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ABSTRACT
The project topic “sales promotion as a tool for a achieving organizational goals and objectives. The promotion in the design and management by marketing sub system for the purpose of informing and preloading present and potential customers. The study entails a lot of problems, which are lack of market concept and management problems in achieving organizational goals and objectives Marjory in Nigeria. Researcher make use of questionnaire, and interview for its method of collecting data in the course of finding out the facts on the study and therefore, finding the facts on the study and tactual. Sales promotion activities and its concept is the  major solution for any problem that may arise in achieving organizational goals and objectives its impact and role in the course of satisfying the consumer through effective and adequate services in achieving organizational goals and objectives.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
Promotion is a tool that is used by the retailers or manufacturer to invite consumers to purchase more. The results which we get by the sales promotion is the use of high amount of reserve, inviting a lot of new customers and additional increase in sales. Although all the marketing activities are linked with sales promotions that gives outcome in growing consumer purchases and improving intermediaries or retailer’s efficiency and co-operation. According to Withier & Moore (2007) many purchase situations are so usual that shoppers conduct a very minor cognitive activity. Actually, it is hard to stimulate behavior such as brand switching or increasing in the number of units purchased. The rising interest in the use of sales promotion as a marketing strategy has resulted in a surprising growth of research in this area.  For instance, there is a huge body of literature on consumer response due to sales promotions.  The increasing interest in the use of sales promotion  as  a  marketing  tactic  has  resulted  in  an  unusual  growth  of research  in  this  area.
Sales promotions consist of a huge variety of temporary planned promotion tools which plan is generating a preferred response from the consumer (Gilbert and Jackaria, 2002). One of sales promotion tools benefit is that it can encourage the consumers to think and evaluate brand and purchase opportunities. Hence, different types of promotion tools and promotion strategies are utilized by the marketers so that they can know consumer first choice and boost their sales. This reality indicates that many consumers are easily temped when they recognize the term Sale Promotion. According to Gilbert (1999), other than price lessening, coupons or refund given by the retailers as well as other marketing tools such as free sample and buy-one-get-one-free were found to be inducing consumer buy more then they expect. Different kinds of promotion tactics are used by the sellers to attract the customers and increase their sales. The earlier studies hasshows that framing of advertising messages and presentation of price information influence the consumer’s views about prices and their willingness to purchase (Das, 1992; Sinha and Smith, 2000 and Sinha et al., 1999).
This research aims to examine the partiality of consumer on different promotional tools, marketers and retailers will able to conscious of the consumer buying behavior, so that they can make use of the right and the most successful promotion techniques to catch the attention of the customer. The usual promotion tools includes samples, price discounts, buy-one-get-one-free, Coupons, in-pack premiums, price offs and so on. But In this study, we will discuss the impact of buy one get one free, price discounts, coupons and physical surroundings on the consumer buying behavior. The physical surrounding is a situational factor, which effect consumers buying behavior. These promotional techniques affect the consumer buying behavior during the shopping.
1.2       STATEMENT OF PROBLEM
Sales promotions have become a vital tool for marketers and its importance has been increasing significantly over the years. In India, sales promotions expenditure by various marketing companies is estimated to be thousands of cores and the emphasis on sales promotion activities by the Indian industry has increased by 500 to 600% during the last 3 to 5 years. In the year 2004, there were as many as 2,050 promotional schemes in the Rs 80,000 core, fast moving consumer goods (FMCG) Industry (Dang et al., 2005). In international marketing, understanding the cross-cultural differences is imperative for developing effective marketing strategies for the diverse foreign markets with a variety of cultures (Loudon and Bitta, 2002; Perreault and McCarty, 2002; Schiffman and Kanuk, 2004). Thus consumer behavior can be regarded as a utility and value producing activities (Kojima and Baba, 2001). It plays a significant effect on decisions which help in achieving the organizational objectives, and furthermore, consumers’ behavior influenced the economic social conditions within a society (Loudon and Bitta, 2002). A well as culture has “profound implications on the psyche of the consumers,” (Kumar, 2007) adaptation to cultural values leads to marketing effectiveness (Mooij and Hofstede, 2002). Therefore, recognizing the effect of cultural values on the consumer behavior is also very important. This article will try to promote the mutual relationship between sales promotion and consumer behavior in context of culture.
1.3       OBJECTIVES OF THE STUDY
The objective of this study can be stated as follows:
· To examine the effect of sales promotion as a tool for achieving organizational objectives.
· To examine how sales promotion enhance organizational profitability.
· To find out the factors that promotes or impairs the effectiveness of sales promotion.
· Can corporate performance be enhanced by sales promotion?

1.4       RESEARCH QUESTIONS
The questions for this research are
· Do sales promotion has a significant effect on the achievement of organizational objective?
· Does sales promotion enhance organization profitability?
· Does sales promotion promote factors for effectiveness?
1.5       RESEARCH HYPOTHESES
Ho:      Sales promotion has significant effect on the attainment of organizational objective.
Hi:       Sales promotion does not have significant effect on the attainment of organizational objective.
H0:      Sales promotion has significant effect on organizational profitability.
H1:      Sales promotion has no significant effect on organizational profitability
1.6       SCOPE OF THE STUDY
The scope of this study will be limited to the effect of sales promotion on organization performance. The research work will be so limited 7UP bottling company.
1.7       SIGNIFICANCE OF THE STUDY
The significance of this research work is to evaluate and analysis the conceptual review of effect of sales promotion on consumer buying. It is hoped that it would contribute to the promotion of the existing frontier or boundary between human knowledge.
1.8       LIMITATION OF THE STUDY
By this time, this research work is heavily denoted to studying sales promotion as an effective tool in achieving organizational objectives. Therefore limited attention has been given to other element of sales promotion.
Another limiting factor is that it is on assumption that the question asked would be answered generally, honestly and adequately and also financial constraint.
Finally, lack of availability of text book makes it difficult to achieve the maximum objective and to obtain the desired result
1.9      DEFINATIONS OF TERM USED
PROMOTION: Promotion is a tool that is used by the retailers or manufacturer to invite consumers to purchase more. The results which we get by the sales promotion is the use of high amount of reserve, inviting a lot of new customers and additional increase in sales.
SALES PROMOTION: Sales promotions are action-focused marketing events whose purpose is to have a direct impact on the behavior of the firm’s consumers.
MARKETING:-Is the performance of those activities necessary to identify consumer needs and mobilizing the organization of both material and human resources for the satisfaction of those needs at a profit to the company.
RESEARCH:-Is the collection of information both internally and externally from the company in order to present factual and objective report to management.
MARKETING COMMUNICATION:-Is an essential promotional tool focused on studying consumers. It explains the lifestyle, attitudes and motivation of a distinct buyer group and predicting their likely buying behavior.
PROMOTION: Is the publicization of a product, organization, or venture to increase sales or public awareness.
PURCHASE DECISION:-Is a collection effort or individual decision taken solely in pursuit of one’s own satisfaction and with and on behalf of others.
COMMUNICATION:-Is a process of disseminating information from one person to another through a medium. Marketers communicate to the target market about the organization’s product through promotion programmes. Communication is divided into two categories; interpersonal and mass-communication.
MESSAGE TRANSMISSION:-This is how a message is transmitted through a channel which could be by voice, radio, newspaper or other communication medium.
1.10     HISTORICAL BACKGROUND OF THE CASE STUDY
Seven up Bottling company Plc., is a leading fast moving consumer good (FMCG) company in Nigeria, an independent and distributor of popular brands of soft drinks, such as are Pepsi, 7UP, Mirinda, Teem, Aquafina and Mountain Dew.
From Nine state of the art production plants in strategically locations, 200 well-coordinated distribution centres or depots spread across the length and breadth of Nigeria, Seven-up produce and market these international brands which has enjoyed tremendous success in the market place. The company also has operational bases in Tanzania and Ghana.
For the third consecutive years, Seven-up bottling company Plc, with a vision to becoming one of Nigeria’s most admired companies in Nigeria has been selected as one of the 50 most popular and top on the mind brands in Nigeria.
Seven-up Bottling Company Plc. was founded by a Lebanese, Mohammed El-khalil. He came to Nigeria for the very first time in 1926 and has since become part of the Nigeria history especially with the birth of the soft drink giant. On 1st of October, 1960, the day Nigeria became an independent state; Nigerians also experienced the birth of a soft drink giant as the first bottle of 7Up rolled out from the company’s factory, located in Ijora, Lagos.Since then, the company continued to grow in the leap and the bound. In the late 80s, the company established two more plants in Ibadan and Ikeja. In the early 1990s when Pepsi International took over 7Up international, the company introduces the Pepsi brand to the Nigeria people.
Seven-Up bottling company Plc produce and distribute the favorite brands of soft drinks: Pepsi Mirinda Seven Up and Mountain Dew. These brands are popular and widely consumed across the length and breadth of Nigeria. They also have nine bottling plants with state of the art manufacturing facilities located strategically across the country. Seven-Up Bottling Company has a well-coordinated distribution network with an extensive network of over 200 distribution centers located across Nigeria.
The company has been involved with various event and sponsorships as part of her CSR, some of these are the Pepsi academy which has produced many football stars, the Nigerian idol, a music talent show, The African cup of nations, in health care and many others. With over 3,500 employees and lots of exciting brands, the Seven-Up bottling company is among the 50 brands in Nigeria.


CHAPTER TWO
2.0. LITERATURE REVIEW.
Organizations promote their goods or services to the market using a variety of promotional strategies. Promotion is used to communicate and persuade potential customers to the advantage of the offer. Therefore the typical goals of promotional strategy are to induce awareness, trial, acceptance and preference. All those activities that directly or indirectly or by other means which help to increase the sales are included in sales promotion. Accordingly, sales promotion are those activities, other than personal selling, advertising and publicity that stimulate consumer purchasing and dealer effectiveness, such as display, shows, expositions, demonstrations and various non-recurrent selling efforts not in the ordinary routine.
According to Kotler (2000), Sales promotion consists of diverse collection of incentive tools mostly short term, designed to stimulate a quicker or greater purchase of particular products or services by consumers or the chains of distributors.
2.1	CONCEPTUAL FRAMEWORK
2.1.1SALES PROMOTION AND ITS SCOPE
Lucky and Ziegler (1968) defined sales promotion as an activity or material that acts as a direct inducement, offering added value or incentives for the product to resellers, sales persons or consumer. Also G. B. Giles (1995) sees sales promotion as a part of the promotion intended to stimulate quick action, a feature of packaged consumer goods' selling tactics directed at consumer or the distribution channels. Therefore, sales promotion is carefully designed and methodically implemented and directed towards a target market. People, whose characteristics have been taken to consideration in the promotion package, such as in the incentives offered, shall be induced to purchase the product or service.

Achumba (2002) defined sales promotion as those marketing activities, other than personal selling, advertising and publicity that stimulate consumer purchasing and dealer effectiveness, such as displays, shows and expositions, demonstration etc. Sales promotion has been defined as a direct inducement that offers an extra value or incentive for the product to the sales force, distributors or the ultimate consumer with the primary objective of creating immediate sales. George (1998) defines Sales promotion as one of the ways used by firms to communicate with intended target market. Sales promotion is unique in that it offers an extra incentive for action. Palmer (2004) .Sales promotion refers to those promotion activities other than advertising, publicity and personal selling that stimulate interest, trial or purchase by final customers or others in the channel, Pillai (2007).
Sales promotion consists of a diverse collection of incentive tools, mostly short term, designs to stimulate quicker and or greater purchase of a particular product by consumer or the trade. Sales promotion offers an ‘incentive’ to buy while advertising offers a ‘reason’ to buy. It is non personal setting.
In recent times, firms have resorted to aggressive sales promotions targeting both consumers and dealers all in a bid to maintain fair share of the market, woo new customers amongst other reason. This has become more pronounced in the face of fierce economic depressions plaguing the nation.
More often than not, organization tends to use sales promotion activities in concert with the other promotional efforts in order to facilitate personal selling in advertising or both. For instance, people may need to visit a store before entering a consumer contest as sales promotion activity; thereby facilitating personal selling by drawing people into the establishment.
Kotler (1997) identified sales promotion tools to include coupons, contests, premiums and the likes. All these tools, according to him have many unique characteristics and qualities in that they attract consumers' attention and provide information that may lead to a purchase. Kotler and Armstrong (1996) wrote that advertising and sales promotion are both related in that advertising offers a reason to buy while sales promotion offers an incentive to buy.
Sales promotion has grown rapidly in recent years. Several factors contributed to its rapid growth particularly in consumer market. These are:
•	Internal Factor: Promotion is now more accepted by top managers that are qualified to use sales promotion tools, and product managers are under greater pressure to increase their sales.
•	External Factor: The number of brands has increased, competitors have become more promotion-minded, inflation and recession have made consumers more dealer-oriented, the trade has demanded more deals from manufacturers, and advertising efficiency has declined because of rising costs, media clutter and legal restraints.
Sales promotion can be categorized into consumer promotion, trade promotion and business promotion.
Consumer Promotion: This includes those efforts aimed at influencing the trial consumer. Such promotions are designed to motivate consumers to immediate (or nearly immediate) action, Courtland and John (1992). Consumer's promotion techniques can be used to draw people into a particular store, to induce new product or to promote established products. To accomplish this task, markets have developed quite a variety of sales promotion techniques or tools: some of- these include coupons, premiums, samples, contests and sweepstakes, point-of-purchase (POP), frequency marketing, etc.
Trade Promotion: Courtland and John (1992) view that most of sales promotion devices used with final customers can also be used with the trade, that is, (marketing intermediaries). However, some additional techniques apply only to the marketing intermediaries, and these include allowances and discounts, factory-sponsored in-store demonstration, trade shows, sales contests, cooperative advertising, etc.
Business Promotion: A firm may participate in trade fair and set up a stand to promote its product Samples of the company's products are displayed and some of them, as well as descriptive literature are handed out to enquiring visitors. The firm may sponsor sports contest. Many other companies which do not engage in elaborate sales promotion at least give away desk pads and calendars to their customers, Nwokoye (2000).
2.1.2	TYPES OF SIDES PROMOTIONS ACTIVITIES
1.	Sales Promotion to Middlemen
In addition to the basic formula of giving the wholesaler/retailer A special reason to push a certain loaded product, another strategy is to get the dealer loaded up with stock somewhat beyond his normal level because he is attracted by the deal. He now has his capital tied up and feels the pressure to convert it back to cash.
This pressure may well lead the retailer to device his own measures by advertising behind the brand, more points of sale and display, getting his sales personnel to push it, and so on. Very likely, the retailer has only so much capital available to put into a given line of goods. The more the manufacturer gets of this limited capital by causing the retailer to stock-up, the less is left to put into competitors' brands of the product Sales promotion is often used to introduce a new product in the line. The extra stimulus will get distribution more quickly.
Finally, a promotion may have a favourable effect on manufacturer's personal selling cost and a good promotion gives the salesman something new and fresh to talk about with the customer.
2.	Sales Promotion to Customer
With this form of promotion, the manufacturer offers some kind of incentives direct to the consumers, to try to secure a higher level of consumer demand for the particular product or range of products. The basic strategy is to provide some kind of an extra push for the product being sold. The device used should, to the greatest extent possible be:
-	Unique; not obtainable elsewhere;
-	Wanted; fulfill a want and be interesting to the consumer;
-	of recognized value
-	tied in with Sales in some way e.g require proof of purchase;
-	A stimulator of repeat purchases if possible;
-	In good supply or potentially so;
-	Inexpensive, and if possible subject to decreasing unit costs with volume produced;
Advertising and merchandising; have readily dramatize values and features that will attract the attention of the buyer and create desire for the object in the mind of the buyer. If it is merchandisable, it looks good to the trade and the intermediaries are willing to co-operate with the plan, Brink and Kelley (1963).
2.1.2	METHODS OF CONSUMER PROMOTION
"Below the Line and Above the Line"
1. "Below the Line" promotion is the supporting method used in the promotion of a product, such as the use of brochures, calendars and novelty leaflets illustrated with the company's product.
2. "Above the Line" promotion, denotes the main methods of advertising the product, i.e by television, radio, posters, the press, and so on.
Consumer contests: Manufacturers sponsor contests or sweepstakes to stimulate the ultimate consumer. Fateful decisions are unavoidable (purpose, nature, length, prizes, judging), but if the sales promotion staff comes up with a winner, the rewards can be great. Prizes in the consumer contests are offers of the chance to win cash, trips or merchandise as a result of purchasing something. A contest calls for consumers to submit an entry to be examined by a panel of judges who will select the best entries. A sweepstake asks consumers to submit their names in a drawing, and a game presents consumers with something every time they buy, which might help them with a prize.
Consumer Premiums: The typical consumer likes to get a bonus, a bribe, something extra from a seller and that is what a premium is. Some premiums have been fantastically successful. Others have been flops. Popular premiums are luggage, jewelry, kitchenware, pens, toys, etc.
Sampling: Many products and some services are promoted with sampling. Samples may be free, or there may be a small charge. Offer of a free amount of a product or service delivered door to door, sent in the mail, picked up in a store, attached to another product or featured in an advertising offer are examples of sampling exercise. However, sampling is quite expensive, since there is the cost of producing the sample and distributing it.
Coupons: Certificates entitling the bearer to a stated saving on the purchase of a specific product mailed, enclosed in other products 'or attached to them, or inserted .in magazine and newspaper advertisement. Redemption rate varies with mode of distribution. Coupons can be effective in stimulating sales of a mature brand and inducing early trial of a new brand. They act as a short-run stimulus to the sale of the product, since they are directly tied in with the purchase of the item. The expenses involved with coupons are often high: they are costly to distribute and dealer redemption costs are high.
Price Offs: These are items for which you pass the discounted price directly to the consumer by printing right on the package "10k off of "Buy One, get the second one at half price". Price-offs may be temporary sales stimuli to offset a short sales slump, counter a sudden tactical move by a competitor and encourage new customers to sample the product. Many experts on sales promotion feel that price-offs schemes are among the weaker and less desirable methods of promotion. They point to the danger of trade resentment.
2.1.3 REASON FOR SALES PROMOTION
Firmsdo not just embark on sales promotion adventure without setting its objectives right, by this we mean what an organization intends to achieve from a particular sales promotion campaign. The objectives therefore, are enshrined in the sales promotion tasks which could be used in all kinds of situations, some of which are explained below.
2.1.3.1 ENCOURAGING DISTRIBUTORS TO STOCK
Mostly, distributors feel they already have far too many different products and every new ones means dropping an old one or having more capital locked up in stock. So they need considerable persuasions to take in a new line of stocks.
It is the duty of the organizations to convince these distributors that their action will be profitable and that consumers will buy more because of the Sales promotion. Cash discount is a type of Sales promotion that can be used for strong argument in this direction which encourages increased sales volume, Kotler (2003).
2.1.3.2 ENCOURAGING CUSTOMERS TO SAMPLE
A firm can aim at new prospects to sample existing products or existing customers sampling new products or an old product with special incentive package. For example, a special price offer a two for one may keep customers sufficiently to make the test, Kotler (2003).
2.1.3.3 COMBATING COMPETITION
In a competitive situation, such as another firm introducing a new product, may call for an intensive short term promotion of an existing product to ensure that not too many present customers are wooed away, Kotler (2003). This is a reality today in the context of the Nigeria economy where indiscriminate price reductions through generous discounts, credit facility, free product on each purchase made, are now order of the day.
2.1.3.4 ADDING EXCITEMENTS
A well established product may suffer from pure familiarity. Since most people are well aware of it. It can become boring. Sales promotions can be embarked upon to liven it up again and revive people’s interest in it.
2.1.3.5. BUILDING BRAND LOYALTY
Sales promotion helps to build brand loyalty by giving the seller the opportunity to attract a loyal and profitable set of customers which provides sellers some protections from competition and greater control in planning their marketing mix Shira (2003).
2.1.3.6 TO ENCOURAGE OFF SEASON BUYING
Sales promotion has also encouraged off season buying especially during the festive periods, people tend to buy more of a particular product because of the added value, compared to normal season, Kotler (2003).
Sales promotion tools vary in their specific objectives. The bottom line is that firms must first think of what to give out to the consumers and what to receive it return. A well defined objective will determine the type of promotional tool to be employed. Hence it must be taken serious.
2.1.4 METHODS OF SALES PROMOTION
Firms are faced with various methods of sales promotion to choose from, it should be noted that more than one of these methods may be used in a single promotional strategy, Aderemi (2003). The choice, therefore, should take into account.
· The type of market.
· Sales promotion objectives.
· Competitive conditions.
· Cost effectiveness of each tool.
The main promotional methods are designed for consumer and trade promotions. These two groups are examined as follows:
2.1.4.1 CONSUMER PROMOTION
The sales promotional tools here are aimed at consumers only and consist of the following:
a) Special price scales
b) Free sample distribution
c) Premium offers
d) Contest
e) Point of sale demonstration
f) Coupon offers
g) Branded pack product offers
Let’s look at each of these promotional tools vividly to be able to draw distinctions as regards effectiveness, cost and customers’ response.
Special Price Sales: These offers to consumers some savings of the regular price of a product, tagged on the label or package. This may take the form of a reduced price pack which is single packages sold at a reduced price. It could still be in the form of a branched pack which is two related products branched together e.g. Relaxer and Shampoo. Price packs are very effective in stimulating short term sales. A growing number of consumers just reach out for the cheapest deal pack.
Free Sample Distribution: Sampling is the free distribution of a product in an attempt to obtain sales for it in the future. The distribution may be done on a door to door basis, or by mail, and at demonstrations points or by inclusion in packages containing other products. This is much more desirable in promoting new products.

Premium Offers: Premiums are gift items given free with the purchase of another product. They have proved effective in getting consumers to try new products or different brands. Premiums are also referred to as merchandise offered at a relatively low cost or free as an incentive to purchase a particular products.
In this case, consumers receive a free gift either with the purchase of a product or by sending in the ticket on the packet of the purchased product.
Contests: Firms often organise contests to attract additional customers, offering substantial cash or gifts prizes to call attention to their products. Though, they can be quite complicated and expensive to organize especially as legal restrictions apply to them, the advantage is that the cost can be known in advance. Here, attractive prizes can be offered e.g. Cash gifts, Holidays probably at relatively little cost to destinations like Dubai, Paris, and London etc.
Point-of-sale Demonstration: This refers to displays and other promotions located near where a buying decision is actually made. The in-store promotion of consumer goods is a common example. A life-size display of a celebrity used in television promotion could be very effective in-store display.
It is at this point-of-sale that the customer finally has been made; it can be changed at point-of-sale by a well presented special offer, or even by a prominent and attractive display. This makes it imperative, therefore, that marketing organizations should be aware of the desirability of achieving special emphasis for the product. Hence, show cards, window posters, and special display materials should be packaged in the struggle to achieve maximum point-of-sale impact.
Coupon offer: Coupons offer a discount, usually some specific price reductions on the next purchase of a product. They are redeemable at retail outlet which receives a handling fee. The major standard methods known for distribution coupons are magazines, newspapers and mail. Coupons can be effective in stimulating sales of a matured brand and including early trails of a new brand.
Branded Pack Product Offer: In this case, two or more packs could be taped or wrapped together and offered at reduced price.
2.1.5 TRADE PROMOTION
All the activities here are directed at the dealers, in other words, the retailers are the targets. Trade promotions consist of the followings.
A. Provision of display materials
B. Co-operative advertising scheme, assistance with blocks or space costs, subsidized cost of handbills, etc.
C. Contexts for sales staff and dealers
D. Special discount campaign
E. Special quantity rate terms.
Provision of display materials: Companies provide attractive and conspicuous display materials for their dealers to help consumers at point-of-sale decisions. Here, organisations are conscious of write-ups which give great appeals to consumers. Tips on benefits of product or service must be highlighted to help consumers in buying decision process.
Co-operative advertising scheme, assistance with blocks or space costs: What we are saying here is that firms endeavour to absorb some costs of advertising its products.
Contests for sales staff and dealers: Firms organize contests involving dealers and sales staff to encourage them in order for them to re-double their sales efforts over a stated period, with prizes in a graduated manner against performance such as quarterly incentives, special bonuses like if you sell 100 cartons you get five free.

Special Discount Campaign: Manufacturers may offer a price-off which is a straight discount off the price list on each item purchased during a stated period of time. The offer encourages those that might not ordinarily buy. This method affords the firms to raise as much revenue as the campaign lasts. However, the stoppage ofsuch discount does not always augur well for the company as the post discount era is always accompanied by reduced patronage by clients.
Special Quantity Rate Terms: In this situation, firm’s role-out special rates or conditions against quantity purchase. This helps to increase sales volume due to the expected rush during the campaign period. In addition manufacturers believe that the traders will work harder when they are loaded with manufactured products. It is also referred to as volume allowance to get traders to carry more in their warehouses and stores.
2.1.6 Major Decisions Involved in Sales Promotions.
In embarking on sales promotion, it becomes necessary for a company:
· To establish the objectives i.e. what the company intends to achieve
· To select the promotional tools
· Develop the programme
· Pre-test the programme
· Implement and control the chosen promotion tool
· Evaluate the effectiveness of the tool through the results.
2.1.7 ESTABLISHING THE SALES PROMOTION OBJECTIVES.
Sales promotions objectives cannot be formed in isolation of the brand marketing objective develop for a product. Objectives vary with the type of target market.
When the manufacturer is dealing with the consumers, its objectives might encompass encouraging large volume purchase, building brand loyalty, building trials among users attracting switchers away from competitor’s brands. However, for dealers the objectives might be to ensure higher inventory, convincing to carry new items, off-setting competitive promotions, building brand loyalty or gaining entry into new retail outlets.
2.1.8 SELECTING THE SALES PROMOTION TOOLS.
In making the decision here, the following variables must be taken into consideration viz: the type of market, sales promotion objectives, competitive conditions and environment, and cost effectiveness of each tool under review.
The various sales promotion tools were earlier enumerated in this research within which the company can pick anyone that suits its purpose and objective.
2.1.9 DEVELOPING THE SALES PROMOTION PROGRAMME.
It becomes very important for the marketer to make additional decisions to help define the full promotion programme. These decisions would be carried out along the following activities:
· Size of Incentive: The marketer has to determine how much to offer. A certain minimum incentive is necessary if the promotion is to succeed. This is the reason why some of the large consumer-packaged-goods firms have a sales promotion manager who carries out detail study of the effectiveness of past promotions thus recommending appropriate incentives to brand managers.
· Conditions for participation: Firms must spell out conditions guiding sales promotion campaign in a manner that could be understood by the target market. Incentives may be offered to everyone or to the small group of people. These conditions are always brought to participants notice through electronic or/and print media.
· Choice of sales promotion channel: The marketer must decide on how to promote and distribute the promotion programme to it’s would be participants, i.e. the customers and the public at large. For example, N.N.Fems Nigeria Limited carries its campaign to the doors of dealers and Hairdressers through their association meetings nationwide. The Sales Representative reads out promotion programme to them and explains every necessary detail and gets feedback immediately. A price-off coupon could be distributed in their package, store, and mail or advertising media.
· Duration and Timing of Promotion: Marketers must decide on a reasonable time range taking into consideration the effectiveness of such promotion. If sales promotion period is too short, many prospects will not be able to take advantage of the promotion, if the promotion runs for too long it may lose its ‘act-now’ clause. Therefore an optima promotion cycle should be established according to product category.
· Total Sales promotion budget: Firm need to develop its intended expenditure, their total coast, the cost variables of a particular promotion consist of the administrative cost and the incentive cost taken into consideration the expected number of units that would be sold within the period.
Use of a conventional percentage of the total promotion budget:These percentages vary for different brands in different markets, and are influenced by the product life cycle and competitive expenditure on promotion. The important message here is that the overall return of a promotion should surpass the expenditure.
· Pre-Testing the Sales Promotion Programme: What firms try to do here is knowing in advance the viability of the chosen promotion tool in terms of incentive size and the presentation method. Sales promotion directed at consumer market can be readily pre-tested, i.e. consumer can be asked to rate or rank different possible deals, or trial can be run in limited geographical areas.
· Implementing and Controlling the Sales Promotion Programme: Marketers should establish implementation and control plans for each individual promotion. Marketers should decide and plan its real time and sell-in time. Lead time talks about time necessity to prepare the programme prior to launching it, while sell-in time begins with the launch and ends when the firm is convinced that reasonable percentage of product campaign is achieved.
· Evaluating Sales Promotion Effectiveness: Evaluation is a crucial requirement to measure the effectiveness of sales promotion. As with all promotion activities, sales promotion is difficult to evaluate, but the attempt must be made. First and foremost, it is essential to be clear with the purpose of the particular sales promotion activity being evaluated. If we cannot be sure of what this purpose is, we certainly have no chance of measuring how effective the promotion has been. In measuring the success or effectiveness of any sales promotion activity the following must be critically established:
a. Number of promo units purchased
b. Number of new users who repeat purchase
c. Profit per promo unit
d. Attitude (short and long term) towards the brand (product), among existing and potential users.
e. Ascribable profit during the promotion
f. Ascribable sales and profit against promotional costs.
Why some of these items listed above are easy enough to measure many of the other items necessitate quite sophisticated research techniques. Manufacturers can use any of the following methods to measure sales promotion effectiveness:
1. Sales Data Analysis: In this, marketers examine the sales data before, during and after a promotion. What they try to confirm here is whether the promotion has succeeded in attracting new customers, stimulated more purchases by existing consumers and the percentage retained on brand share after the promotion. When the result is positive the promotion is deemed to be successful.
2. Consumer Data: Here marketers attempt to ascertain the king of people who responded to the promotion and what they did after the promotion.
3. Consumer Survey: Survey can be conducted on consumers to learn how many participated in the promotion, their reaction, advantage and how the promotion affected their brand choice behaviour.
2.1.9 PROBLEM AND LIMITATIONS OF SALES PROMOTION
It is true that sales promotion plays a great role in the total promotional mix, some problems still abound.
· Sales promotion is designed to achieve a short term and limited objectives, possibly in a limited area or through certain outlets. An example of this may be an introductory price cut, premium offer, special discount to dealers which would continue for a few weeks only. What we are saying here is that the post promotion era might witness a dull business in other word the firm sales chart might return to its pre-promotion day’s or even lesser than the pre-promotion performance.
· Sales promotion might decrease long run loyalty as consumers may become promotion prone rather than exhibit the natural buying behaviour.
· Sales promotion can be more expensive than they appear to be. They may be so because some non participants would be inevitably considered who are termed wrong consumers. In addition, such costs as special production runs, extra sales force efforts and handling requirements make sales promotion expensive. This must be seriously addressed if sales promotion is to be successful.

2.1.10 SALES PROMOTION GROWTH IN NIGERIA.
Nigeria is regarded as the most populous black nation in the World; hence has the largest market. Both multinational and local industries find their environment big enough to thrive. However, the country is experiencing great economic depression due to bad leadership, wrong economic policies and father of it all Corruption. Visible features of this economy include low capacity utilization, lack of raw materials, inflation, lack of infrastructure, lack of focus on part of the government, retrenchment, scarcity of money in circulation, dwindling disposable income of people and a host of others. The aforementioned problems make the economy vulnerable to dumping antics by some foreign businessmen in collaboration with their counterparts. This gave rise to the existence of various cheaper alternatives both in industrial and consumer goods. Sales promotion, therefore, has become the order of the day in the rescue mission of these companies. Companies such as PZ Cussons, 7-Ups Bottling Company, Nigerian Breweries, Coca-cola, Guinness, Dunlop and recently N.N.Fems Industries Nigeria Limited are consciously andconsistently using aggressive sales promotion with the objective of regaining lost sales and retaining brand loyalty.
The cost of this promotion has been regarded as a bite on the profit of these organizations but that is the only way out of the unfriendly competitive environment in the short term. Among the sales promotion methods adopted by these companies are use of Coupons, Contests, Free items, Price-offs, Discount, Foreign trips, etc. These methods have yielded good results and they are still being used.
2.2	THEORETICAL FRAMEWORK
Sales Promotion is a very important aspect of a firm’s marketing programme and according to Chisnall (1987), if promotional activities are not in harmony with the decisions on product, price and place then a confusing and distorted image of a firm will be created to members of the public.
Bovee and Thill (1992) state that promotion is aimed at eliciting from a target buyer, a reaction that is favourable to the firm and its product. To them, promotion encourages all the tools in the marketing mix whose major role is persuasive communication.
Courtland and Thill (1992) explained several roles that promotion play in marketing as the followings:
Providing information: Both buyers and seller benefit from the informational function that promotion is able to perform. Buyers find out about helpful new products and sellers can inform prospective customers about goods and services.
Stimulating demand: One of the most obvious and direct purposes of promotion is to stimulate demand. Marketers want you to buy their products and they use promotion to inspire you to such action.
Differentiating products: Many organizations try to differentiate themselves and their products through the use of promotions. This is particularly important for products that are not inherently much different from their competitors.
Reminding current customers: Even your existing customers are a good audience for promotional messages. You should remind customers of your product benefits to keep them from switching to competitors when it is time to replace or upgrade.
Countering competitors: Promotions can also be used to counter the marketing efforts of competitors. For instance, Pepsi and Coca- cola have been locked in a competitive promotional battle for years.
Responding to negative news: Sometimes, promotion is used to correct or respond to some remarks interpreted as derogatory from competitors or even from other far and distant groups.

Sales Promotion according to Agbo (2000) go a long way in smoothening demand fluctuations, persuading decision markers and influencing public behaviour.
To Nwokoye (1989) promotion is mostly used to institute a push or pull strategy, these two strategies are open to competing firms to gain or maintain their existing market share. The push strategy relies heavily on the direct sales approach through offering wholesalers and retailers trade deals (free or discounts or allowances) and useful display of materials (point of sales display).
On the other hand, the pull strategy entails encouraging the consumers to demand for the company’s product thereby creating the middlemen interest in carrying the product. This involves the use of effective advertising, consumer sales promotional contests and publicity. Balancing the push and pull strategy essentially, implies creating some harmony in the system and ensuring promotional synergy.
Bush and Houston (1985) also gave an economic perspective of the role of promotion. Here the goal of promotion is to influence the firms demand curve by making it more inelastic at higher prices and more elastic at lower prices.
[bookmark: _TOC_250021]2.2.1	ANALYSISOFVARIOUSPROMOTIONALTOOLS
When people think about promotion, they frequently take one of the twoextreme positions. They may believe that the field of marketing consistsentirely of promotional activities such as advertising because it is such ahighly visible part of our everyday lives. People who take the other extremesee promotional activities as unnecessary and thus wasteful. They perceivethat promotion costs are very high and believe these costs drive priceshigher.Viewedfromthiswiderperspective,promotioncanplaycomprehensive communication role. Some promotional activities can bedirected towards helping a company justify its existence and maintainpositivegroupsinthemarketingenvironment(Maduka,2004).
Generallyfiveelementsofpromotionalmixareidentified,namelyadvertising,publicrelations,publicity,salespromotionandpersonalsetting.
2.2.1 [bookmark: _TOC_250020]ADVERTISING
Advertising is a powerful marketing communication tool used by companiesto fulfill the promotional task. It is an impersonal form of communication orpresentation of goods, ideas, or services conducted through paid mediaunderopenoridentifiedsponsorship.Everythingaboutadvertisinginvolves: a sponsor sending a message called “advertisement” through oneor more mass media (radio, television, newspapers, magazines) to reachlargenumberofpotentialusersorbuyersofaproduct.Byitself,advertising is a vital marketing tool that helps to sell goods, services,images and ideas through information and persuasion Adirika, Ebue andNnolim(1996).
TheAmericanMarketingAssociation(AMA)definedadvertisingas“anypaid form of non-personal promotion and presentation of ideas, goods orservicesbyan identified sponsor.
Stanton(1975)callsit“allactivitiesinvolvedinpresentingtoagroup,anonpersonal,oralorvisual,openlysponsoredmessageregardinga product,serviceoridea.Thismessagecalledanadvertisementisdisseminatedthroughoneofmore mediaandispaid forby asponsor.
Nwosu (2000) defined Advertising as a mass and marketing communicationform or practice whose aim is to create awareness for products, services,ideas, products, institutions, or individual (example, politicians in politicaladvertising)andpersuadetheright targetaudiences or consumers topurchase, accept, adopt, vote, or engage in other behaviour desired by thesponsorof theadvertisement.
Manycompaniesconsideradvertisingasasuperiorpromotiontooltopersonal selling sales promotion or publicity. This is because advertisingprovides multiple presentations to classes of people with one message;prospect. Firms allocate the largest share of their promotional budget toadvertisingasanindication ofitsvitalroleinthesaleofaproduct.Reasons for advertising that warrant such expenditure.Thesereasonsare seen in line with the communication objectives of the sponsorand theyare:Wright (1983).
· Introduceanewproduct.
· Retainanestablishedproduct.
· Createflowoftrafficforretailproducts.
· Securesalesleads.
· De-marketaservice.
· Promotepubliccourse.
Inthelastcase,manynon-profit,charitableorganizationsuseadvertisingin promoting public cause. For example, the Nigeria Council of WomenSociety(NCWS)launchedanadvertisingpubliccausecampaignonadolescentgirl- education.
Advertising is both controlled and identifiable and being non-personal bydefinition is a reliable means of mass communication. Advertising is ameans of informing and persuading the consumers and it must createawarenessorarouseinterest.Advertisingisoftentakencareofinternallyorexternallybytheorganization.Indoingthis,theorganizationwouldhave its advertising department or agencies outside the organization tocarryout advertisingservicesorprojects.
Advertising does not sell its products by itself. The purpose of advertising istoenhancepotentialbuyers’responsestotheorganizationanditsofferings. It seeks to do this by providing information, trying to instilldesiresandsupplyreasonsforpreferringtheparticularorganization’sofferings.
Advertising has a number of positive purposes yet it has drawn criticismsfrom certain members of the public. Canfield and Moore (1990) mentionedthatdespitetheabilityofadvertisingtoaccomplishcertaingoals,advertising expenditure is often not well and wasted as a result of poorobjectives or goals. Advertising goals should be stated in communicationtermsonlyif meaningfulmeasurementofresultsistofollow.
James Ferguson maintains that advertising is a social institution but he alsoobserves that its cost and benefits should be evaluated to determine thetotal impact in our society. According to him the issue is not whetheradvertising is effective, but whether the benefits of advertising outweighthe cost,so that socialwelfare isgreater withadvertising.
Martin Mayer explained that only the very brave or the very ignorant cansay exactly what advertising does in the market place. An advertisingexecutive was alleged to have commented yesterday “we ran an advert fora night watchman and last night we were robbed”. These and other criticalcomments may contain some truth but when closely examined, advertisingis notcountertopublicinterest.Wright(1983).
Frank (1995) justifies the cost of advertising in two ways. “It enables theconsumertoenjoytheproduct(andtochoosebetweencompetitiveproducts), it also enables the suppliers to enjoy profit and gain edge overrivalries.Itisanacceptablefactthatpricesfallasadvertisingincreases demand, and if advertising is stopped, demand would also fall and eithertheproductwillfailto sellorpricewillincrease.

2.2.3		ADVERTISINGOBJECTIVES.
According to Stanton (1975) “the only purpose of advertising is to sellsomething;aproduct,aserviceoranidea.Theultimateeffectofadvertising should be to modify the attitudes and or behaviour of thereceiverofthemessage”.
Before an advertising programme or campaign is developed, advertisingobjectives must be set. These objectives will flow from earlier decisionmakingaboutmarketingmixandtargetmarket.Itismarketingmixstrategythatdefinesthejobadvertising hasintotal marketingplan.
According to Dalrymple and Parsons (1990), under most conditions theprimary objective of a firm is profit. Consequently, we should select theadvertising alternatives that generate the highest present value of long-term profits. Non-profit organizations focus on net benefits rather than onprofits”.
InsettingadvertisingobjectivestheDAGMARapproach(definingAdvertising Goals for Measured Advertising Result) is one method that canbeused.Fromthismethod,alladvertisingobjectivesshouldbeprecisely defined;thetargetaudience,thedesiredpercentagechangeinsomespecifiedmeasureofeffectiveness,andthetimeframeinwhichthatchangein tooccur.
ADVERTISINGOBJECTIVESCOULDBE:
· Tocreateawareness,buildpreference,encouragepurchasenowrather than later, consolidating an existing reputation and correctmisleadinginformationorclaimsofothersbytransmittinginformationtoencourageunderstanding.
· Toimprovethedealersrelationships.
· Toremindthecustomersveryoftenabouttheproduct(s).
· Reachpeopleinaccessibletosalesforceastheplacetheycanreachare limited.
· Enteranewgeographicalmarketorattractnewcustomers.Thishelpstoexpandsales.
· Toimprovecustomersattitudestowardstheproduct(s).
· Buildgoodwillforthecompanyandimproveitsreputation.
· Communicatenewinformationaboutproductfeatures.
· Strengthen association of the brand with powerful purchasing motivesand determineconsumers’attitudes.
· Stimulatehighrateofre-purchase;disseminationaboutsales,services or events, announcement of special sale and for building ofanorganizations’image orbrandofaproduct.
Advertising allows for a message to be repeated many times and massadvertising by an organization engaged in selling shows the size, popularityand successof theorganization.
A complete communication system usually provides for a feedback paththrough which reverse information flows from the receiver to the sender inorder to enable the sender to know the impact his original message hasproducedon thereceiver.
Unfortunately, advertising does not provide for a direct feedback and itlooks more like a one – way communication. One can think of consumerpurchases as providing an indirect feedback to the sponsor regarding theeffectoftheadvertising.
The marketer knows that merely loading people with information about aproduct is not enough. A carefully designed persuasive message is neededto gain initial trail or increased purchases of the product in the face ofcompetition.
HOWADVERTISINGWORKSAND ITSEFFECTIVENESS
There has been a long debate about how advertising works, whether itactuallyconvertsorprimarilyreinforces existingattitudes.
Advertising can have a variety or influences such as supplying information,reminding consumers of past sources of satisfaction and affecting attitudes.It can also call for varying responses from target groups. Whether or notadvertising aims at a direct response or the seeking of future informationwilldepend verymuchuponthe mediausedandthetargetgroup.
Some advertising aims directly at a need, hoping that target groups willidentifywithsomeconditionsportrayedandwelcomesthesuggestiongiven as to how this might be dealt with. Adverts of this kind can link aproduct to a particular occasion, for example a bedtime drink. One of thedisadvantages of this approach is that the product in question may nolongerbeconsumed onotheroccasions.
Given the uncertainty regarding how and why advertising works, variousmembersofanadvertisingdepartmenthavedevelopedtheirownpettheories.Thiscanleadtodisagreementsandconflicts.Itwouldbeconvenientifwecouldmeasuretheresultofadvertisingbylookingatsales.Certainlysomebreakthroughadsdohavedirecteffectonacompany’s sale and the advertising literature is filled with success storiesthat“prove”advertisingincreasessalesideally,advertisersshouldpre-list advertising before it runs rather than relying solely on their own guessesabouthowgood  advertisingwillbe.
The judgment of creative people or advertising now demand laboratory ormarket tests to evaluate an advertiser’s effectiveness. There has equallybeen a lot of critical comments about effectiveness of advertising in marketplace. The most notorious of these is accredited to Lord Leverhume whostated that…. “One half of each advertising money spend is wasted, but Ido not know which half”. Martin Mayor explained “only the very brave orthe very ignorant can say exactly what advertising does in the marketplace”. Research is carried out to produce a good evaluation. Research willpinpointproblemsareaswithintheadvertisingeffortthatrequireimprovement. Nwosu (2007) noted that research has invariably helped toincreaseadvertisingresultsbytellingmarketersmoreaboutthefollowings:
· The	relationship	between	liking	an	advertisement	and	itseffectiveness.
· Theimpactofrepetitiononcustomerirritabilityandonsales.
· Theimpactofproductssettinginatelevisioncommercialanditsadoption.
· Theimpactofadvertising intensity,orcustomers’reactionintermsofexpenditureofadvertisers,moneyandexposure.
· Thevalueofsegmentation.
· Theimpactofproductlifecycleonadvertisingeffectiveness.
TYPESOFADVERTISING
There are many ways to categorize advertising as given by Dalrymple andParsons (1990) and their importance in understanding their development.Theyarethefollowings.
· Institutional Advertising:This is when advertising is promotingthe name or image of an organization rather than its goods andservices.Thereisequallyanumberofreasonsforpromotingacompany’simagepositively;encouraginginvestment,attractingtalented employees, lobbying government officials, opening doors forsalespeopleamongothers.Adirika,EbueandNnolim(1996)described it as “goodwill” advertising designed to promote the firmsoverall quality image or reputation. Example is an advertisement by asportsmanufacturingcompanyurgingthepublictoexerciseforsurvival”.
· Product Advertising: In contrast to institutional advertising, manyadvertising focus directly on specific goods and services, leading tothetermproductadvertising.Thisadvertisingpromotesspecific productswhilepromotingthesupplyingcompanytoalesserdegreeornotatall.
· CompetitiveAdvertising:Thistriestopromotespecificproductfeatures asbetterthanthoseofferedbycompetitors.
· ComparativeAdvertising:
Thisisaspecialcaseofcompetitiveadvertisingthatexplicitlycompares a product with one or more competitive products. This is tobuild selectivedemand.(BennetandBlyth,2002).
Evans and Berman (1982) identified other types of advertising as Direct-actionAdvertisingthattirestomotivatecustomerstotakeactionimmediatelyafterbeingexposedtotheadvertising.Indirect-actionAdvertisingalsotriestoinfluencefuturepurchasesandotheractions.PioneeradvertisingbuildsprimaryratherthanselectivedemandandReminder advertising which aims at existing customers, telling them thatproductsthey haveadoptedarestill available.
Keegan(2002)equallymentionedothertypes ofadvertisingasRetailadvertising, Local, Co-operative, Trade, Industrial, Farm and Professionaladvertising.
Subliminaladvertisingwhichisatypeofadvertisingthatpurportedlyattemptstoinfluence,consumerperceptionsandbehaviourthroughsymbolsthatarenotconsciouslydecoded,boththeexistenceandeffectivenessofsubliminaladvertisingare unproven(Jefkins,1983).
[bookmark: _TOC_250019]2.2.4SALESPROMOTION
Salespromotioncanbesaidtoconsistofallmiscellaneousformsofpromotionmostlyofthenon-personalvariety,butinsomecasesinvolvingamixtureofpersonalandnon-personalchannel.SalespromotionaccordingtoAllvine(1987)offerspotentwaystotieapromotionalcampaigntogether,infusingitwithaddedstrength”.
SalesPromotionhasbeenvariouslylookedat,bydifferentmarketingauthors. Two of these are by Tull and Kahle (1990) that see it as a shorttime price, prize (gift) or product incentives designed to induce purchasewhenofferedtodistributors,industrialusersorconsumes.
Onah and Thomas (2004) defined sales promotion as those marketingactivitiesotherthanadvertising,personalselling,publicityandpublicrelationsthatstimulateconsumerspurchasinganddealers’effectiveness.
These activities could be displays, shows and exhibitions, demonstrationsandvariousnon-recurrentsellingefforts.Ineffect,salespromotions,isacatch-all category. It includes all forms of promotion otherthan thosefallingwithinone oranotherofthemajorcategories. McCarthyandPerreault (1996) defines sales promotion as those promotional activitiesother than advertising, publicity and personal selling that stimulate interest,trialorpurchasebyfinalcustomersorothersinthechannel.Salespromotion is generally used to complement the other promotion elements.It is generally a short run tool used to stimulate immediate increases indemand. Some of the activities which are classified as sales promotion areasfollows:-
· Productsamplinganddemonstration:
This is a situation where the customer either gets the product free or isallowed to use it free of charge for a period of time. Sampling is useful forattracting near users particularly when a product is introduced or improvedor at the entering of new markets. It is the “seeing is, believing” prospect.Sampling is generally more effective when important aspects of productsfeaturesbenefitscannotbefullyconveyedinadvertisingorpersonalselling. According to Benett (1988) “the most effective way to encourageconsumers to try a new product as well as the most expensive is to givefreesamples”.
· Couponing:
The consumer is given a leaflet (coupon) or voucher, which enables him orher to buy a product at a cheaper price. Coupons are used to produce trialsandconvertstoregularusersandtoattractmanyprospectstotheproduct. One of the problems facing coupon promotion according to Benett(1988)isthatasidefromthecost,somemarketersquestiontheeffectivenessofthistactic,claimingthatcouponsundercutthebrandloyaltythatadvertisingseekstoestablish”.
· Premiums:
They are used to boost sales by creating product awareness and trial.Premiums are of two main types: free in-mail and self liquidating premium.Free-in-mail premiums offers a product free for the purchase of anotherproducte.g. freetoothbrushforbuyingclose-uptooth- paste.

· Price-off(pricereduction):
Thisprovidesaquick,defensiveresponsetooff-setacompetitor’spromotion.Price-offisa“Markdown”intheretailpriceoftheproduct.Pricereductionscouldbeemployedbythemanufacturerortheretailer.Itis usuallyprintedatthepacketor cover oftheproduct.
· RefundoffersandDiscounts:
This is a special consumer deal that is used to encourage customer to buyand to reinforce brand loyalty. Refunds create interest and provide goodsales atmosphere or talking point for the sale people, and are often used toattract special attention to the products package. Example is buying threeunitsofitemsfor apriceof two.
· SweepstakescontestsandGames:
They usually attract high customer interest and consumer involvement andalsogeneralnewtrialsforthecompany’sproducts.Sweepstakesandgamesgenerallyrequirecontestantstoparticipateinthecontestbysendinginanentryinaspecialstipulatedformatdeterminedbythepromoters.Exampleonedoneby 7up company notlongago.
· Tradingstamps:
Theyareusuallyinitiatedbyretailers,tocreatesteadyusers.Theappealas a promotion tool has declined rapidly due to the diminishing novelty ofsavingstamps.
· Pointofpurchasepromotions:
Theseareincentivesthataredisplayedatthepointorpurchase.Manufacturesprovideadvertisingallowanceanddisplayallowancetomiddlementoenablethemdisplaytheirmerchandiseattractivelyand encourage them to carry the manufactures products. This includes windowdisplays,telltags,shelftalkers,bannersandsigns,counterdisplays,clocks,logoetc.
· Give-away:
These are special gift items to customer. The purpose is to remind andreinforce a product or company message. Give-away items are usuallyfrequentlyusedandrelativelycheapitemssuchaspens,pencils,notebooksetc.
· Tradedeals:
These are buying allowance introduced to stimulate middlemen to carrymerchandise or to increase sales efforts. Manufacturers could offer to “buyback from the middlemen unsold stocks of an old product in exchange forstocking new and improved version by the middlemen e.g. vendors sellingmagazinesandnewspapers.
· Tradeshowsandexhibitions:
Many industrialists, professionals and manufactures participate in Nationalor state trade fairs or exhibitions. In Nigeria, the chamber of commerce inconnection with the Nigerian Association of Commerce, Industries, MinesandAgriculture(NACIMA)organizesnationaltradeexhibitionsthreetimesin every year in three different zones. The zones are Enugu, Kaduna andLagosStates.
· Directincentives:
Direct stimulation of the sales force is undertaken by manufacturers to spurthem to highest sales performances. Sales persons working for distributorsarealsooffereddirectincentivestoenlistbrandsupportespeciallyinsituations where these sales persons handle a large number of differentbrands.
2.2.5 [bookmark: _TOC_250018]SALESPROMOTIONSTRATEGIES
Doole and Lowe (2001) gave the steps required to plan and implement asales promotion strategy as similar to those of advertising campaign. Itinvolvesunderstandingthetargetaudience,establishingobjectives,identifying resource constraints, selecting methods and carrying out theevaluation.
Commonobjectivesofsalespromotionsare equally listed as thefollowings:
[image: ]Gainingnewcustomers
[image: ]Retainingcurrentcustomers
[image: ]Increasingconsumption
[image: ]Increasingbrandawareness
[image: ]Increasingattentionfromintermediaries
[image: ]Broadeningdistributionchannels.
[bookmark: _TOC_250017]2.2.6		SERVICESRENDEREDBYSALESPROMOTION
The promotional department of a company is responsible for the setting ofpromotionalobjectives.PromotionalobjectivesaccordingtoOnahandThomas (2004)must be precisely statedsothat weknow what messagewe wish to direct to which customer group to attain what specific purpose.If our destination is vague, we will not really know if we have reached it.That is why the objectives of sales promotion will vary with the type oftargetmarket.
1. ForConsumers:theobjectivesincludeincreasingbuyingresponsebyencouraging:
a. “Shopandbuy”:-Thisistobuildtrailamongnon-usersandtocreateintheconsumerthedesiretopurchase.
b. “BuyBigger”:-Inducingmoreusageandpurchaseoflargerquantityand
c. “Repeatpurchase”:- Persuadingcustomerstoreturnagainandgain.
2. ForRetailers:objectivesincludesellingeffortsandintensitybyencouraging:
a. Moreallocationofshelfspaceandlargestockingofthefirm’smerchandizeinthehandsoftheresellers–retailersandwholesalers.
b. Specialsellingeventsandinstoredisplaysundertakingbyresellers.
c. Promotionsbyresellerstooffsetcompetitivepromotions.
d. Entryintonewretailoutlets.
e. Forsalesforce:objectivesincludeincreasedsellingeffortsbyencouraging:
f. Callonmoreaccountsorprospects
g. Stimulatingsalesinoffseasons.
“Over-alltheobjectivesofsalespromotionistoattractnewbuyers,penetrate new markets, generate new customers and provide better valuesand increased buying incentives for the firms customers” Adirika et al(1996).
McMurry, (1996) however, suggested the following reasons for undertakingsalespromotionalefforts.
[image: ]Callingattentiontoproductimprovement
[image: ]Informingbuyersofanewbrandofproduct
[image: ]Improvingmarketshare
[image: ]Acceleratingusageratebypresentusers
[image: ]Maintainingcustomerspatronageandbrandloyally
[image: ]Obtainingdealeroutlets
[image: ]Securingadditionalshelfspaceanddisplay
[image: ]Creatingtalkingpointsforsalesforce
[image: ]Aidingintheproductspositioning.
[image: ]Increasingdealerinventoriesinlieuofcompetition(thisiscalled“tradeloading”).

2.3	EMPIRICAL REVIEW
Sales Promotional activities in Nigeria today haves taken a very dramatic change from what was witnessed in the eighties and early nineties. The emergence of more manufacturing companies with different product mix and product to offer to market, contributed immensely to this change. Nigeria being a free enterprise society does not restrict one to what he should do as regards to business provided it is in conformity with the laws of the country. These companies are so many that competition becomes so high and to this effect, a lot of modern techniques in promotion for their products has come into the Nigerian promotion strategy.
All the five promotional tools are near being fully exploited by some of these firms to gain competitive advantage over rivals. Among the five promotional tools enumerated, advertising, sales promotion and personal selling are the most widely used methods by Nigerian companies in creating awareness in consumers about the availability of their products. Under advertising, the most widely used media are through daily newspapers, radios, television. Sales promotion and personal selling also takes turn in the promotion activities as a follow-up to advertising. These can be justified by the increase in number of salesmen and sales representatives in manufacturing companies.
The fact that sales promotion has become the “hub-nun” of today’ business, complex commercial industrial world hardly requires emphasis. The diversity of tastes to be catered for, the numerous alternative choices of goods and services that are available competing for the scarce nature and content of these goods and services, thanks to technology, which makes promotion a necessity.
The dwindling spending power of the man in the street and the need for prudent investment of his limited resources combine to make promotion a welcome development in the modern world. Presenting him available options where and how they can contained these facts, of course, makes promotion indispensable. Is promotion as good and desirable as it is portrayed? Is it as functional and relevant? Has it been beneficial or harmful to the development of modern man? These questions were given due consideration by Amechi (1991) when he was discussing the roles of promotions (promotional elements) in Nigeria’s economic growth. 
He started by pointing out that since marketing is a management function which constantly seeks to identify and satisfy the needs of consumers, and that promotions being one of the four pillars of marketing helps to influence the consumer whose behaviours towards goods and service can make or mar economic growth. More than that, the activities of the promotion he said help the marketing of products and of course the Nigeria economy through:
The encouragement of market, media and consumer research to enrich the nation data bank for purposeful economic planning and industrial growth.
By encouraging competitions which helps to raise productions quality and also reduces demand inflation.
The creation of product awareness in the relevant markets which in turn encourages wider distribution of goods and services to the benefit of the promotional activities of Nigeria bottling company.

CHAPTER THREE
RESEARCH METHODOLOGY
INTRODUCTION
3.1	RESEARCH DESIGN
For this study the researcher employed descriptive and explanatory types of research designs. Descriptive research attempted to describes the extent of sales promotion as a tools for achieving organization goals, while explanatory research design attempted to clarify and connect ideas to understand tools to achieving promotion goals in 7up bottling company and organizational productivity. So in this study the researcher had used both descriptive and explanatory research designs to generate necessary information and come up with more rich and comprehensive data, the researcher was employed quantitative research approach for this study.
3.2	POPULATION OF THE STUDY
Generally 7up bottling company had 181 employees from this employees 25 of them were casual workers and 156 of them werepermanent employees, so the researcher was concentratedthe study ononly permanent employees of the organization, because permanentemployees had accurate knowledge about the how sales promotions goes in the department program because they are primarily exposed to the problem buttemporary employees had not much more affected by the problem and they have not enough knowledge about the program, becausethey move time to time and place to place, so they had not accumulated knowledge about sales promotion in an organization;they come to the factory only to satisfy their need to get payment; they had not much attention about thefactory productivity. So to get accurate and reliable information the researcher based the study only on 156 permanent employees thefactory.

3.3	SAMPLE SIZE AND SAMPLING TECHNIQUES
The population was large according to the researcher budget and time, so the researcher determined sample size to know what number of population the researcher would take to get accurate information for the study from a given population. Then the researcher was determined the sample size based on the formula of Yamane, (1967) which is a simplified formula for calculating the sample size for not very large enough and known population size. The formula is as follows;
𝑛 =		𝑁 1+(𝑒)2
Where n= required sample size
N= total target population E= level of precision or error
The determination also assumed 95% confidence level and 5% level of precision.
After using the above calculation the researcher determined the sample size, therefore the sample size for this study was 112.
3.4	METHOD OF DATA COLLECTION.
The type of data collection method that the researcher used was only questionnaire method. In this instrument the researcher was used only close ended questionnaires. That close ended questionnaires was developed using an instrument called Likert scale from strongly disagree (1) to strongly agree (5) which were distributed to employees of the factory. This instrument was preferred, to get more flexible ideas from respondents and offered greater accuracy in judging their view.
3.5 	INSTRUMENT OF DATA COLLECTION
Primary Data: questionnaires were administered on the end-users of N.N. Fems Products which are the Hair Dressers and our Wholesalers, Retailers and final Consumers in Akure.  The questionnaire contained both structured and unstructured question and were designed to facilitate the validation of the research hypothesis. In the questionnaire, all questions were closed ended.
Secondary Data: Annual and Monthly Sales achievement was collected from the head office for year 2011, 2012, 2013.
SAMPLE SIZE
The numbers of questionnaire administered is 80.
FIELD Work
The field problem were minimise due to familiar attitude of the respondent which are easily overcome by day to day experience with our esteemed retailers and end-users.
ANALYTICAL PROCEDURES
The procedure for analysing the information gathered (questionnaires and sales records) was informed by the nature of the hypothesis formed. The statistical analytical procedures employed include the followings.
BAR CHARTS: this was used to make a comparative analysis of sales records achieved over a three year period. Here, quarterly and annual performances were easily compared. The effect of sales promotion was expressed in terms of sales volume achieved, pre sales promotion, during and after sales promotion analysis was ensured.
MEAN SCORE METHOD: the Reponses were weighted and average taken (mean). It is the arithmetic average value of the variables i.e. the sum of variables divided by the number of items.
Mean (x) =Efx
Ef
Where x is the number of items
F is the frequency of occurrence
E is the summation sign

3.6	 HYPOTHESES
The following hypothesis shall be tested in the course of this study Viz.
· Sales promotion campaign generates high level of sales turnover.
· Sales promotion builds brand loyalty.
· Sales promotion gives a short term lift to a product in other to achieve a tactical objective.
3.7	METHOD OF DATA ANALYSIS
The data was analyzed through both descriptive and inferential statistics by using computerized system that is SPSS version 20. Fromdescriptive statistics frequency, percentage, mean and standard deviation were used. The reason for using descriptive statistics was theresearcherwantedtosummarizethedatacollectedintablesforbetterunderstandingforthereadertoeasilyexaminetheresults.And from inferential statistics by using correlation and multiple regression model. Also the reason to use inferential statistics was the researcher wanted to generalize and make predictions from the results of the data.To accomplish this study the researcher used only primary type of data and from this primary data the source of data were employeesof the factory, which enabled the researcher to meet the objective of the study outlined at the beginning or to meet ultimate objectiveof the study.
3.8     HISTORICAL BACKGROUND OF THE CASE STUDY
Seven up Bottling company Plc., is a leading fast moving consumer good (FMCG) company in Nigeria, an independent and distributor of popular brands of soft drinks, such as are Pepsi, 7UP, Mirinda, Teem, Aquafina and Mountain Dew.
From Nine state of the art production plants in strategically locations, 200 well-coordinated distribution centres or depots spread across the length and breadth of Nigeria, Seven-up produce and market these international brands which has enjoyed tremendous success in the market place. The company also has operational bases in Tanzania and Ghana.
For the third consecutive years, Seven-up bottling company Plc, with a vision to becoming one of Nigeria’s most admired companies in Nigeria has been selected as one of the 50 most popular and top on the mind brands in Nigeria.
Sevenup Bottling Company Plc. was founded by a Lebanese, Mohammed El-khalil. He came to Nigeria for the very first time in 1926 and has since become part of the Nigeria history especially with the birth of the soft drink giant. On 1st of October, 1960, the day Nigeria became an independent state; Nigerians also experienced the birth of a soft drink giant as the first bottle of 7Up rolled out from the company’s factory, located in Ijora, Lagos.
Since then, the company continued to grow in the leap and the bound. In the late 80s, the company established two more plants in Ibadan and Ikeja. In the early 1990s when Pepsi International took over 7Up international, the company introduces the Pepsi brand to the Nigeria people.
Seven-Up bottling company Plc produce and distribute the favorite brands of soft drinks: Pepsi Mirinda Seven Up and Mountain Dew. These brands are popular and widely consumed across the length and breadth of Nigeria. They also have nine bottling plants with state of the art manufacturing facilities located strategically across the country. Seven-Up Bottling Company has a well-coordinated distribution network with an extensive network of over 200 distribution centers located across Nigeria.
The company has been involved with various event and sponsorships as part of her CSR, some of these are the Pepsi academy which has produced many football stars, the Nigerian idol, a music talent show, The African cup of nations, in health care and many others.
With over 3,500 employees and lots of exciting brands, the Seven-Up bottling company is among the 50 brands in Nigeria


CHAPTER FOUR
4.0 DATA ANALYSIS AND TESTING OF HYPOTEHSIS
The primary Data collection,
Distribution by sex of respondents.
	SEX
	No of Respondents
	Percentage (%)

	Male
	42
	53

	Female
	38
	47

	Total
	80
	100


Source: field survey 2025
The analysis of sex distribution shows that 42 male respondents representing 53% of the respondents returned the questionnaires and 38 female respondents representing 47 % of the respondents returned the questionnaires.
The structure of the questionnaire so distributed among the customers could be described as open ended.  The reason is to avoid any leading responses. The questionnaires were designed to bring out from the respondents what he/she really has in mind about the question put across.
4.1 	ANALYSIS OF QUESTIONNAIRES TO N.N. FEMS CUSTOMERS
Research question 1: What do you understand by sales promotion?
TABLE A
	Responses
	Frequency
	Percentage (%)

	Giving customers gift as appreciation for their performances
	53
	66.2

	Rending good services
	20
	25

	No comment
	7
	8.8

	Total
	80
	100


Source: Field Survey 2025
From the table above, 66% of the respondent showed a positive inclination towards their understanding of sales promotion.
Research question 2: Contribution of sales promotion to the growth of business
TABLE B
	Responses
	Frequency
	Percentage (%)

	Increase patronage and profit
	66
	83

	Boost company image
	14
	17

	Increase number of offices
	-
	-

	Total
	80
	100


Source field survey 2025
The figure established in this table show that most N.N.Fems customers understands that sales promotion will increase customers’ patronage and will in the long run lead to more profit for the business. A conservative minority of 17% feels that sales promotion will boost company image
Research Question 3: From your own assessment which one of the following do you think plays the dominant role in attracting customers to your organisation?
TABLE C
	Responses
	Frequency
	Percentage (%)

	Sales promotion
	26
	33

	Quality of product
	52
	65

	Availability of product
	2
	2

	Conducive environment
	0
	0

	Total
	80
	100


Source: field survey 2025
In attracting mor customers to the organisation, 33 % of the respondents believe that sales promotion will attract more customers while majority of the respondents   about 65% believed that the quality of the product plays a dominant role in attracting more customers than sales promotion. On the other hand, availability of product attracted 2% response.
Research Question 4: How regular do you do sales promotion?
TABLE D
	Responses
	Frequency
	Percentage

	Monthly
	13
	16.3

	Quarterly
	42
	53

	Annually
	25
	33

	Total
	80
	100


Source: field survey 2025
From the table above, 16.3% of N.N.Fems customers confirm that the company carries out sales promotion on monthly basis while 53% of the population sample said the company does sales promotion on quarterly basis while 33% of the respondents said sales promotion should be carried out annually.
Research question 5: Did Ozone & Apple Cosmetics Company give out souvenirs to customers during festive periods?
TABLE E
	Responses
	Frequency
	Percentage (%)

	Sometimes
	27
	34

	Very often
	39
	49

	Not at all
	14
	17

	Total
	80
	100


Source: Field survey 2025
From the table, 49% of the respondent confirmed that they usually get souvenir from N.N.Fems while 17% of the respondent answer was in the negative.
Research question 6:  sales promotion contributes to the increase in the level of patronage.
TABLE F
	Responses
	Frequency
	Percentage (%)

	Agree
	78
	98

	Disagree s
	2
	2

	No opinion
	-
	-

	Total
	80
	100


Source: field survey 2025
The figures established in this table shows that most customers will send more documents and parcels with sales promotion which will generate high level of sales turnover. With 97.5% 0f the respondents confirming this while 2.5% of the respondents said sales promotion would not affect the level of their patronage.
TESTING OF HYPOTHESIS
Hypotheses 1
Sales promotion generates high level of sales turnover.
To test the hypotheses, 3 years sales records of N.N.Fems spanning 2011, 2012 and 2013 were gathered and analysed.
	Quarter
	Month
	N (M) 2011
	N(M) 2012
	N(M) 2013

	1st
	January
February      March
	79                      95                      90
	80                        90                      92
	120                    200                  240

	Total
	
	264
	262
	560

	2nd
	April                may                      June
	120                     200                  250
	75                              100                     95
	77                    110                   120

	Total
	
	570m
	270m
	307m

	
	
	N834
	N532
	N867


Source: Field survey 2025
Asterisks indicate the quarter in which sales promotion campaign was carried out. In year 2001, N.N.Fems carried out a sales promotion in the second quarter of the year (April, May and June). The promotion was a cash discount and N.N.Fems bags and pen. The promotion boosted the second quarter sales above the first quarter.
In year 2003, sales promotion was flagged in the first quarter, the objective is to increase patronage of the customers nationwide. Price discount of 20% was offered to all customers. In addition to this, were free umbrellas, mugs, T-shirts and pen. This makes the sales figure in the first quarter N253m above that of second quarter and N298m above that of previous year.
In the final analysis, it was demonstrated by N.N.Fems experience that sales promotion is a good tool to generate high level of sales turn over. Therefore, the hypothesis is valid and accurate.
Hypothesis 2
Sales promotion gives a short term lift to a product in other to achieve a tactical objective. The hypothesis was tested using N.N.Fems sales record, as provided by the management. This was in turn analysed via bar chart indicating pre-sales, during sales and after sales promotion performance for the year 2001, 2002 and 2003.
Table J: Sales Records.
	
	2001
	Percentage
	2002
	Percentage
	2003
	Percentage

	Q1
	262
	31.6
	262
	49.2
	560
	64.5**

	Q2
	570
	68.3**
	270
	49.2
	307
	35.4


Source: Field Survey 2023
NB: Asterisked indicate sales promotion.
Hypothesis 3.
Consumers will always buy more of a product if there are sales incentives offering by the organization.
To test this hypothesis, sales record of N.N.Fems for 2 quarters – in 2002 were examined. In the first quarter, there was no sales incentive while there was a sales incentive in the 2nd quarter.
Sales figure for Quarter 1 and 2, 2002.
	Quarters
	Month
	2002 (N m)

	1.
	January
February
March
	150
147
152

	2.
	*April
*May
*June
	162
170
195


Note: The Asterisked months are the period when there were sales incentives.
In the 2nd quarter of 2002, N.N.Fems embarked on sales incentive for their customers nationwide. The term then was that, any customer that can double its bill against the previous ones might either win a brand new Honda car or 5 days holiday in an expensive hotel in South Africa. In the final analysis, it was discovered that sales figures geared up during sales incentives. Therefore, the hypothesis that says customers buy more during sales incentives is hereby agreed on.

Hypothesis 4
Sales Promotion Builds Brand Loyalty.
Sales promotion affects brand to a very great extent which means consumers are more promotion prove, hence would patronize such brand being promoted.
To test this hypothesis, reference should be made to the questions asked the customers in the questionnaire.
How do you get knowledge of N.N.Fems and its services?
	Response
	Frequency
	Percentage (%)

	Through advertisement
	30
	70

	Through friend working in DHL
	10
	30

	Total
	40
	100


From the above table, it was confirmed that 70% of the customers of N.N.Fems got to know of the company and its services through advertisement, which is an element of sales promotion.
In the final analysis, it could be deduced and confirmed that sales promotion builds brand loyalty.



CHAPTER FIVE.
5.0 SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS
This chapter summaries all major findings and makes recommendation on the subject, sales promotion for organization that engage in the activity.
5.1 FINDINGS:
In the course of this research project, various relevant literatures were reviewed, promoted and tested through data collected and collated from respondents consisting of private and public motorists. It was discovered as follows:
· Sales promotion is a good instrument to stimulate additional sales volume for an organization. It is a short-term strategy to give a lift to poor sales performance. This was validated by N.N.Fems Nigeria Limited and during sales promotion performance analysis in this study.
· It could be said that consumer behaviour is positively enhanced by sales promotion at any point in time. Purchase awareness is created by a notification of sales promotion campaign.
· Consumers are always willing to make saving due to slight price-offs or discounts offered by firms and are always ready to maximize the opportunity wherever the occasion arises.
· It has been established that brand loyalty is built through aggressive sales promotion, but to an extent because a repeat purchase sometimes is reduced in the absence of sides incentives which inevitably makes sales promotion prove ineffective.
5.2	CONCLUSION
The present approach to sales promotion administration by organization can be adjudged to be fairly and reasonably acceptable, but requires effort in order to satisfy the organizational goal and at the same time resulting from occasional disappointments.
Sales promotion covers a wide variety of short-term incentive tools designed to stimulate the consumer markets, the trade and organizations sales forces.
Firms should endeavour, therefore to define its promotion objectives which can be understood by all cadres of staff and the most effective tool should be selected at the lowest cost.
The present economic recession has fuelled up the need for aggressive and competitive sales promotion among almost all the companies now, as revealed by this study. With special reference to courier industry due to high postal charge, any slight reduction in the prices of postal service will lead to a considerable increase in the patronage. This is the main reason why N.N.Fems has adopted the incentive sales promotion scheme to improve its sales volume overtime.
5.3	RECOMMENDATION
The role of sales promotion as one of the components of marketing mine is so immense that it cannot be overlooked. Infact every company now makes use of one sale promotion or the other. However, an arbitrary use of this promotion tool has not helped the situation. From the context of this study, few things should be put in place in order to make sales promotion more effective. These are stated as follows:
This study revealed that N.N.Femss Nigeria Limited did not communicate its sale promotion objective to its road staff (District Managers and Sales Representatives) but would only push to them the sale promotion package and expected results. The road staff never contributed any quota in whatever from expected the outright execution. This practise is not good enough since the only link (sales representatives) between the market and the company has been cut off from making any contributions. The success of the sale promotion rest on how well it is understood by the sale representatives and how it was communicated by same to the participants.
It is hereby of immense benefits to make the objective known and solicit customer’s preference on sale promotion tools through the sales representatives and other field staff. Firms should endeavour to be more truthful and straight forward in implementing sales promotion campaign activities. Here we expect firms to justify, convince and eliminate consumed frustrations associated with promotion incentives (prices, gift or cash) redemption. By this the consumers will develop greater trust in problem of effectiveness at the end of the exercise. Firms are then advised to pay serious attention to the pre-test stage and programs therein.
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