    ) No (    )
17.
Do you find the prize you won commensurate with your effort? Yes (    ) No (    )
18.
When do you buy more of NBC product? On ordinary occasion (    ) when promotional is on (    ) all of the above (    )
19.
If you have not been buying NBC product state what could influence you to start buying it? Package (    ) price (    ) quality (    )
20. 
Have you been given any sample of NBC product? 
Yes (    ) No (    )
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