ABSTRACT
There are many researches that investigated the consumers’ perception about sales promotion and brand loyalty of the brand to analyze their impact on increase in sales and firm’s profitability along with all contributing factors of the firms’ profitability. The financial analysis clearly depicted that the company’s sales significantly increases in the period of sales promotion. Results of the consumer survey indicated that consumers’ perception about sales promotion has a significantly positive relationship with brand loyalty, so that the research hypothesis is supported for each company. Therefore both the short term and long term impact of sales promotion can be observed through the analysis of MTN Nigeria LTD.Furthermore it was also investigated that firms’ with consumers’ for whom the reasons of preference is price are more likely to show vital increase in sales in the periods in which sales promotion is being offered than the companies whom consumers are preferring the brand for quality or some other reasons. And this aspect is also closely related with the consumer’s ability to adequately recall the respective company’s sales promotion activities.When the consumers remember the activity it is more effectively converted into a long term asset building tool for the company. From the foregoing so far, it can be concluded that sales promotion has become an indispensable segment of marketing that has contributed information so many ways to the efficient marketing of good and services its impact has been felt n profit maximization. Business trend change day information day out with the entrance of new manufactures and new brand of product competing with existing ones, bit it is obvious that, if the recommendations manufacturing and for marketing oriented forms, they will have less marketing problem information future.
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CHAPTER ONE
INTRODUCTION
1.0	INTRODUCTION 
1.1	BACKGROUND OF THE STUDY 
	The continued existence of any business is a function of its ability to capture dynamic environment. The success of any company is also a function of the successful performance of various marketing activities such as branding, pricing, product development, promotion and the selection of effective channel of distribution by the marketing executive. 
	The ultimate objective of every business is to increase the sale of goods that it deals in. Several methods can be adopted for the achievement of this goal; some direct while others indirect. Sales promotion is one of them. Sales promotion is defined as a “diverse collection of incentive tools, mostly, short term designed to stimulate quicker and/or greater purchase of particular products/services by consumers” (Kotler, 1998). Sales promotion has become a valuable tool for the marketers and importance of it has been increasing rapidly over the past few years. Sales promotions expenditure, in Nigeria, by different marketing companies is projected to be 255,066,640 and focus on activities of sales promotion by the industry of Nigeria has increased by the figure of 500 to 600 percent during the last 3 to 5 years (Economic Times, June 15, 2003). In year of 2001, there were as many as 2,050 schemes of promotion of amount 800,000,000 in the FMCG Industry (Dang et. al, 2005).
This research focuses on the impact of this important marketing tool by using MTN Nigeria Ltd as case study. Through the case study approach we have studied sales promotion from a dual perspective; both the long term and short term impacts of sales promotion. Many researchers have proven the short term impact of sales promotion as an increase in sales for the respective period. Our research has combined this study with the analysis of the long term impact of sales promotion as well, i.e. the increase in the brand loyalty of the customer which will ultimately increase the customer lifetime value of the company and thus the company’s profitability. In addition to the above aspects of sales promotion our research has also attempted to explore some of the extraneous variables that could be increasing the customer’s brand loyalty other than consumer’s perception of sales promotion and also the reasons of the difference in impact of sales promotion.
1.2	STATEMENT OF PROBLEMS 
	In the recent times, investigation has show that many companies especially, Service provide companies  and a lot of other involved in all forms of aggressive sale promotion activities in other to meet up with the demand of customers and the existence of other competitors in this area of field. 
	A sales promotion is done to bring the company to the pack area of sales where the customer could easily derive their satisfaction. 
Therefore, the specific problems identified for this study are:
Inability to use point of purchases to create brand awareness
Difficulty in using coupon to encourage trial purchase
Failure to used price discount to change consumer perception
1.3	OBJECTIVES OF THE STUDY 
	The main aim and objectives of the study is to highlight the effect of sales promotion on consumer decision.
 However, the specific objectives are:
To determine whether point - of - purchase can be used to create brand awareness
To investigate into the usefulness of coupon in encouraging trial purchase
To ascertain whether price discount can be employed to change consumer perception.


1.4	RESEARCH QUESTIONS
For the purpose of this research work, the following research questions were formulated to find solution to the research problems:
How can point of purchase be used to create brand awareness?
To what extent is coupon useful in encouraging trial purchase?
What is the effect of price discount on customer’s perception?
1.5	RESEARCH HYPOTHESES
In order to give direction to this research project, the following set of hypotheses has been formulated; 
Ho1: Point of purchase does not have a significant effect on brand awareness
Ho2: Coupon does not have a significant effect on trial purchase
Ho3: Price discount does not have a significant effect on consumer perception
1.6	SCOPE OF STUDY 
	The study will cover a sales promotion of MTN Nigeria Ltd to his consumers who are majority the wide sales, retailers and individual consumer’s in Nigeria. 
	The scope of the study is gathered from the research manager of the company in Ilorin.
1.7	THE SIGNIFICANT OF THE STUDY
	Conventionally, companies are in business in order to make profit, they make maximum use of all the available resources at their disposal for the company to make profit and to achieve these objective sales no must meaning behaviour made and also the company or services must directed to the right consumer at the right time. In directing company’s product to the right users the right sales promotion programme must behaviour adopted. The company may prefer to implement sales promotional activities as a major means of getting through his customer’s. 
	This write-up in needed becomes prospects are no longer conscious about certain promotion as was used to before. 
	The advertising agencies are seeking for better method of designing sales promotion programme in the best way that will appeal to consumers. 
Hence, the project is important to as to give solution to all sales and to attract new potential consumers to it and enhance better company’s image.      
The manager gives a ultra explanation on the sales of its product nationwide particularly that of Ilorin.    
1.8	LIMITATIONS AND CONSTRAINT OF THE STUDY 
	There are a lot factors which unit the researcher ability in carrying a wide study of the write-up out of which included the following major factors.  
	One of the external factors that affect the project is a legal factor. This is the legal policy prevailing within the organization restricting employees from disclosing some secret of the while would have some behaviour additional data for the investigation. 
	Secondly, respondents are shy and afraid to give out information. 
Despite the assurance by the researcher that information given would be treated confidentially. 
	There are still some internal factor responsible for the limitation of the study, which include finance, time and labour. The investigation was faced with conflict of programme such that the project work and academic were are competing for limited time available for the researcher. 
	Since the project is mostly a labour intensive in native physical and mental work and which does not call for division labour, the researcher activities to meet up with the voluminous data collective were restricted.       
1.9	DEFINITION OF TERMS
ADVERTISEMENT:- Any impersonal forms of communication about ideals, good or service that is paid for by and identified sponsor. 
AGENT:- Nwokoye G. Nonyeh (modern marketing in Nigeria Sth edition) define agent as “A hole salary intermediary that not take little to merchandize but serves primarily to bring buyer and sellers together and facilitate exchange. 
ATTITUDE:- Feelings that expresses whether a person likes or dislikes object in his or her environment. (According to pride and ferrel marketing 4th edition). 
BRAND:- Philip kottle define brand as “A name term, symbol of combination of these elements that is intended to holentify the goods and services and differentiate them from those of competitors. 
BUYERS:- Jogn Frain, in principles and practice of marketing 1st edition define this as “the purchase of a product in the exchange system”. 
COMMUNICATION:- The process of which a seller transferring message regarding his product to the target market. (according to pride and ferrel marketing 4th edition). 
CONSUMER:- In the exchange process who uses a product. 
CONTEST:- A sales promotion techniques in which            Consumer are offered pridges for performing a task such as making up a slogan (according to prides and ferrel marketing 4th edition). 
COUPEN:- A certificate that entails a consumer on a price reduction or a cash refund. 
DISCOUNT:- A dedication from the list of price in the form of cash or something else of value. 
FRANCLISE:- According to Philip Kolter “a legal contract relationship between a supplier and one or more independency retailer. 
GOVERNMENT MARKET:- A set of federal, state country in local agencies that buy goods and services for use in meeting social needs. 
IDEAL SELF-IMAGE:- Our mental picture of our services as we would like to behaviour is according to john frain principle and practice of marketing. 
LEAD:- Nwokoye G. Nonyne defines this as “the name of any individual or that may behaviour a potential consumer. 
MARKETING MIX:- Nwokoye G. Nongen (modern marketing in Nigeria) defines it as “the combination of activities involving product, price place and promotion that a firm undertakes in order to provide satisfaction to consumers in a Jwen market. 
NEED:- Pride and ferrel define needs as “some thing that is lacking, that is necessary for a person’s physical or psychological well being.
PERCEPTION: the process by which a person attaches meaning of the various stimuli he or she senses.                
POINT OFF –PURCHASE: A sales promotion techniques that consists of location an attention getting device at the place of actual purchase (According to Philip Kolter.)
PER MUM: A product that is offered free or but less than the regular price in order to make the consumer buy another product (according to pride ferrel).     
PRICE-OFF:- A price reduction that is used to include trail or increase usage of a product. 
RESPONSE:- Something that occurs as a reaction to an aroused need. 
SALES PROMOTION:- The arrays of techniques that marketers use to stimulate immediate purchase (Account to Nwolaye G. Nonyne). 
SAMPLE:- A group of respondents who are representatives of the population being surveyed. 
SWEEPSTAKES:- Pride and ferrel define this as “A sales promotion techniques in which prizes are tied to chance and consumers are encouraged to buy a product as part of the entry procedure. 
TRADE DISCOUNT:- A discount that is offered to intermediaries as compensation for carrying out various marketing activities. (According to pride and ferrel). 
TRAIL:- The consumer initial purchase and use of product or brand (According to Nonyeh G. Nwokoyeh). 
WANT:- Something that is lacking that is desirable or useful. It is formed by a person experiences, culture and personality (According to Nenyeh G. Unwokoyeh).       























CHAPTER TWO
LITERATURE PREVIEW
2.0 	INTRODUCTION
	This study reviews the impact of sales promtion on consumer buying behavior which has been viewed by various authors and scholars who were interested in the subject. Some of the areas touched include the definition of sales promotion and other variables which are, Point of purchase, Coupon, Price discount, Consumer perception, Trial purchase and Brand awareness, which are relevant to the consumer buying behaviour and economic growth at large.
	However, this chapter is based on three (3) perspectives, which are conceptual framework, theoretical framework, and empirical framework.
2.1	CONCEPTUAL REVIEW
2.1.1	PROMOTION CONCEPT
	Different people of different ideas have their views about sales promotion as an effective communication in an organization.
	Though, they viewed promotional activities from different perspectives, they are diverse in their views but arrived at the same conclusion.	
	Peterson (1977) defined promotion as “any industry effort whose foundation is to inform or persuade actual on potential customers about the merit of a given product or service for the purpose inducing a customer either to consumer or start purchasing the firms product or service at a given price. Industry use sales promotion as communication tools inform customers about the existence of new production.
	Station (1981) also defines promotion as a design and management by industry sub system for the purpose of informing and persuading present and potential customers, sale promotion is an exercise information because it information is to persuade, a person who is personated is also being informed, persuasion and information because effective though some focuses of communication.
	According to Borden (1972) of Harvard University who ported to the persuasive nature of promotion, in our socio economic system, he said that use of the influence in commercial relation is one of the attributes if a free society, just as persuasion are exercise freely in may works, classroom and in any government agencies.	
	Therefore, the communication should be in line with the system approach and that all its promotion efforts as complete sub-system within the total industry system that is a good coordination of sales force activities, advertising programs and other promotional effort must be done.
	Kotler (1984) said “Modern industry call for more than developing a good product pricing it attractively and making accessible to target customer, but also communicating with their customers. In essence every communication take it into consideration of the role of communicators and promoters.
	Promotion can be seen as a communicative activity whose purpose is to move forward a product service or data in a channel of distribution.	
	It is also an effort by seller to persuade a buyer to accept, recognize or use the product, service or idea been promoted.
	It may also defined as getting information between a seller and buyer with a view to attitudes and behavior of customers toward particular service or goods.
	In promotion, we are concerned with the way and means we talk of promotional strategy. For affective program, the total sales promotion effort must be coordinated with the product planning, pricing and distribution subsystem in an organization, while performing sales promotion activities, the MTN do the advertising agencies to develop effective advertisement, sale promotion and specialist to design sales incentives program an public relation focus to develop cooperate image.
	Promotional activities aimed at informing and educating consumers about the availability usage and utilities of the product. This help to build consumer’s hope desires, and provide image of what life is like and what might be like in the future.
2.1.2	SALES PROMOTIONS
The International Chamber of Commerce (ICC) defines sales promotion as:
"Marketing devices and techniques which are used to make goods and services more attractive by providing some additional benefit, whether in cash or in kind, or the expectation of such a benefit ". (Boddewyn & Leardi, 1989).
Sales promotions are comparatively easy to apply, and are likely to have abrupt and considerable effect on the volume of sales (Hanssens, Parsons and Schultz 2001).
Resultantly, according to Currim and Scheinder (1991) the finances of companies regarding the marketing increase constantly. Research conducted by Ailawadi and Neslin (1998) had revealed that consumer promotions affect the consumers to purchase larger amount and consume it faster; causing an increase in sales and ultimately profitability. Our research also supports this analysis as we have studied the profitability of our sample companies through financial analysis of their annual and monthly sales data.
The research conducted by Pwaels, Silva-Risso and Hanssens (2003) depicts that the affect of sales promotion on firms’ revenue which they call as first line performance, firms’ income which is bottom line performance and on market to book value ratio which is named as firms’ values is encouraging for the short term. While in the long run the sales promotion is positive for top line performance but it is negative for bottom line performance and firm’s value. This proves the fact that impact of sales promotion on the value of firm is not in the long run, but in the short run it has positive impact the profitability of the firm. The study conducted by us combines this aspect with the long term impact of sales promotion.
Koen Pauwels (2002) has examined the permanent impact of sales promotion on accumulative annual sales for two product categories; storable and perishable products. It was found that perishable and storable product categories lack permanent effects of sales promotion. Furthermore it is revealed that affects of sales promotion are short lived and persist only on average 2 weeks and at most eight weeks for both product categories.
Therefore confirming the short term impact of sales promotion.
It has been established in literature that only consumers with repeat purchases are profitable (Nagar, 2009). It is not every repeat purchase that is connected to consumer’s commitment of a brand. However, consumer’s commitment is important for a repeat purchase. Therefore, business operators need to develop marketing programmes that will not only reinforce customer’s commitment but also encourage repeat purchases. A part of the functions of sales promotion is not only to reinforce commitment of consumers but to encourage repeat purchases. Effects of sales promotion on consumer behavior have been widely studied in literature (Nagar, 2009). Sales promotion has effects on various aspects of consumer’s purchase decisions such as brand choice, purchase time, quantity and brand switching (Nijs, Dekimpe, Steenkamps and Hanssens, 2001); consumers ’ sensitivity to price (Bridges, Briesch and Yim, 2006). However, whether the effect of consumer loyalty and purchasing behavior could be moderated by sales promotions has not yet been examined extensively. Regardless of a widespread interest in the relationship between sales promotion and purchasing behavior, most studies of this kind focus on the effect of sales promotions on choice at the time they are offered (DelVecchio, Henard, Freling, 2006). Only a few have investigated the lag effect of sales promotions on brand preference and the resultant buying behavior once the promotion campaign is rescinded. Sales promotions could be in form of monetary and non-monetary ones. These types provide both utilitarian and hedonic benefits to the consumers. Utilitarian benefits refer to such benefits such as quality, convenience in shopping, saving in time efforts and cost (Luk and Yip, 2008). Hedonic benefits on the other hand refer to value expression, exploration, entertainment, intrinsic stimulation and self esteem (Chandon, Wansink and Laurent. 2000). According to Luk and Yip (2008) monetary promotions are incentive-based and transactional in nature and provide immediate rewards and utilitarian benefits to the customers. However, non-monetary promotions provide hedonic benefits but weaker utilitarian benefits (Kwok and Uncles, 2005).
	Monetary promotion have been reported to be preferred over non-monetary promotion across all consumer goods in terms of their ability to elicit purchase intentions (Luk and Yip, 2008; Kwok and Uncles, 2005). Several other studies had reported different impact of sales promotion on consumer behavior. For example, Blatterger and Wisniewski (1989) reported that consumer gain more from price cut when buying an established up-market brand than a mass market brand. Pauwels, Hanssens and Siddarth (2002) argued that price promotion elicits temporary changes in brand and product choices and purchased quantity for established brand in mature market. These changes are because up-market brands are associated with prestigious brand with high level of reliability, low level of risks, greater concerns for customer’s needs and stronger hedonic benefits (Luk and Yip, 2008). It is not settled in literature whether sales promotion can enhance or undermine brand preference beyond the time they are offered (Luk and Yip, 2008; DelVecchio, Henard, Freling, 2006) Monetary sales promotions could lead to negative impact on brand preference and trust. This is because monetary promotion can divert attention to financial incentives which may encourage brand switching behaviour, increase price sensitivity and make quality criterion less important (Aaker, 1996; Manaled et al, 2007). Gedenk and Neslin (1999) argued further that sales promotion can lead to a significant decrease in brand loyalty. From the above discussions sales promotion seem to have double-edge impact on consumer behavior depending on the consumer level of commitment. A committed consumer is less receptive of sales promotional efforts. However, a less committed consumer is highly influenced by sales promotional efforts (Mariole and Elina, 2005).
Smith (1998) has described that there are three main categories of Sales promotion:
• Consumer promotions (premiums, gifts, competitions and prizes, e.g. on th back of breakfast cereal boxes)
• Trade promotions (point-of-sale materials, free pens and special terms, diaries, competition prizes, et cetera)
• Sales force promotions including incentive and motivation schemes.
2.1.3	EVALUATION OF SALES PROMOTION
	The term “promotion” originated from latin word “promoverse” meaning to move forward or to advance from the view point of business practices, promotion is that marketing communication activity that attempts to inform, remind and persuade individuals or  institution.
	According to Paul Christ (1998), said promotion is any initiative undertaken by an organization to promote an increase in sales, usage or trial of a product or service (i.e initiatives that are not covered by the other element of the marketing communication or promotion is mix).
	From Frain (2009), say “sales promotion usually complement the organizations advertising, personal activities designed to publicize and include those activities designed to encourage users.
	Purchase at point of sales and other effectiveness e.g in storing display demonstration and exhaustion.
	“sales promotion according to Nwokoye (2005), is any activity that is used to stimulate sales of a product or services or ideals which occurs over a limited period of time.
	This could be carried out either during a period of declaring sales or just as a strategies measure to achieve certain levels of sales or service maximum share.
	According to Christ (1999), say sales promotion are often confused with advertising.
	For instance, a television advertisement, mentioning a contest awarding winners with a free trip to a Caribbean island may give the contest, the appearance of advertising.
	In Charles (2000), he gave his own definition that “sales promotion is the array of techniques that marketer used to stimulate immediate purchase”.
	This techniques include sampling coupon, refund are rebates sweeps takes contrast premium, trading stamps, trade show, bonus packs, price of and many others.
	This occurs with products that are marketer through point of purchase delay.
	American marketing association (AMA) defined sales promotion as “any marketing activities or material act a direct inducement, offering, added value or incentives for the product to resellers sales persons, or consumer.
	Paul Christ in (2000), say sales promotion as method using in special short term techniques to persuade members of a target market to respond or undertaking certain activity.
	According to the school of through in (2001), say marketer frequently employ sales promotion improve the effectiveness of the advertising and personal selling further more that sales promotion is usually designated to produce immediate short run increase it. Therefore, as a part of more comprehensive area of promotion.
	Sales promotion encourage those specialized activities other than personal selling advertising and publicity which are calculated to mass advertising and personal selling more effective in bringing about a transfer ownership and is the moving goods from the manufacture. It can behavior seen that sales promotion is helping function designed to make all other marketing activities more effective and efficient.
	Frey (1996) distinguishes, “sales promotion from advertising messages appear in media owned and controlled primarily by person other than advertiser while sales promotion.Educates and arouse the enthusiasm of sale men, middlemen consumers and perhaps other through a variety of materials tools and advises the company itself control “in other which the basic tools of sales promotion are internally created and distributed.
	Where as advertising relies upon outside media to disseminate message created by persons external to the company’s personal.
	Sales promotion is “basically, a motivation activity whose effort are aimed principally at three groups consumers company sales man and middlemen”.
	According to Kotter (2002), sales promotion comprises a wide variety of factual promotional tools of either all or stronger term incentive native designed to stimulate either all or stronger target market response. (Kotler classified these tools into for dealer promotion e.g. free goods, merchandise allowance co-operative etc).
Sales force promotion (e.g bonuses, contests etc) and consumer promotion (e.g samples, coupons, money refund sales promotion tools although are mostly collection).
They have two distinction qualities presence many sales promotional tools have an attention getting quality that break habits of buyer intarsias toward a particular service.
Product devotion some of those some of those tools suggest that the seller is anxious for the sales if they are used two frequently or carelessly the way lead buyers to wonder whether the brand is desirable or reasonably price sales promotion techniques according to Kotler make three contributions.
2.1.4 CONSUMER BUYING BEHAVIOUR 
	Blackwell et al., (2001) define consumer behavior as “the activities people undertake when obtaining, consuming, and disposing of products and services. In the opinion of Blythe (2008) consumer behavior is the dynamic interaction of affect and cognition, behavior, environmental events by which human beings conduct the exchange aspect of their lives. He further stresses that from the view point of academic researchers, consumer behaviour might be considered as the field of study which concentrates on consumption activities. In the past the study of consumer behaviour has mainly focused on why people buy; more recently, the focus has moved to include looking at consumption behaviour – in other words how and why people consumer.
	Blackwel, et al., (2001); consumer behaviour is the activities people undertake when obtaining, consuming and disposing of product and services.
	Bennett (2007) defines Consumer behaviour as the dynamic interaction of affect and cognition, behaviour, environmental event by which human beings conduct the exchange aspect of their lives.
	Consumer behaviour is the study of how individuals, groups, and organizations select, buy, and dispose of goods, services, ideas, or experiences to satisfy their needs and wants (Kotler & Koller, 2009).
2.1.5 	FACTOR INFLUENCING CONSUMER BUYING BEHAVIOUR 
	A number of researches have been carried out by academics and scholars on identifying and analyzing those factors affecting the consumers’ buying behaviour and as a result, various types of factors have been identified. These factors have been classified into different types and categories in different ways by different authors. For instance, Wiedermann et al., (2007) classified them into internal and external factor. On the other hand, Winer (2009) divided them into social, personal and psychological factors. Despite the fact that they have been classified into different groups by different authors they are similar in scope and purpose (Rao, 2007).
	There is a wide range of factors that can affect consumer behaviour in different ways. These factors are divided by Hoyer et al. (2012) into four broad categories: situational, personal, social and cultural factors.
	Situational factors impacting consumer behaviour may include location, environment, timing and even weather conditions (Hoyer et al., 2012). In order to benefit from situational factors major retailers, attempt to construct environment and situations in stores that motivate perspective customers to make purchase decision. Range of available tools to achieve such an outcome include playing relaxing music in stores, producing refreshing smells in stores and placing bread and milk products in supermarkets towards the opposite end of stores to facilitate movement of customers throughout the store to make additional purchases etc. 
	Personal factors, on the other hand, include taste preferences, personal financial circumstances and related factors. The impact of personal factors on consumer decision-making is usually addressed by businesses during market segmentation, targeting and positioning practices by grouping individuals on the basis of their personal circumstances along with other criteria, and developing products and services that accommodate these circumstances in the most effective manner (Andersone et al., 2008)
	According to Hoyer et al., (2012) social factors impacting consumer behaviour arise as a result of interactions of perspective consumers with others in various levels and circumstances. Targeting members of society perceived as opinion leaders usually proves effective strategy when marketing products and services due to the potential of opinion leaders to influence behaviour of other members of society as consumers.
	Lastly, cultural factors affecting consumer behaviour are related to cross-cultural differences amongst consumers on local and MTN Nigeria Ltdbal scales. Culture can be defined as “the ideas, customs, and social behaviour of a particular people or society” (Oxford Dictionaries, 2015) and the tendency of MTN Nigeria Ltdbalisation has made it compulsory for cross-cultural differences amongst consumers to be taken into account when formulating and communicating marketing messages.
2.1.6	 CONSUMER DECISION MAKING PROCESS 
	Blackwell et al., (2006) identify the five stages of consumer decision making process as follows: problem/need recognition, information search, evaluation of alternatives, purchase decision made and post-purchase evaluation.
	Each stage is then defined by a number of researchers varying slightly but leading to a common view about what each stage involves. For example, first stage, need recognition occurs when an individual recognizes the difference between what they have and what they want/need to have. This view is also supported by Neal and Questel (2006) stating that need recognition occurs due to several factors and circumstances such as personal, professional and lifestyle which in turn lead to formation of idea of purchasing.
	In the next stage, consumer searches information related to desired product or service (Schiffman and Kanuk, 2007). Information search process can be internal and external. While internal search refers to the process where consumers rely on their personal experiences and believes, external search involves wide search of information which includes addressing the media and advertising or feedbacks from other people (Rose and Samouel, 2009).
	Once the relevant information about the product or service is obtained the next stage involves analyzing the alternatives. Kotler and Keller (2005) consider this stage as one of the important stages as the consumer considers all the types and alternatives taking into account the factors such as size, quality and also price.
	Backhaus et al., (2007) suggested that purchase decision is one of the important stages as this stage refers to occurrence of transaction. In other words, once the consumer recognized the need, searched for relevant information and considered the alternatives he/she makes decision whether or not to make the decision. Purchasing decision can further be divided into planned purchase, partially purchase or impulse purchase as stated by Kacen (2002) which will be discussed further in detail in the next chapters.
	Finally, post-purchase decision involves experience of the consumer about their purchase. Although the importance of this stage is not highlighted by many authors Neal et al., (2004) argues that this is perhaps one of the most important stages in the consumer decision making process as it directly affects the consumers’ purchases of the same product or service from the same supplier in the future.
2.1.7 	BRAND AWARENESS 
	While studying the business world one can come to know that most of the business’s objective is to enhance their  sales as well as their profits. For this purpose organizations try to encourage people towards its Products and services for purchase and customer lifetime value means steam of purchases over the life time period. 
	Brand awareness passes on that how to aware current and potential customers towards your product and service. Brand awareness is the probability that, consumers are familiar about the availability and accessibility of a company’s product and service. If an organization has a successful brand awareness it means that the products and services of the organization have a good repute in the market and simply acceptable (Gustafson & Chabot, 2007). The awareness of the brand plays a significant role while purchasing a product or service and may have control on perceived risk evaluation of consumers and their level of assurance about the buying decision due to awareness with the brand and its uniqueness. There must be a consideration of brand while making a decision to purchase a product or service, if there is nothing to be considered the probability is that there is nothing to be chosen (Baker W, J, & Nedungadi, 2005). Brand awareness creates a great association in memory about a particular brand (Stokes, 2004) Creating a strong brand image in the consumer’s mind depends on create an optimistic brand assessment, reachable brand approach, and a reliable brand representation (Farquhar, 2009). The importance of brand awareness in the mind of the customers can be evaluate at various stages e.g. recognition, recall, top of mind, brand dominance (they only call that particular brand), brand knowledge (what brand means to you) (Aaker, 2000). Brand awareness is very important because if there is no brand awareness no communication and no transaction will occur (Percy, 2001). Some of the consumers can make rule to purchase only those brand which are famous in the market.
2.1.8	 TRIAL PURCHASE 
	Oyebode and Olanrewaju (2014) state that consumers may decide to try the product and see if it can satisfy his or her need. This is trial purchase decision. In this situation small size or small quantity may be purchased for trial. If the product proves satisfactory it will now become favorite brand. Product trial is the stage where the consumer “kicks the tires”. Nothing helps a consumer make a decision about your product more than actually trying your product out. There are many ways this is accomplished. For example, your company can provide your consumer with a free trial or a proof of concept campaign. In this stage it is very important to set the customer expectations correctly and deliver on said expectations. 
2.1.9   BRAND LOYALTY 
	Brand loyalty is very important for the organization to enhance their sales volume, to get premium price, to retain their customers rather than seek.
	There is a significant difference between replicate purchase and brand loyalty because replication purchase is buying of brand frequently and loyalty is the result going on by actions (Bloemer, 2006). Brand loyalty occur when client have significant relation towards the brand expressed by replicate purchase. Such loyalty will be beneficial for the firm because ultimately clients will be agreed to purchase at premium and may also be involved in introducing new client to the firm (Reichheld, 2010).The customers who are brand loyal do not evaluate the brand, they just make a purchase confidently on the basis of their experiences (Sidek, Yee, & yahyah, 2008).There are two types of loyal customers. The behavioral and the emotional, the behavioral customers will become loyal with brand but not emotional however the emotional customers will also be emotional with the particular brand in which they are interested (Jones et al., 2004). Some organizations make the customers loyal forcedly due to their monopoly even they do not want to become loyal and some organization make customer loyal by having low price and the other brand conscious organizations make a lot of effort for customer’s satisfaction and to establish brand and they do not have high loyalty (Grönhold  et al., 2000). Purchase intention of the customers depends on the brand awareness and brand loyalty of a particular brand. 
	An intention to make a purchase of a specific product or service in upcoming.  Purchase intention of the customers consists of problem identification, information search, evaluating the alternatives, make a purchase, post-purchase behavior (Engel, J. 2009).
2.2	THEORETICAL REVIEW
2.2.1	COGNITIVE DISSONANCE THEORY
Cognitive dissonance is an uncomfortable feeling caused by holding two contradictory ideas simultaneously. The theory of cognitive dissonance proposes that people have a motivational drive to reduce dissonance by changing their attitudes, beliefs, and behaviours, or by justifying or rationalizing them.
The phenomenon of cognitive dissonance, originally stated by Festinger in 1957, has been quickly adopted by consumer behaviour research. “Described as a psychologically uncomfortable state that arises from the existence of contradictory (dissonant, non-fitting) relations among cognitive elements (Festinger 1957) cognitive dissonance revealed high exploratory power in explaining the state of discomfort buyers are often in after they made a purchase.
2.2.2	CLASSICAL CONDITIONING THEORY
In a highly competitive marketing environment like the telecom industry in Nigeria, an understanding of assimilation and contrast effects is of substantial interest. The theory was introduced by Anderson (2000) in the context of post-exposure product performance based on Sherif and Hovland’s (1961) seminal research which suggest that judgements of objects can be affected by contextual factors (Joan and Brian, 2001). 
The theory states that if performance is within a customer’s latitude (range) of acceptance, even though it may fall short of expectation, the discrepancy will be disregarded, that is, assimilation will operate and the performance will be deemed as acceptable whereas if they fall within the customer’s latitude of neutrality, there will be minimal change. On the other hand, if performance falls within the latitude of rejection, contrast will prevail and the difference will be exaggerated and the good or service will be deemed unacceptable (Oxford, 2014). 
The theory suggests that satisfaction is a function of the magnitude of the discrepancy between expected and perceived performance. When the expectations and the actual product performance do not match, the consumer will feel some degree of tension. In order to relieve this tension, the consumer will make adjustments either in expectations or in the perception of the product’s actual performance. Consumers will tend to assimilate or adjust differences in perceptions about product performance to bring it in line with prior expectations if the discrepancy is relatively small. However, if the discrepancy is relatively high, contrast will occur and consumers will magnify or exaggerate the discrepancy and the product would be rejected as totally un-satisfactory.

2.2.3		    AIDA Model
 (
Attention
Interest
Desire
Action
)






 (
Source: Adapted from Schramm, Willbur (1974)
)
	Even though the world of advertising has become more and more competitive, the principle behind the ad copy remains the same. The four steps that the copywriters use in their ad to persuade the consumers to buy the products are attention factor, interest element, desire element and action element which is called as AIDA. Advertising and marketing objectives are met by the effective use of this model.
            The phrase AIDA, in marketing communication was coined by American advertising and sales pioneer Elias. St. Elmo Lewis in the late 1800s. The model talks about the different phases through which a consumer goes before going to buy a product or service. According to him, most of the marketers follow this model to fetch more consumers for their product. Marketers use this model to attract customers to purchase a product. This model can be seen widely used in today’s advertisements.
Theory	
	The acronym AIDA stands for Attention, Interest, Desire and Action. These are the four stages that a consumer goes through when watching or viewing an advertisement.  According to Lewis, first and foremost, the role of an advertisement is to attract the customers. Once an ad grabs attention, it has to invoke interest towards the product in the minds of the consumers. After creating an interest, the ad has to bring desire in consumers mind to use the product and finally the consumer has to take a favorable action towards the product by ultimately purchasing the product.
The process of AIDA
Attention: Attention is usually grabbed by the use of image, color, layout, typography, size, celebrity, model e.t.c
Interest: Once attention is grabbed, it’s necessary to create interest in the viewers mind so that they will read more about the brand being advertised. By the use of an attractive sub head, interest can be invoked
Desire: The element of desire is usually created by the use of body copy where you write in detail about the necessity of buying the brand, thereby explaining the features of the brand, facts and figures
Action: Towards the end, the contact information of the brand will be given where they expect the viewers to take action immediately. It can be in the form of shop address, toll free numbers or website address
	An advertisements success depends up on the viewer’s ability to notice and understand its message. The AIDA model helps the copy writer to present the elements of a print ad, Headline, Subhead, Body copy, slogan and contact information in a format that makes the viewers read in a flow and understand about the product easily.
2.3	EMPIRICAL REVIEW 
It is over a decade now that the Nigerian government successfully liberalized its telecommunications sector and brought into existence GSM services. Over these years, a lot of studies have been conducted on GSM communication. Oyeniyi and Abiodun (2010) examined switching cost and customer loyalty in the Nigerian mobile phone market. The study revealed that customer satisfaction positively affects customer retention and that switching cost affects significantly the level of customer retention. 
Serenko, Ofir and Sert (2006) investigated the moderating roles of user demographic employing the American customer satisfaction model with GSM services. The study showed that customer satisfaction was influenced by age, income, gender, perceived quality and perceived value but not by pre-purchasing expectations. 
Cengiz and Yayla (2007) tested the relationship between marketing mix, perceived value, perceived quality, customer satisfaction and customer loyalty. Marketing mix elements were found to have a significant effect on customer loyalty.
Adegoke et al. (2008) appraised the performance of GSM operators in Nigeria and discovered that as revolutionary as GSM may seem to be, many problems have bedeviled the sector. The problems identified were instability in power supply, security of infrastructure, menace of social miscreants in host communities, multiple regulations and taxation as well as inter-network connectivity. They stated that all these factors contribute in one way or the other to the quality of services rendered by GSM operators in Nigeria. These variables are exogenous variables which the firm may not be able to control however, marketing mix variables are endogenous variables and the firm has full control over them. So they could be used effectively to ensure customer satisfaction.
Nerges, et al (2014), conducted a research on the impact of service innovation on customer satisfaction using Tehran based Parsian Banks account owners. The result showed that concerning different aspect of modern services, customers interaction with institute is most effective element on customers satisfaction followed by the provision of new services and delivery system. They added that regarding new services, development of new services caused the highest effect on quality of services followed by customers interaction with institute and delivery system. Moreover the result from their analysis demonstrated that all aspect of service quality contributed in customer satisfaction.
Findings in the work of Bitner, Ostrom and Morgan (2007), reveals that there is a relationship between customers service innovation and customer satisfaction. They carried out their research on Aramark Parks and Resorts. The result from their finding shows that service quality improvements and innovating New services increase customers Satisfaction and increase repeat customers.
SALES PROMOTION AND CONSUMER LOYALITY
Sales promotion and Consumer Loyalty Basically there are two types of consumer loyalty: hardcore loyal consumers and brand switchers. A hardcore loyal consumer is one who makes repeat purchases of a particular product irrespective of the premium price of the brand. In other words, hardcore loyal consumers are less price sensitive (Evan, Moutinho and Ranji, 1996). In contrast, a brand switcher refers to consumers who use two or more brands when a single brand does not satisfy all their needs (Evan, et al. 1996). Decision to be loyal to a brand or switch to other brands is affected by a number of factors: brand name (Aaker, 1996); product quality (Garvin, 1988); price (Cadogan and Foster, 2000); service quality (Mittal and Lasser, 1996) and promotion (Evan, et. al. 1996). Sales promotion technique is an important tool in creating loyalty, this is so because sales promotion does not only bring the product to the attention of the buyers but provide incentives to encourage purchase. The impact of sales promotion on consumer behavior reveals mixed results. For example, Lau, Chang, Moon and Liu (2006) study showed that sales promotion is an important factor to differentiate hardcore loyal consumers from brand switchers and that sales promotion was the most important factor to attract brand switchers..However, a gap that is yet to be fully explored is the comparison of the effects of promotion on loyal consumer and non-loyal consumers. That is the use of sales promotion as a factor that influence loyalty among consumers and switcher had not been fully explored and more importantly in an emerging economy like Nigeria.

2.3.3	SALES PROMOTION AND CONSUMER BUYING BEHAVIOR
Mainly, sales promotion has a temporary effect on consumer buying behavior. Many researchers are arguing that sales promotion does not have a long term effect on consumer buying behavior and also it reduces the revenue, as in coupon, refunds and rebates. These tools are increasing costs (Clow and Baack 2007).
In this particular point there is an argument; hence other researchers are stating that sales promotion does not reduce revenues because sales promotion can attract and encourage consumer to purchase the product in a higher quantity in lower prices. Moreover, it is stated that the value of product can be increased during sales promotion period as a result consumer reacts immediately, since for consumers, who did not purchase such product before, will satisfy their needs and wants while the products' price is low (Pauwels ,Hanssens and Siddarth 2002, 421, 424).
According to Clow and Baack (2007: 509-510) stated that it is observed the sales volumes of products are increasing during the sales promotion periods in many countries like United Stated of America, United Kingdom and Germany. Sales are increasing for three reasons which are as following:
For certain current brand users will purchase their product in higher quantities for their future needs and wants; therefore the consumption of the product is going to increase. Also it will help support product to its current consumers and become loyal to this brand.
Consumers of competing brands may switch and purchase other branded products during its sales promotion because of the reduction in the product price. However, it is unknown that if these consumer will repeat their purchases again from their original brand or not.
Consumers, who did not purchase such product before, may be attracted to purchase this product since its value is very high; hence the consumer is buying this product his/her needs and wants will be satisfied with minimum cost and risk.
Also sales promotions are playing an important role in consumer perception. According to self-perception theory stated that consumers mainly prefer to purchase products based on external attributes, which is taking advantage of price reduction, instead of internal attributes, which is brand preferences. However, the main weakness point of sales promotion in influencing consumer buying behavior is that according to price perception theory stated that consumers mainly build a reference based on the previous prices of the product. Then this reference is used to compare between the current price of this product and pervious prices as well. Using sales promotion is mainly increasing the degree of hesitation to buy a certain brand in its non promotion period. As a result it may increase sales for short term, but it influence negatively on brand equity in long term. (Pauwels ,Hanssens and Siddarth 2002).
As it is stated before that sales promotion in long term does not support brands equity. Consumers start to devalue the brands' product and purchase them during its sales promotion only. As a result when a brand leader does frequent sales promotions, there is risk that this brand's sales will be decreased in the long run. However, the advantages of sales promotion should be taken into consideration as well. Sales promotions help to increase sales in short term more than advertisements do. The main reason behind this is advertisements' objective is building a brand loyalty. Therefore, in real life it is hard to find a certain brand leader depends on sales promotion to market its products; hence sales promotion does not help market leader to maintain or protect its market share. Moreover, sales promotion does not help to switch brand loyal buyers to other brands (Kotler 2003).






CHAPTER THREE
RESEARCH MOTHODOLOGY
3.0 INTRODUCTION
This chapter discusses the research methodology employed to collect the primary data. Research design is covered in the first part of this chapter followed by population of the study, sample frame, sampling techniques, sample sizes determination, method of data collection, types of data collected, source of data collection and finally method of data presentation and analysis.
3.1	RESEARCH DESIGN
A research design is the step by step guide of the research procedure.
The design adopted for the study is exploratory survey design. The exploratory survey design permits the use of a well-structured research instrument for obtaining primary data that was used for this study.
POPULATION OF THE STUDY
A population is any complete group of entities that share some common set characteristics. The population of the study comprises 100 consumers of MTN Nigeria Limitedin Ilorin-West Local Government.
3.3	SAMPLING TECHNIQUE
The study adopted Simple random sampling technique. All members of the population were represented equally.
3.4	SAMPLE SIZE DETERMINATION
The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formular adopted is 
N = Z22
        12
	Where n = sample size
	Z = the research population
	 = standard deviation
	D = tolerance limit or allowable error
3.5	METHOD OF DATA COLLECTION
There are various sources of data which could be categorized into two main sources namely: the primary data and secondary data. The methods of data collection used for this study were both primary data and secondary data. The primary sources of data were structured interviewed and self-administered structured questionnaire which avoided manipulation and increase the quality of research. A total of questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.	
3.6	THE RESEARCH INSTRUMENT
The survey instrument was adopted for this study. A well-structured questionnaire and interview were used to measure the dependent and independent variables. 
3.7	VALIDITY OF RESEARCH INSTRUMENT
Both the content and face validity were put to use in this study. The validity of the research instruments was ascertained through expert opinions and contribution as well as the approval of the supervisor. In addition the research variables were validated using factor analysis.
3.8	METHOD OF DATA PRESENTATION AND ANALYSIS
Method of analysis involved description and inferential statistics. The descriptive statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using simple regression analysis statistical tool. This tool was selected because it has functionalities that accommodate the variables of interest.

CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS 
4.0	INTRODUCTION
This chapter is concerned with the analysis and the presentation of data collected during Field Survey. This justifiable because even through few questions were asked in direct interview, data collected for the study were mainly through questionnaires. The research hypotheses stated in chapter one from the project will be tested here.
	As it was earlier recorded information this chapter that one handed copies of questionnaire were produce for the purpose of this study, out of which only seventy six copies were complete and returned so that remaining twenty four were regarded as no response to.  
A total number of 120 questionnaires were distributed. A total number of 100 copies were collected.
4.2	ANALYSIS OF DEMOGRAPHIC DATA
Table 4.2.1   : Gender
	Valid
	  Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	Male
	55
	      55
	55
	55

	
	Female
	45
	45
	45
	100.0

	
	Total
	100
	100.0
	100.0
	



Source: Field Survey, 2023.
The table above shows the sex distribution of the respondent. It shows that 55% are males and 45% are also females. The implication implies that both males and females are customers of Airtel.
Table 4.2.2: Educational Qualification
	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	SSCE
	12
	12
	12
	12

	
	B.sc/HND
M.sc
Others
	53
14
      31
	53
14
      31
	53
14
      31
	65
79
100

	
	Total
	100
	100
	100
	


Source: Field Survey, 2023.
From the table above, 12% of the respondents are SSCE holders, 53% are B.sc/HND Holders, while 14% are M.sc holders, and 31% are other. This implies that we have more B.sc/HND holders and others among the respondents.
TABLE 4.2.3: Marital Status
	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	Single
	22
	22
	22
	22

	
	Married
	55
	55
	55
	 77

	
	Divorce
Widows
	10
13
	10
13
	10
13
	87
100

	
	Total
	100
	100
	100
	


Source: Field Survey, 2023.
From the table above 22% of the respondents are single, 55% are married, and 10% of the respondents are divorce while 13% of the respondents are widow. The implication is that Airtel has more married customers. 
In the below tables SD –Strongly Disagree, D- Disagree, U- Undecided, A- Agree, and SA- Strongly Agree 
Table 4.2.4: I am familiar with MTN sales promotion
	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	Strongly disagree
	0
	0
	0
	0

	
	Disagree
	0
	0
	0
	0

	
	Undecided
	0
	0
	0
	0

	
	Agree
	50
	50
	50
	50

	
	strongly agree
	50
	50
	50
	100.0

	
	Total
	100
	100
	100
	


Source: Field Survey, 2023
The table above shows the opinion of respondents on whether they are familiar with MTN sales promotion, 0% strongly disagree, 0% disagree, 0% undecided, 50% agree and 50% strongly agree. It implies that the respondents are familiar with MTN sales promotion.  
Table 4.2.5: Sales promotion is useful in term of encourage purchases

	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	Strongly disagree
	3
	3
	3
	3

	
	Disagree
	2
	2
	2
	5

	
	Undecided
	10
	10
	10
	15

	
	Agree
	30
	30
	30
	45

	
	strongly agree
	55
	55
	55
	100.

	
	Total
	100
	100
	100
	


Source: Field Survey, 2023	
The table above shows the opinion of respondents on whether Sales promotion is useful in term of encourage purchases, 3% strongly disagree, 2% disagree, 10% undecided, 30% agree and 55% strongly agree. It implies that the respondent strongly agrees that Sales promotion is useful in term of encourage purchases.
Table 4.2.6: Point of purchase create brand awareness
	           Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	Strongly disagree
	3
	3
	3
	3

	
	Disagree
	2
	2
	2
	5

	
	Undecided
	10
	10
	10
	15

	
	Agree
	30
	30
	30
	45

	
	strongly agree
	55
	55
	55
	100.

	
	Total
	100
	100
	100
	


Source: Field Survey, 2023.
The table above shows the opinion of respondents on whether Point of purchase create brand awareness, 3% strongly disagree, 2% disagree, 10% undecided, 30% agree and 55% strongly agree. It implies that the respondent agrees that Point of purchase create brand awareness.
Table 4.2.7: Rate of point of purchase is very high
	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	strongly disagree
	2
	2
	2
	2

	
	Disagree
	5
	5
	5
	7

	
	Undecided
	50
	50
	50
	      57

	
	Agree
	20
	20
	20
	77

	
	strongly agree
	23
	23
	23
	100.0

	
	Total
	100
	100
	100
	


Source: Field Survey, 2023.
The table above shows the opinion of respondents on whether the Rate of point of purchase is very high, 2% strongly disagree, 5% disagree, 50% undecided, 20% agree and 23% strongly agree. It implies that the respondent undecided that the Rate of point of purchase is very high.
Table 4.2.8: point of purchase is important to organization’s profit.
	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	Disagree
	2
	2
	2
	2

	
	Undecided
	10
	10
	10
	12

	
	Agree
	33
	33
	33
	45

	
	Strongly agree
	55
	55
	55
	100.0

	
	Total
	100
	100
	100
	


Source: Field Survey, 2023.
The table above shows the opinion of respondents on whether point of purchase is important to organization’s profit, 2% disagree, 10% undecided, 33% agree and 55% strongly agree. It implies that more respondents agree that point of purchase is important to organization’s profit.
TABLE 4.2.9: Trade promotion influencing the consumer buying decision
	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	strongly disagree
	2
	2
	2
	2

	
	Disagree
	3
	3
	3
	5

	
	Undecided
	15
	15
	15
	20

	
	Agree
	60
	60
	60
	80

	
	strongly agree
	20
	20
	20
	100.0

	
	Total
	100
	100
	100
	


Source: Field Survey, 2023.
The table above shows the opinion of respondents on whether Trade promotion influencing the consumer buying decision, 2% strongly disagree, 3% disagree, 15% undecided, 60% agree and 20% strongly agree. It implies that the respondent agrees Trade promotion influencing the consumer buying decision.
Table 4.2.10: Price discount generate sales.
	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	strongly disagree
	2
	2
	2
	2

	
	Disagree
	3
	3
	3
	5

	
	Undecided
	15
	15
	15
	      20

	
	Agree
	60
	60
	60
	80

	
	strongly agree
	20
	20
	20
	100.0

	
	Total
	100
	100
	100
	


Source: Field Survey, 2023.
This table shows the opinion of respondents on whether Price discount generate sales, 2% strongly disagree, 3% disagree, 15% undecided, 60% agree and 20% strongly agree. The table implies that the respondent strongly agrees that Price discount generate sales.
Table 4.2.11: Price discount change customer’s perception of company brands.
	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	strongly disagree
	2
	2
	2
	2

	
	Disagree
	3
	3
	3
	5

	
	Undecided
	15
	15
	15
	20

	
	Agree
	60
	60
	60
	80

	
	strongly agree
	20
	20
	20
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2023.
The above shows the opinion of respondents on whether Price discount change customer’s perception of company brands, 2% strongly disagree, 3% disagree, 15% undecided, 60% agree and 20% strongly agree. The table implies that the respondent strongly agree that Price discount change customer’s perception of company brands 
Table 4.2.12: Sales promotions has a significant effect on consumer buying behavior
	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	Strongly disagree
	0
	0
	0
	0

	
	Disagree
	0
	0
	0
	0

	
	Undecided
	10
	10
	10
	10

	
	Agree
	58
	58
	58
	68

	
	Strongly agree
	32
	32
	32
	100.0

	
	Total
	100
	100.0
	100.0
	


Source: Field Survey, 2023.
The table above shows the opinion of respondents on whether Sales promotions has a significant effect on consumer buying behavior, 0% strongly disagree, 0% disagree, 10% undecided, 58% agree and 32% strongly agree. It implies that the respondent Sales promotions has a significant effect on consumer buying behavior
Table 4.2.13: Coupon can be used to encourage trial purchase
	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	strongly disagree
	3
	3
	3
	3

	
	Disagree
	2
	2
	2
	5

	
	Undecided
	5
	5
	5
	10

	
	Agree
	30
	30
	30
	40

	
	strongly agree
	60
	60
	60
	100.0

	
	Total
	100
	100
	100
	


Source: Field Survey, 2023.
From the above table, it shows the opinion of respondents on whether Coupon can be used to encourage trial purchase, 3% strongly disagree, 2% disagree, 5% undecided, 30% agree and 60% strongly agree. The table shows that the respondent strongly agrees that Social media advertising is a means for building customers' long-term commitment. Coupon can be used to encourage trial purchase
Table 4.2.14: Consumer promotion is useful in the building of the consumer buying decision process.
	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	strongly disagree
	3
	3
	3
	3

	
	Disagree
	2
	2
	2
	5

	
	Undecided
	5
	5
	5
	10

	
	Agree
	30
	30
	30
	40

	
	strongly agree
	60
	60
	60
	100.0

	
	Total
	100
	100
	100
	


Source: Field Survey, 2023.
Table 4.2.14 shows the opinion of respondents on whether consumer promotion is useful in the building of the consumer buying decision process, 3% strongly disagree, 2% disagree, 5% undecided, 40% agree and 60% strongly agree. It implies that more respondents strongly agree that consumer promotion is useful in the building of the consumer buying decision process.
Table 4.2.15: Sales force promotion can be used to build and maintain customer loyalty
	Valid
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
	strongly disagree
	3
	3
	3
	3

	
	Disagree
	2
	2
	2
	5

	
	Undecided
	5
	5
	5
	10

	
	Agree
	30
	30
	30
	40

	
	strongly agree
	60
	60
	60
	100.0

	
	Total
	100
	100
	100
	


Source: Field Survey, 2023.
Table 4.2.16 shows the opinion of respondents on whether Sales force promotion can be used to build and maintain customer loyalty, 3% strongly disagree, 5% disagree, 10% undecided, 40% agree and 60% strongly agree. It shows that the respondent strongly agrees that Sales force promotion can be used to build and maintain customer loyalty 
4.3 	TEST OF HYPOTHESES
Hypotheses 1
Ho1: 	Point of purchase does not have a significant effect on brand loyalty
Table 4.3.1 
	                      Model Summary

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

	1
	.075a
	.006
	-.015
	2.90331

	       a. Predictors: (Constant), Point of purchase



	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	
	Regression
	2.277
	1
	2.277
	.270
	.606b

	
	Residual
	404.603
	48
	8.429
	
	

	
	Total
	406.880
	49
	
	
	

	a. Dependent Variable:  Brand loyalty

	

	b. Predictors: (Constant),  Point of purchase


The result from the model summary table above shows the relationship between Point of purchase and brand loyalty to be 0.6% (R square 0.006). The Anova table shows the Fcal as 0.270 at 0.606 level of significance. This implies that Point of purchase affects consumer buying behaviour. Therefore, we reject the null hypothesis and accept the alternative hypothesis.
Hypotheses 2
Ho2: sales force promotion does not have a significant effect on consumer trial purchase
Table 4.3.2
	Model Summary

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

	1
	.075a
	.006
	-.015
	2.90335

	a. Predictors: (Constant), sales force promotion



	ANOVAa

	Model
	Sum of Squares
	 Df
	Mean Square
	F
	Sig.

	1
	Regression
	2.266
	1
	2.266
	.269
	.607b

	
	Residual
	404.614
	48
	8.429
	
	

	
	Total
	406.880
	49
	
	
	

	a. Dependent Variable: Consumer buying behavior

	b. Predictors: (Constant), sales force promotion


The result from the model summary table above shows the relationship between sales force promotion and consumer trial purchase to be 0.6% (R square 0.006). The Anova table shows the Fcal as 0.269 at 0.607 level of significance. This implies that sales force promotion helps in consumer buying decision. Therefore, we reject the null hypotheses and accept the alternative hypotheses.
Hypotheses 3
Ho3: Price discount does not have significant effect on consumer buying behavior.

Table 4.3.3
	Model Summary

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

	1
	.209a
	.044
	.024
	3.45673

	a. Predictors: (Constant), Price discount

	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	26.128
	1
	26.128
	2.187
	.146b

	
	Residual
	573.552
	48
	11.949
	
	

	
	Total
	599.680
	49
	
	
	

	a. Dependent Variable: Consumer buying behavior

	b. Predictors: (Constant), Price discount


The result from the model summary table above shows the relationship between Price discount and consumer buying behaviour to be 4.4% (R square 0.044). The Anova table shows the Fcal as 2.187 at 0.146 level of significance. This implies that Social media advertising can be employed to build brand loyalty. Therefore, we reject the null hypotheses and accept the alternative hypotheses.
4.3	DISCUSSION OF FINDING 
	The result of finding here will be based on the result of the hypothesis tested, which is as follow:- 
	Hypothesis number one, we could observe that if all the promotional campaign are appropriated used it will tend to affect consumer buying behaviour, this means that if an organization make use of promotional campaign it can lead to increase of sales volume that can result information higher profit. 
	In the case of hypothesis two, the finding, states that promotional campaign has impact on consumer buying behaviour. 
	This means that promotional campaign play great roles on consumer buying behaviour and will this a desire result will be achieved. 


CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATION 
5.1	SUMMARY
There are many researches that investigated the consumers’ perception about sales promotion and brand loyalty of the brand to analyze their impact on increase in sales and firm’s profitability along with all contributing factors of the firms’ profitability. The financial analysis clearly depicted that the company’s sales significantly increases in the period of sales promotion. Results of the consumer survey indicated that consumers’ perception about sales promotion has a significantly positive relationship with brand loyalty, so that the research hypothesis is supported for each company. Therefore both the short term and long term impact of sales promotion can be observed through the analysis of MTN Nigeria LTD.
Furthermore it was also investigated that firms’ with consumers’ for whom the reasons of preference is price are more likely to show vital increase in sales in the periods in which sales promotion is being offered than the companies whom consumers are preferring the brand for quality or some other reasons. And this aspect is also closely related with the consumer’s ability to adequately recall the respective company’s sales promotion activities.
When the consumers remember the activity it is more effectively converted into a long termasset building tool for the company. 
5.2	CONCLUSIONS 
From the foregoing so far, it can be concluded that sales promotion has become an indispensable segment of marketing that has contributed information so many ways to the efficient marketing of good and services its impact has been felt n profit maximization.
Business trend change day information day out with the entrance of new manufactures and new brand of product competing with existing ones, bit it is obvious that, if the recommendations manufacturing and for marketing oriented forms, they will have less marketing problem information future.
5.3	RECOMMENDATIONS 
Based on the presentation of data information the previous chapter and summary of the whole project, it becomes pertinent to make the following recommendations.
Any company that intends to implement sales promotion programme as tactical promotional tools designed to stimulated the interest of the target market, should engaged in an intensive public enlightenment programme through which they can winning price (the genuinely of the price and management readiness and willingness to give out the price country’s economic problems which will inturn reduce if not totally eliminated.
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