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ABSTRACT 
In spite of the numerals sales promotion techniques available to many organizations, it is important to note that many organizations have not yet appreciated how to effectively and efficiently utilize these sales promotion techniques in attempting to enhance their organization performance.
The objective of this project work is to examine the impact of sales promotion in a business organizational with special reference to Nestle Nigeria PLc.
The method used is survey approach which gives room for primary data-questionnaire while the sampling technique adopted is simple random sampling techniques in which all members of the population have equal probability and independent chance of being selected. The chi-square method is used to test the hypothesis and to examine the effect of sales promotion on organizational performance. During the course of findings, majority of the respondents accepted the fact that sales promotion affects organizational performance and sales volume of the organization.
In conclusion, effective implementation of sales promotional tools lead to increase in sales volume and invariably higher profits. It is recommended that during festive period, organizations should take full advantage by developing an effective and efficient sales promotion campaign that can arouse the consumers awareness, thereby leading to greater purchase of their products.       
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CHAPTER ONE
1.0	INTRODUCTION
	This is the introduction chapter that consist background to the study, statement of the problem, aim and objectives of the study, research questions and statement of the research hypothesis.
1.1	BACKGROUND TO THE STUDY 
The hallmark of every business is to identify, anticipate and satisfy customers (Kings) need; maximize profit, possess competitive advantage; remain relevant in the marketplace. This can only be achieved through the adoption of personal selling in a firm’s operations. Personal selling plays a vital role of creating direct contacts and/ or interactions between customers and sellers/producers as well as enhances a firm’s productivity. 
Personal selling is a process of assisting and persuading a prospective buyer to buy a product in face-to-face situation. It involves direct and personal contact between the seller and his representative with the prospective buyers (customers). 
Personal selling enhances quick customer response, but it is quite time consuming and most expensive of all the promotional mix elements (Gupta and Khanta, 2003; Donaldson, 1995). The need for the adoption of personal selling in the operations / activities of the banking industry cannot be underestimated. Personal selling remains a vital method to contact the prospective buyers personally and to persuade them to purchase a firm’s offerings. Banks can equally use personal selling to convenience customer about the quality of their services and the benefits there of. 
Through personal selling, sales representatives explain to their clients/customers how well the services they are selling can satisfy their needs. They give their clients opportunity to make more enquiries about their services. This assists them to match their needs and the services. Banks representative (marketing officers) informs customers of new products / services and explain to them how best they can use these products. Personal selling equally assists banks to increase their sales and expand the market by identifying new customer, retaining old customers and persuading them to buy the firm’s product. Personal selling is a presentation by the firm’s sales force for the purpose of matching, sales and building customer relationship (Kotler and Armstrong, 2010). 
The need for personal selling activities has increased because of stiff competition, widening of market, changes in tastes of customers and technology, increasing customer relationship and sales volume of the firm.  
bottling company, the maker of steels for building requires personal selling in selling its products like net, nails, roofing sheets, security wires etc.
1.2	STATEMENT OF THE PROBLEM 
Many industries want to grow but do not plan for marketing mix Andersen (2001) notes that marketing mix in manufacturing industries may have been considered irrelevant due to the claimed un-dimensional in competition in the there are no many industries that produce similar products around.
bottling company and other manufacturing industries in Ilorin may not have been using personal selling as very good marketing mix that must be first utilized before other marketing promotional mix should be adopted, whereas industrial goods need to be personal introduced to users to convince them that the product is worth it; these problems are faced in industries on how personal selling could be properly used to increase sales of its products. These and more are what this research study intends to see into.
1.3	AIM AND OBJECTIVES OF THE STUDY 
Understanding the impact of personal selling on sales of industrial goods cannot be over emphasized and therefore the objectives of this study include:
i. To determine the significant relationship between personal selling and sales of bottling company products.
ii. To reveal how personal selling can be used to persuade, inform and create awareness about products of bottling company Industry Limited.
iii. To investigate how Bottling company grow as a result of proper marketing mix.
iv. To find out personal selling increases productivity in bottling company 
1.4	RESEARCH QUESTIONS
	The following research questions will be answered in the course of the research study. These are:
i. What are the significant relationship between personal selling and sales of bottling company products?
ii. How is personal selling can be used to persuade, inform and create awareness about products of bottling company?
iii. How can bottling company grow as a result of proper marketing mix?
iv. In what ways can personally selling increases productivity in bottling company
1.5	RESEARCH HYPOTHESIS
	The following research hypotheses will be formulated in this research study. They are:
Hypothesis I:
H0 I:	Personal selling is not significantly used to persuade, inform and create awareness about products of Bottling company
H1 I:	Personal selling is significantly used to persuade, inform and create awareness about products of Bottling company Limited.
Hypothesis II:
H0 II:	There is no significant relationship between personal selling and sales of bottling company products.
H1 II:	There is significant relationship between personal selling and sales of bottling company industrial products.
1.6	SCOPE OF THE STUDY 
The impact of personal selling on sales of industrial goods is a broad scope but the researcher will undertake this research in term of the following: 
- THEORETICAL SCOPE: The area of coverage of this research work is centered on the impact of personal selling on sales of industrial goods. 
- GEOGRAPHICAL SCOPE: The areas covered in terms of location is Ilorin, Kwara State, where Bottling company situated along Asa-Dam Road, Opposite United Foam Limited, Ilorin. 
- INDUSTRIAL SCOPE: This research work will be centered on manufacturing industry and bottling company Industries Limited (Maker of Steel, nails, roofing sheet and nails) as the case study. 
- TIME SCOPE: As a result of the limited time, the data obtained will be within a span of 2013-2018 years. And the validity of the outcome can only be tenable for the duration of two or more years. 
1.7	SIGNIFICANCE OF THE STUDY 
The significance of this study comes in four folds as it affects the following: 
1. Researcher: It will enable the researcher to gain more knowledge on personal selling and how it is being adopted by KAMWIRE Industry.
	Also, project work is part of curriculum that must be fulfill for the award of certificate. Therefore, it will also help the researcher to be awarded National Diploma in Marketing from the institution.
2. Discipline: This study brings firsthand information needed by lecturers and students of Marketing, who may want to research into topic or related topics of this nature about marketing communication.  
3. Case Study: This will serve as a guide or reference to the management and staff of bottling company Nigeria company in using personal selling to sell its products. 
4. Society: The outcome of this study will be of great advantage to the society in having the knowledge about personal selling and how if effectively applied can lead to growth of the industry. 


1.8	LIMITATION AND CONSTRAINT TO THE STUDY 
In carrying out a research study of this sensitive nature, one cannot afford to expect some constraints which tend to hinder the gathering of accurate and up to-date data. The limitations are: 
- FINANCE: Since the research involved consultation of several textbooks, journal files, magazine, newspapers, articles and other publications, most of these are: capital requirement which is not readily available. It required a lot of human and material effort which are money consuming. 
But despite this, the researchers were able to get necessary information through the help of the parent, family and friend that finance the project.
- ADMINISTRATIVE BOTTLENECK: The staff of bottling company Nigeria company Ilorin were not willing to release of some vital data, which in turn make the work a hell of an ordeal. They fear that that information given may be used against them by their competitive rivals in the industry, because as one major producer of steel in Ilorin, many other are looking on to them. Despite this, the researcher assures them that all information supplied shall be used for the purpose of this research work.
- TIME: As a result of the short academic programme, the research work is encountered with little available for data collection as well as lecture. The time for the project is very short as schedule in the academic calendar of the school. 
But, despite all these limitations and constraints, the researcher ensures that problems encounters did not affect the validity and reliability of the research work. 
1.9	DEFINITION OF TERMS 
The following terms are used in the research study: 
-	Market Place: An open place or a covered building where buyers and sellers convene for the sale of goods. 
- 	Marketing: Marketing is defined by the American Marketing Association as the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers. clients, partners, and society at large. 
- 	Maximization: Maximization refers to the act of making something as large or great as possible. 
- 	Business: An organization or economic system where goods and services are exchanged for one another or for money. 
- 	Population: The number of people in a geographic area. 
-	Personal Selling:  This is also known as face-to-face selling in which one person who is the salesman tries to convince the customer in buying a product. It is a promotional method by which the salesperson uses his or her skills and abilities in an attempt to make a sale.
-	Sales:  The number of goods, products, or services that a company sells within a certain time.
-	Industry: The manufacturing or technically productive enterprises in a particular field, country, region, or economy viewed collectively, or one of these individually.
-	Industrial Goods:  This is made up of machinery, manufacturing plants and materials, and any other good or component used by other industries or firms. 


CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
	This chapter presents the opinions and views of authors and scholars as relevant studies to the topic ‘the impact of personal selling on sales of industrial goods: therefore, this chapter consists of conceptual review, theoretical review and empirical review.
2.1	CONCEPTUAL REVIEW
2.1.1	PROMOTIONAL CONCEPT 
Cole (2011) defines promotion as “the means used in bringing customers from a state of relative unawareness to a state of actively adopting the product”. It is a means of communicating with individuals, groups, or organizations to directly or indirectly facilitate exchange of information and persuading one or more audience to accept an organization’s product. Ross et al (2011) defines promotion as the total marketing communication programme of a particular product. Adebisi (2006) also defined promotion as any marketing effort whose function is to inform or persuade actual or potential consumers about the merit a product possess for the purpose of inducing a consumer to either start buying or continue purchasing the firm’s product. Advertisement, sales promotion, personal selling, direct marketing, public relations and publicity can influence what consumers think about products, what emotions they experience in purchasing and using them and what behavior they perform including shopping in particular stores and purchasing specific brands (Ibojo & Ogunsiji, 2011). 
Since consumers receive so much information from marketers and screen out a good deal of it, it is important for marketers to devise communications that offer consistent messages about their product and place them in media that consumers in the target market are likely to use. This is because marketing communications play a critical role in informing consumers about products and services including where they can be purchased and in creating favorable images and perceptions. Modern marketers are pushing prices high to finance heavy promotion budgets. Recent estimates indicate that consumer packaged goods manufacture allocate fully 58% of their marketing expenditure towards promotion, (Low and Mohr, 2006).
2.1.2 PERSONAL SELLING CONCEPT 
Personal selling has long been recognized as the oldest and probably the most vital component of the promotional mix. The people who do the selling go by many names: sales person / sales force, sales representative, district managers, account executives, sales consultants, sales engineers, agents, and account development reps to name just a few. Personal selling is the personal presentation by the firm’s sales force for the purpose of making sales and building customer relationship (Kotler and Armstrong, 2010; Agbonifoh et al., 2007).
	The impact of personal selling on the productivity of banks cannot be underestimated. Personal selling is the personal contact with one or more purchase for the purpose of making a sale. Personal selling is more persuasive among the marketing communication mix element. Personal selling (service selling) task is to consolidate existing customers, to preserve and expand the volume of business these customers do and maintain inertia in the buyer-seller exchange relationship. It is an interpersonal, face-to-face interaction for the purpose of creating, modifying, exploiting or maintaining a mutually beneficial exchange relationship. It involves direct face-to-face contact and thus the only promotional tool that can encourage and make use of on-the-spot consumer reaction. Personal selling is the process of assisting and / or persuading a prospective customer to buy a product or service or to act favorably upon an idea that has commercial significance to the seller (First Bank Plc/ Stanbic IBTC, Calabar) (Donaldson, 1995; Agbonifoh et al., 2002). According to Kotler and Armstrong (2010) in today’s hypercompetitive markets (including Banking industry) buying is not about transaction anymore; Company salespeople must know their customers’ businesses better than customers do and align themselves with customers’ strategies. Personal selling remains an essential promotional mix element that listens to customers, assess customer needs, and organize the company’s efforts to solve customer problems. Personal selling is a direct spoken communication between sellers and potential customers, usually in person but sometimes over telephone. Personal selling serves as a communication bridge between the organization and the target audience. It is effective because it permits a direct two-way communication between buyer and seller. This gives the organization (First Bank Plc / Stanbic IBTC, Calabar) a much greater opportunities to investigate the needs of their consumers and a greater flexibility in adjusting their offers and presentation to meet these needs (Perreault and McCarthy, 2000; Doyle and Stern, 2006). It is been said that personal selling is very expensive to embark upon by firms but it is also important for firms to view its role and usefulness in their operations.
2.1.3 PRODUCT CONCEPT 
According to Olorunlambe (2013), he defined concept of product is one of the four marketing mix elements in any organization. 
The product is at the centre of the marketing operation of the company. For this reason, the strategy development involves both the marketing and non-marketing executives. And essentially, the goal of the organization is to produce commodities, goods, or services that would satisfy the needs of the consumers, at the marketing place. For this reason, an organization’s fundamental competitive advantage ties to achieving the efficiency of marketing product to the needs of the consumers.
For the marketers, the most important meaning for the product is what it means to the consumers. To the consumers, a product can be described as the expectation of benefits or put differently, as a bundle of utilities consisting of various features and accompanying services. In other words, a product is the essential vehicle for the provision of consumer satisfaction by a company in the market place.
Therefore, a product can be described as a set of tangible and intangible attributes like packaging, coloring, pricing, manufacturer’s prestige, and other things which buyers take as offering satisfaction of want. It is a set of tangible attributes assembled in an identifiable and recognizable form, which carried a commonly understood name.
COMPONENTS OR LEVELS OF A PRODUCT
	There are three basic levels of a product and they are: core product, tangible and augmented product.
· CORE PRODUCT:	Refers to the derived from the product. For example, a consumer buys a loaf of bread to satisfy his or her hungry mood.
· TANGIBLE PRODUCT:	Refers to the physical features of the product. It is the physical concept of a product that can be seen, touched and felt. Core product has to be turned into tangible products such as lipsticks, cigarettes, textbooks, computers, etc. Tangible product normally has the following characteristics: branding, styling, packaging, colour, and other features.
· AUGMENTED PRODUCT:	Can be described as the addition services or benefits that can be enjoyed by a consumer for buying a particular product. Some people tag it as after sales services provided by a marketer to consumers. This includes guarantees, free delivery, installation, credit service and so on.
The level of a product can be illustrated with the diagram below:
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Source:  Kotler, Philip. (2000) Marketing Management. Upper Saddle River, New Jersey: Prentice Hall.
PRODUCT TYPES AND CLASSIFICATION
	Product can be basically classified into two, that is consumer goods and industrial goods. The differentiating factor between consumer goods and industrial goods is destination. Consumer goods are destined for final consumption whereas industrial goods is destined for use in commercial production consumer goods.
	It may be important to note that the destined between industrial and consumer goods is not a clear-cut because some goods can be classified as consumer goods one time and industrial goods at another time. For example, it is not easy to classify sugar or sale as either consumer goods or industrial goods.
	The purpose of distinguishing between industrial goods and consumer goods is that the reason for buying categories are different and the marketing strategies that apply is each of them are also different.
2.1.4	INDUSTRIAL PRODUCT CONCEPT 
	Industrial goods are raw materials, equipment, or product components required by the business for the production or distribution of goods or other services. Industrial goods range from mineral, agricultural, and forestry products to complex electronic equipment. Consumer goods, on the other hand, are tangible commodities that are produced and purchased to satisfy the wants and needs of the buyer. The process and industrial products (P & IP) includes some of the world's most complex and diverse organizations and brands producing chemicals, metals, industrial products, forest, paper and packaging. In terms of production goods and services, also called industrial goods have certain characteristics that can be summarized as follows: – In general, they are not intended for consumption, but are used to manufacture other products or participate in company's operations; – In most cases the goods and services production units are bought by commercial or production companies, personal purchase is made only by those who perform a profession of this kind; – Production goods are often bought in large quantities directly from manufacturers or through intermediaries, rarely by retail; – The motivation of purchasing production goods is based mainly on rational reasons; – Assessing the market that offers industrial goods may be easier than evaluating the market offering consumer goods due to the limited number of manufacturers of such goods.(Anghel 2002, 152).
NESTLE NIGERIA PLC  
	Nigerian Nestle Nigeria Plc is a publicly listed food and beverage specialty company headquartered in Lagos. It is majority owned by Nestle S.A. of Switzerland. The company was founded in 1961 and conducted trading under the name of Nestle Products Nigeria Limited. It has its main factory in Agbara Industrial Estate, Ogun State. The firm manufactures breakfast cereal, baby food products, food seasoning and hydrolyzed plant protein mix.
2.2	THEORETICAL REVIEW
2.2.1	AIDA MODEL
According to Wright (2006), the AIDA model is an advertising effect model. It describes the effect of advertising media. The sales process should be sustainably optimized on the basis of this model. The acronym AIDA stands for the terms Attention, Interest, Desire and Action. It was developed by an American businessman and has been in use since the late 19th century. It has been reviewed and modified multiple times over the years, both in marketing and public relations. 
[image: 600x400-aida-en-01.png]
Source: Babu, O. S. K., Kumar, D. S., Sriram, O. P., Sivanath, S. (2010). Impact of advertisements in social networking sites. Published by international telecommunication society
The Formula
The AIDA model is based on four individual stages that attract interested parties who are deciding on a product or service. 
1. Attract attention: The product must attract attention. This is done via the advertising materials. It is a type of “eye catcher.” 
Examples: a strikingly-designed window, a sensational YouTube clip, or a themed newsletter, or a graphic on a Landing Page. 
2. Maintain interest: In the first phase, the attention of the potential customer is piqued; their interest in the product or service should be aroused. 
Example: detailed information on the product presented, for example the product description on a website. 
3. Create desire: If interest in the product is aroused, it is the seller’s task to persuade the customer to own this product. In the best-case scenario, the advertisement or the product itself creates the desire to purchase for the beneficiary. 
4. Get action: As soon as the desire to buy is aroused, this must be transferred into an action, that is, the purchase. 
In the case of online shops, this would ultimately be the shopping cart process, in which a customer is lead to a Conversion. 
These days, the AIDA formula is frequently supplemented with an “S” for satisfaction. Because, in the end, the product bought should also satisfy the purchaser. Ultimately, customer satisfaction does not lie solely with the advertising but rather with the product itself. Therefore, the basic constellation of the four phases is only the prerequisite for the sale. 
With the insertion of the “confidence” (that is, trust) factor, a sixth element can also be added. Many marketers also work with the AIDCAS model to optimize sales processes and advertising effectiveness. 
Application
The AIDA model has now shaped the views on marketing and sales strategies for over 100 years. The formula can still be found in current standard marketing textbooks. But beyond that, AIDA is also used in PR to plan and analyze the effectiveness of PR campaigns. Moreover, the AIDA model still provides valuable information for the rough analysis of advertising messages. The benefit of this simple formula can be found in its simplicity and flexible application possibilities in areas other than store-based or stationary sales. Therefore you could, for example, examine the effectiveness of this formula in the field of e-commerce by analyzing the product presentation of an online shop in terms of the four aspects of the AIDA formula. 
2.2.2	THE HIERARCHY OF EFFECT THEORY
	Laving &Steiner (1961) introduced a theory termed the hierarchy of effects. The theory posits that consumers move from being unaware to being aware, to having knowledge, to liking & preference, conviction and purchase. The theory describes the effectiveness of promotion to jump start the sequence of event needed before a consumer will buy a product and ultimately achieve the marketing objectives.
	Awareness: the individual is aware of the product’s existence. Knowledge: the individual knows what the product offers. Liking: the individual has favorable attitudes toward the product preference: the individual favorable attitudes have developed to the point of preference. Conviction: preference is coupled with a desire to buy and confidence that the purchase would be used. Purchase: attitude is translated into actual buying behaviors. Some authors described the above as AIDAS theory representing the initials of the five words used to express the stages through which the prospects’ mind passes during buying ( A- attention, I-interest, D-desire, A-action, S-satisfaction).

2.3	EMPIRICAL REVIEW
2.3.1	PERSONAL SELLING AND RELATIONSHIP BUILDING 
	For a firm to be successful it has to be able to relate to consumer; customers have to be satisfied with its offerings to be able to do business and to build a relationship with mutual trust. Personal selling plays an important role in enhancing customer-firm relationships. Customer relationship is the approach of firm to winning and retaining customer. One of the unique ways of providing satisfaction to consumer is through personal selling. Currently, the banking industry is characterized by stiff competition arising from the fact that most banks offer the same or equal services, leaving customers with the absent of choice. It is then vital for customers to be properly or correctly informed, convinced and provided with benefits about a firms offering. This can only be achieved with the use of personal selling in a firm’s operations. The Bennett (1999) study using data collected through a mail survey examined the role of personal selling in enhancing customer – firm relationship. A questionnaire was sent to 677 foreign companies across a variety of product sectors. The questionnaire was mailed to the Head of Marketing (China) at the registered domicile address of the subsidiary or joint venture (typically in the home country of the foreign partner). 111 complete questionnaires were received. 49 of the respondents were based in Hong Kong, 23 in the USA or Canada, and 17 in Western Europe. The rest of the respondents were located in Australasia, Singapore and a variety of other countries. The study obtained the following findings for the sample revealed that strong personal selling and social relationships are a prerequisite to developing a close customer-firm relationship. In view of the intense competition in consumer banking in Singapore, banks engage sales representatives (sales agencies) to sell their credit cards to consumers which in turn lead to customer-firm relationship and increase in the profit margin of the bank. The Standard Chartered Bank (A British Bank) in Singapore sells their products through sales representative (agents) to potential and actual customers. Through this form the bank possess a competitive advantage over other banks (So and Speece, 2000). Backstorm (2002) in his study “Personal selling and customer relationship” revealed that personal selling activities (examples sales presentations, customer visits, trade fairs, entertaining the customer) are performed by the investigated companies in order to have a reason to contact the customer and develop the customer relationship. Backstorm (2002) in his study – Personal Selling and Relationships, examined industrial selling in Swedish Manufacturing Small and Medium-sized enterprises (SMEs). The research work used survey research design by employing the personal interview technique. A total of 19 respondents of various cadres of the selected companies were interviewed. The study revealed that personal selling activities (example sales presentations, customer visits, trade fairs, entertaining the customers) developed long term customer-relationship i.e. personal selling have significant relationship with customer relationship. His further study of small-to-medium-sized financial services marketing firms in South Africa revealed that personal selling enhances long term customer relationship that drives the sales transaction, which in turn have important implications for selling. There is a dramatic shift in the impact of the selling process from the 20th century to the 21st century. Thus, as customers become more sophisticated and better-informed (McDonald et al., 2000), the sales process is much less about selling a product and much more about creating a relationship.
2.3.2	STEPS IN MAKING SALES 
	The process involves the following stages:  
Stage 1: Pre-sale preparation: The first step is the selection, training, and motivation of sales persons. The sales personnel must be knowledgeable of the firms; its products/offerings, the market environment, be skillful in selling, and be well informed about the competitor’s products and the degree of competition. They should also be acquainted with the techniques of effective selling and the policies of the firm  
Stage 2: Prospecting/qualifying: this entail finding and identifying prospects who need the product and possess the ability to make a purchase decision. For example, a child may be a prospect for a toy, but the qualified prospect is the parents who make the purchase decision.  Stage 3: Approach: After prospecting/qualifying, the salesperson should approach the customer in a polite and dignified way. He should make the customer feel that he is getting proper attention of the salesperson. The salesperson should be very careful in his approach as the first impression lasts for long.  
Stage 4: Presentation/ Demonstration: At this stage, the sales person actually gain customer’s attention and presents the products by describing or explaining its attributes and benefits to the prospect. However, selling products may require their demonstration/workings to the prospect in order to arouse interest and convince the prospects to make a decision. A good demonstration often results in sales decisions by prospects.  
Stage 5: Handling objectives: The salesperson should clear all doubts and objections without entering into controversy and without losing his temper. He/she must be articulate and possess the ability to convince and persuade the prospect. He should not lose patience if the prospect puts too many queries and takes time in arriving at any decision.  
Stage 6: Sales decision: At this stage, the prospect makes a decision to buy or not to buy. However, the sales person could guide but not cajole the prospect to make the decision. He should assure the customer that he has made the right choice if he/she chooses to buy. But if the prospect closed the sales by not buying, the sales person could politely request a repeat visit at his/her convenience.
Stage 7: After sales activities: At this stage, the sales person investigates if the customer was satisfied with the purchase/decision. On the other hand, prospects who did not buy now, are revisited to enhance sales probably at subsequent visits. It helps to secure repeat sales, to identify additional prospects and to evaluate salesman’s effectiveness.
2.3.3	IMPORTANCE OF PERSONAL SELLING 
	Donaldson (1995) opined that the role of personal selling has two interrelated function - information and persuasion. The information role is part of a two-way process whereby information about the company’s (First Bank Plc and Stanbic IBTC) product or offer needs to be communicated to existing and potential customers and, in the reverse direction, customers’ needs are correctly interpreted and understood by management. Salespersons from First Bank Plc and Stanbic IBTC impact knowledge about the product or serve which provides benefits to customers and also a range of information on promotional support, finance, technical advice, service and other elements which contribute to customer satisfaction. Salespersons are also the face-to-face contact between purchasers and the company and for good reason are referred to as the eyes and ears of the organization. The second role of personal selling is the persuasive nature of personal selling. Identifying customers’ needs and market opportunities can never be overstated. Nevertheless, in competitive markets (banking industry) prospective customers are usually faced with an abundance of choice. Customers / purchasers will have to be convinced that their needs have been correctly identified by the company (First Bank Plc and Stanbic IBTC, Calabar) and that the offer provides benefits over any other firm. Personal selling remains an essential marketing tool in convincing customers to patronizing a firm’s offering. Personal selling plays a key role in the marketplace and for the organization.
2.3.4	FACTORS TO BE CONSIDERED WHEN CARRYING OUT PERSONAL SELLING
	An organization has to consider several factors when deciding and carrying out personal selling for their products. These include: Target audience Weitz et al (2004) noted that personal selling programs are directed to the ultimate consumer, to an intermediary (retailer, wholesaler or industrial distributor) or to both. Kotler and Armstrong (2010) stated that industrial buyers have specialized needs or technical questions and so Personal selling is particularly important as the sales person can provide information and the necessary support after sales.
PRODUCT LIFE CYCLE 
	All products have a product life cycle and the composition of personal selling changes over the four life cycle stages. 
i. Introductory stage: The personal selling objective is to inform consumers in an effort to increase their level of awareness. At this stage, personal selling is particularly important as a means of reaching as many people as possible to build up awareness and interest (Peter & Donney, 2011). 
ii. Growth stage Kotler and Armstrong (2010) noted that primary objective of personal selling is to persuade the consumers to buy the product. Personal selling is primarily used to stress brand differences and to solidify the channel of distribution. 
iii. Maturity stage The need for personal selling at this stage is to maintain existing buyers and remind buyers of the product’s existence. The company also uses premiums to maintain loyal buyers (Sunday, 2011). This enables women groups to maintain their customers because if that is not done the consumers can switch to other companies’ products. 
iv. Decline stage At this stage little money is spent in personal selling as the product is phased out (Kotler & Armstrong, 2010). Although Kimani (2003) disagrees and says that agricultural products are not fashion oriented but rather a necessity and so they do not have decline stage, which may affect their choice of personal selling method. 
Product characteristics
According to Kimani (2003), the proper use of personal selling also depends on the type of products. The characteristics include complexity, risks and ancillary services. 
i. Complexity: It refers to the technical sophistication of the product and hence the amount of understanding required when using it. In this case greater emphasis is on personal selling so that the potential consumers may not fear trying the product (Kotler, 2013). 
ii. Risk: Risk for the buyer can be assessed in terms of financial risk, social risk and physical risk. When the risk is high the need for personal selling is high. For instance, agricultural products are perishable and require healthy handling. This makes them delicate hence use of personal selling will encourage the consumers to try the products earlier before deterioration (Kimani, 2003).
iii. Ancillary Services: James and Philips (2004) explain that the ancillary services pertain to the degree of services or support required after sales. Personal selling is used to establish the seller’s reputation and is essential to build buyer confidence and provide evidence of consumer service. 
Stages of the buying decision
Kotler (2013) noted that knowing the customer’s stage of decision-making also affects the decision on personal selling. Stages in the buying decision include:. 
i. Pre-purchase stage In pre-purchase stage, personal selling is very helpful because it informs the potential customer of the existence of the product and the seller. Personal selling also can play an important role to gain low risk trial (Kotler, 2013). 
ii. Purchase stage At this stage personal selling plays a greater role in encouraging demand (Sunday, 2011). 
iii. Post purchase stage In this stage the buyer needs personal contact hence salesperson is important. personal selling is important also because it assures the buyer that the right purchase was made and can help encourage repeat purchase from satisfied first-time users (Sunday, 2011)
2.3.5	EFFECTS OF PERSONAL SELLING ON SALES OF NESTLE NIGERIA PLC 
	According to Smith and Harrison (1996) and Bubnjevic (2011), a cordial seller-buyer relationship enhances sales. Sales volume is the profit a firm gets in activities operation over a period of time. Knowing customers’ needs and providing same would create customer value and firm’s profitability. Personal selling as a two-way communication process creates direct face to face contacts between sellers and buyers, as well as facilitate quick customer response. Personal selling to a large extent directly increases the sales volume of a firm.	


      CHAPTER THREE
RESEARCH METHODOLOGY
3.0	INTRODUCTION
This chapter contains research design, population of the study, sample techniques sample size determination, method of data collection, research instrument, validity of research instrument and 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.
The design follows accordingly.
3.2	POPULATION OF THE STUDY 
Population: is the total number of people living in a particular area at a given period of time.
Therefore for the purpose of this research, the population comprise of 50 staff of Nestle Nigeria PLc from January 2018-June 2018. 
3.3	SAMPLING TECHNIQUE
The study adopted 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 formula adopted is n = Z2U2
                               U2
Where n = sample size
Z = the research population
U = 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, names: the primary data and the secondary data. The method of data collection used for this study are both primary and secondary data. The primary sources of data were structured interview, and self-administered structured questionnaire which avoided manipulation and increase the quality of research. A total of ten (15) questions were used for the survey questionnaire. Five (5) questions were developed for the interview. 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 dependents 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 instrument was ascertain 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 in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using correlation analysis statistical tools.
These tools were selected because it have functionalities that accommodate the variable of interest.




CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	INTRODUCTION
In this chapter, data will be presented and analyzed. The presentation and analysis is based on the responses from research questionnaires. The research intended to assess impact of personal selling on sales of industrial goods.
4.1	PRESENTATION OF DATA AND ANALYSIS
	There are two sections through which information gotten will be presented. Section A: demographic information and Section B: Information relating to the subject matter (the impact of personal selling on sales of industrial goods).
 	It is presented using percentage tables.
Table 1:  Sex Distribution
	SEX
	FREQUENCY
	PERCENTAGE (%)

	Male
Female
	44
6
	88
12

	TOTAL
	50
	100


Source: Research Survey, 2025.
	The table 1 above indicates that 44 (88%) of the respondents were male and 6 (12%) of the respondents were female. 
Table 2:  Age Distribution
	AGE
	FREQUENCY
	PERCENTAGE (%)

	18-25
31-38
39-46
47 Years and Above
	10
32
6
2
	20
64
12
4

	TOTAL
	50
	100


Source: Research Survey, 2025.
	The table 2 above indicates that 10 (20%) of the respondents were between the ages of 18-35 years, 32 (64%) were between the ages 31-38 years, 6 (12%) were between the ages of 39-46 and just 2 (4%) was between 47 years and above.
Table 3:  Marital Status Distribution
	MARITAL STATUS
	FREQUENCY
	PERCENTAGE (%)

	Single
Married 
Divorced  
	20
28
2
	40
56
4

	TOTAL
	50
	100


Source: Research Survey, 2025.
	The above table 3 indicates that 20 (40%) of the respondents were single. 28 (56%) of the respondents were married and just 2 (4%) was divorced.
Table 4:  Educational Qualification Distribution
	QUALIFICATION
	FREQUENCY
	PERCENTAGE (%)

	SSCE
OND/NCE
HND/BSC
MSC/MBA
	10
36
2
2
	20
72
4
4

	TOTAL
	50
	100


Source: Research Survey, 2025.
	The above table 4 shows that 10 (20%) of the respondents were SSCE holders, 36 (72%) were holders of OND/NCE, 2 (4%) was a graduate of HND/BSC, while 2 (4%) was a holder of MSC/MBA.
TABLE 5:  Years of Experience 
	YEARS OF EXPERIENCE 
	FREQUENCY
	PERCENTAGE (%)

	1-5 Years
6-10 Years
11 Years and Above
	24
14
12
	48
28
24

	TOTAL
	50
	100


Source: Research Survey, 2025.
	The table 5 above shows that 24 (48%) of the respondents have been working in Bottling company Nigeria Limited for between 1-5 years. 14 (28%) have been working for between 6-10 years; while 12 (24%) have been working for 11 years and above.
Section B: 
Table 6: Distribution of respondents on whether market awareness important for a company.
	OPTIONS
	FREQUENCY
	PERCENTAGE (%)

	Yes
No
Indifferent
	34
12
4
	68
24
8

	TOTAL
	50
	100


Source: Research Survey, 2025.
	Table 6 above shows that 34 (68%) of the respondents agreed that market awareness important for a company. 12 (24%) of the respondents is not important; and 4 (8%) of the respondents said they cannot decide whether it is important or not.
Table 7: Distribution of respondents on whether personal selling is important to the company
	OPTIONS
	FREQUENCY
	PERCENTAGE (%)

	Yes
No
Indifferent
	50
-
-
	100
-
-

	TOTAL
	50
	100


Source: Research Survey, 2025.
	Table 7 above shows that all the 50 (100%) of the respondents agreed that personal selling is important to the company.
Table 8: Distribution of respondents on whether he/she is satisfied from marketing strategy process
	OPTIONS
	FREQUENCY
	PERCENTAGE (%)

	Yes
No
Indifferent
	24
26
-
	48
52
-

	TOTAL
	50
	100


 Source: Research Survey, 2025.
	Table 8 above shows that 24 (48%) of the respondents believe that they are satisfied from marketing strategy process of the industry; while 26 (52%) of the respondents said they are not satisfied from marketing strategy process adopted at Bottling company Nigeria Limited, Ilorin.
Table 9: Distribution of respondents on whether the existing personal selling is best fit for organization
	OPTIONS
	FREQUENCY
	PERCENTAGE (%)

	Yes
No
Indifferent
	8
40
2
	16
80
4

	TOTAL
	50
	100


 Source: Research Survey, 2025
	Table 9 above shows that 8 (16%) of the respondents believe that the existing personal selling is best fit for organization; 40 (80%) of the respondents said is not best fit for the organization and 2 (4%) said he did not know about it.
Table 10: Distribution of respondents on whether personal selling increases sales of products in Bottling company Nigeria company 
	OPTIONS
	FREQUENCY
	PERCENTAGE (%)

	Yes
No
Indifferent
	36
4
10
	72
8
20

	TOTAL
	50
	100


 Source: Research Survey, 2025
	Table 10 above shows that 36 (72%) of the respondents believe that the personal selling increases sales of products in Bottling company Nigeria Limited. 4 (8%) of the respondents said it did not increase sales of products in; while 10 (20%) said they have no idea about that.
Question 6: Is there any significant relationship between personal selling and sales of product of Bottling company Nigeria 
Table 11: Distribution of respondents on whether there is any significant relationship between personal selling and sales of product of Bottling company Nigeria Limited 
	OPTIONS
	FREQUENCY
	PERCENTAGE (%)

	Yes
No
Indifferent
	42
2
6
	84
4
12

	TOTAL
	50
	100


 Source: Research Survey, 2025
	Table 11 above shows that 42 (84%) of the respondents believe that there is significant relationship between personal selling and sales of product of Bottling company Nigeria Limited; 2 (4%) of the respondents said there is no relationship between them; while 6 (12%) said they cannot say. 
Table 12: Distribution of respondents on whether exiting product best fit for potential market of the product of Bottling company Nigeria Limited
	OPTIONS
	FREQUENCY
	PERCENTAGE (%)

	Yes
No
Indifferent
	22
24
4
	44
48
8

	TOTAL
	50
	100


Source: Research Survey, 2025.
	Table 12 above shows that 22 (44%) of the respondents believe that exiting product best fit for potential market of the product of Bottling company Nigeria Limited; 24 (48%) of the respondents said ‘No’ it is not fit; and 4 (8%) said they did not know about that.
Table 13: Distribution of respondents on whether personal selling used to persuade, inform and create awareness about products of Bottling company Limited
	OPTIONS
	FREQUENCY
	PERCENTAGE (%)

	Yes
No
Indifferent
	38
12
-
	76
24
-

	TOTAL
	50
	100


Source: Research Survey, 2025.
	Table 13 above shows that 38 (76%) of the respondents believe that personal selling is used to persuade, inform and create awareness about products of Bottling company Limited; 12 (24%) of the respondents said ‘No’ they are not used for it.
Question 9: Are you satisfied from your periodic product promotions schemes in Bottling company Limited
Table 14: Distribution of respondents on whether he/she is satisfied from your periodic product promotions schemes in Bottling company Limited
	OPTIONS
	FREQUENCY
	PERCENTAGE (%)

	Yes
No
Indifferent
	24
26
-
	48
52
-

	TOTAL
	50
	100


 Source: Research Survey, 2025.
	Table 14 above shows that 24 (48%) of the respondents believe that they are satisfied from your periodic product promotions schemes in Bottling company Limited; 26 (52%) of the respondents said ‘No’ they are not satisfied.
Question 10: Can personal selling increases productivity in Bottling company Limited; 
Table 15: Distribution of respondents on whether personal selling can increase productivity Bottling company Limited;
	OPTIONS
	FREQUENCY
	PERCENTAGE (%)

	Yes
No
Indifferent
	39
3
8
	78
6
16

	TOTAL
	50
	100


 Source: Research Survey, 2025
	Table 15 above shows that 39 (78%) of the respondents believe that personal selling can increase productivity in Bottling company Limited; 3 (6%) said it cannot increase productivity; while 8 (16%) said they cannot say talk about that.
4.2	TEST OF HYPOTHESIS
The following hypothesis will be tested for:
Ho: represents the Null hypothesis
Hi: represent Alternative hypothesis
The use of chi-square (Xo) test which is used here to test the hypothesis cannot beyond these two ways:
Hypothesis II:
H0 II:	There is no significant relationship between personal selling and sales of Bottling company Limited; products.
H1 II:	There is significant relationship between personal selling and sales of Bottling company Limited; products.
	For this purpose, the question 6, Table 11 is to be used for the hypothesis. 
	Options
	o
	e
	o-e
	(o-e)2
	(o-e)2/e

	Yes
No
Indifferent 
	42
2
6
	25
25
25
	17
-13
4
	289
169
16
	11.56
6.76
0.64

	TOTAL
	50
	75
	-22
	916
	18.96


Source:	Research Survey, 2025    
X2t = 18.96
To validate reject the hypothesis with the use of chi-square that consists:
Xo = (o - e)2
              e
X2 = Chi-square
∑ = Summation
O = Observation
e  = Expected frequency
Thus, that marketing communication used to persuade, inform and create awareness about products of Bottling company Limited.
In estimating the frequency of personal selling and sales products of Bottling company Limited, linear regression technique was used. The results indicates that there is a positive relationship between frequency of personal selling and sales products of Bottling company Limited, which is indicated by the beta value which is 18.96, the association is however significant as indicated by the significance value of 0.05. 
Determinant of critical value or expected value of freedom (df) is given by (r-1)(c-1) level of significant = 5% (0.05), where r = row, c= column)
(r-1)(c-1)
(3-1)(2-1) = (2)(1) = 2
However, the model summary suggests that 42 (84%) of the respondents believe that there is significant relationship between personal selling and sales of product of Bottling company Nigeria Limited; 2 (4%) of the respondents said there is no relationship between them; while 6 (12%) said they cannot say. A table test the null hypothesis to determine if it is statistically significant, the result from the model is statistically significant (Sig=0.05) and hence the null hypothesis should be rejected. 
Decision rule 	
Reject the null hypothesis (Ho) and accept the alternative hypothesis (H1) therefore there is significant relationship between personal selling and sales of Bottling company Nigeria Limited products.
4.3	DISCUSSION OF FINDINGS
	It was revealed that that 34 (68%) of the respondents agreed that market awareness important for a company. 12 (24%) of the respondents is not important; and 4 (8%) of the respondents said they cannot decide whether it is important or not. It was also shown that all the 50 (100%) of the respondents agreed that personal selling important to the company.
	However, 24 (48%) of the respondents believe that they are satisfied from personal selling of the industry; while 26 (52%) of the respondents said they are not satisfied from personal selling adopted at Bottling company Nigeria Limited, Ilorin.
	It was also seen that 8 (16%) of the respondents believe that the existing personal selling is best fit for organization; 40 (80%) of the respondents said is not best fit for the organization and 2 (4%) said he did not know about it.
	Also, 36 (72%) of the respondents believe that the personal selling increases sales of products in Bottling company Nigeria Limited. 4 (8%) of the respondents said it did not increase sales of products in; while 10 (20%) said they have no idea about that.
	Another table above as well shows that 42 (84%) of the respondents believe that there is significant relationship between personal selling and sales of product of Bottling company Nigeria Limited; 2 (4%) of the respondents said there is no relationship between them; while 6 (12%) said they cannot say.
	22 (44%) of the respondents were seen also believe that exiting product best fit for potential market of the product of Bottling company Nigeria Limited; 24 (48%) of the respondents said ‘No’ it is not fit; and 4 (8%) said they did not know about that.
	From the analysis, it was shown that 38 (76%) of the respondents believe that personal selling is used to persuade, inform and create awareness about products of Bottling company Limited; 12 (24%) of the respondents said ‘No’ they are not used for it.
	Also, 24 (48%) of the respondents believe that they are satisfied from your periodic product promotions schemes in Bottling company Limited; 26 (52%) of the respondents said ‘No’ they are not satisfied.
	Lastly, 39 (78%) of the respondents believe that personal selling can increase productivity in Bottling company Limited 3 (6%) said it cannot increase  productivity; while 8 (16%) said they cannot say talk about that.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
	It was revealed that majority of the staff agreed that market awareness is important for Bottling company Limited. All the staff also believed that marketing strategy important to the company. However, majority of e staff believe that they are not satisfied from marketing strategy process of the industry.
Also, majority believe that the existing personal selling method of promotion is not best fit for organization; Moreover, large number of staff believe personal selling increases sales of product in Bottling company Nigeria Limited. 
	Majority of the staff believe that they are not satisfied from your personal selling method adopted in Bottling company Nigeria Limited. As well, average number of the staff believe that exiting product is not best fit for potential market of the product of Bottling company Nigeria Limited. 
Also, slightly above average of the staff believe that they are not satisfied from your periodic product promotions schemes in Bottling company Limited Lastly, large number of staff also believe there is significant relationship between personal selling and sales of products in Bottling company Limited Nigeria Limited. 
5.2	CONCLUSION
	From the analysis, it could be concluded that Bottling company Nigeria Limited employ more male than the female. They are between the ages of 31-38 years. Majority of them are learned, that is ND/NCE holders, this may be attributed to the fact that they need to be able to understand how machineries could be technically handled in the factory.
	It was also deduced that they have many years of working experience in the factory.
	It was revealed that majority of the staff agreed that market awareness is important for Nestle Nigeria PLc. It was also deduced that bottling company marketing strategy process needs attention of the management; existing personal selling strategy of bottling company of Nigeria Limited is not best fit for the factory; but, they believe that personal selling as a marketing mix tools is very vital to sales of the industries’ products. 
It was revealed that in this area, customers believe to see physically marketers who could convince them about the quality of a product than just other means of marketing strategies. Although, other marketing strategies could also be used but, the one to be firstly used is the personal selling.
According to the analysis of findings, it was discovered that there is significant relationship that exist between personal selling and sales of products of bottling company Nigeria Limited. 
5.3	RECOMMENDATIONS
	It is recommended after careful analysis of the findings that:
i. The management of bottling company should not because they have large share of the market neglect marketing strategy.
ii. The management of Bottling company Nigeria Limited should adjust the marketing strategy process.
iii. The management especially the Personnel Manager should adopt better method of promotion in the factory.
iv. Also, knowing that existing products cannot be best fit for potential market of the product of Bottling company Nigeria Limited; this may be as a result of changing technologies, which calls for better designed products, Bottling company should be buying new machine which produces improved products.
v. Bottling company Nigeria Limited should have more marketers to go around for marketing its products more available to potential customers.
vi. The management of Bottling company should embark on advertising of its products in Radio and Television; but mostly Radio, because of its large signal coverage in the country. 
vii. Finally, the researcher would like to recommend to the management of bottling company Nigeria Limited that they should place their marketers on commission of products sold rather that unified salaries; this will make them to work more and harder, thereby increases sales of its products. 
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QUESTIONNAIRE
Dept. of Marketing, 
Institute of Finance and Management Studies,
Kwara State Polytechnic, 
P.M.B. 1375,
Ilorin, Kwara State.
Sir/Ma,
QUESTIONNAIRE
	I am an ND student of the above department who is conducting a research study on the impact of Sales promotion on organization performance A case study of Bottling company Limited Ilorin, Kwara State; as part of the requirements for the award officer Higher National Diploma (HND) in Marketing. 
	Please, it is required of you to fill the attached questionnaire. Be rest assured that the information supplied will be confidently treated and will only be used for academic purpose.
	Thank you.
Yours faithfully,












INSTRUCTION:
 Please tick (   ) the appropriate response
Section A: Demographic information
1. Gender: Male (   ) Female (   )
2.  Age: 18-25 years (   )  31-38 (  ) 39-46 ( )  47 years and above (   )
     Marital Status: Single (   ) Married (   ) Divorced (   )
3. Educational Qualification: SSCE ( ) ND/NCE (  )  HND/BSC (   )     
    MSC/MBA (   )
4. Years of Experience: 1-5 years (   )  6-10 years (   )  11 years and above  
Section B: Information relating to the subject matter (the impact of personal selling on sales of industrial goods).
5. Is market awareness important for a company? Yes (   ) No (   ) 
    Indifferent (   )
6. Is a personal selling important to the company? Yes (   ) No (   ) 
    Indifferent (   )
7. Are you satisfied from your marketing strategy process? Yes (   )  No (   ) 
    Indifferent (   )
8. Is the existing personal selling best fit for organization?   Yes (   ) No (   ) 
    Indifferent (   )
9. Does personal selling increases sales of products in Bottling company
    Nigeria Limited? Yes (   ) No (   ) Indifferent (   )
10. Is there any significant relationship between personal selling and sales 
     of product of Bottling company Nigeria Limited? Yes (   ) No (   ) 
     Indifferent (   )
11. Is exiting product best fit for potential market of the product of bottling company? Yes (   ) No (   ) Indifferent (   )
13. Is personal selling used to persuade, inform and create awareness 
      about products of Bottling company Limited?  Yes (   ) No (   ) 
      Indifferent (   )
14. Are you satisfied from your periodic product promotions schemes in 
Bottling company Limited? Yes (   ) No (   ) Indifferent (   )
15. Can personal selling increases productivity in Bottling company Limited? 
      Yes (   ) No (   ) Indifferent (   )
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The AIDA model s based on a formula which was developed by an American businessman and has been in
use since the late 19th century. The AIDA formula optimizes the sales process into four stages wherein AIDAs.
an acronym for the words Attention, Interes, Desire and Action.





