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ABSTRACT
This study sought to evaluate the effect of promotional strategies on consumer behavior in the 7up Bottling Company in Ilorin. This research was conducted through a descriptive research design. The descriptive survey design was considered appropriate as it enables description of the characteristics of certain groups, estimation of the proportion of people who have certain characteristics and making of predictions. The study collected quantitative data in the form of primary data from the company of the using a semi structured questionnaire. Quantitative data was analyzed by descriptive analysis while qualitative data through content analysis. The study found that various players in the soft drink, adopted various sales promotion strategies such as vouchers, premium products, gifts, extra products, reduced prices, free samples and sweepstakes with a view of positively influencing the behaviour of their customers towards purchasing of their products. The study found that the sales promotion strategies practiced in the Industry had a significant positive influence on the consumer behaviour. The study recommends that the management of the 7up Bottling Company should formulate comprehensive and effective sales promotion strategies that seek to build brand awareness, creating favourable brand attitudes, gaining market share, inducing purchase, building brand loyalty and increasing sales.

TABLE OF CONTENTS

CERTIFICATION	ii
DEDICATION	iii
ACKNOLEDGEMENTS	iv
ABSTRACT	v
TABLE OF CONTENTS	vi
CHAPTER ONE	1
INTRODUCTION	1
1.1	BACKGROUND TO THE STUDY	1
1.2	STATEMENT OF THE PROBLEM	5
1.3	RESEARCH QUESTIONS	6
1.4	OBJECTIVES OF THE STUDY	6
1.5	RESEARCH HYPOTHESES	7
1.6	SIGNIFICANCE OF THE STUDY	7
1.7	SCOPE OF THE STUDY	7
1.8	DEFINITION OF TERMS	8
CHAPTER TWO	10
LITERATURE REVIEW	10
2.1	CONCEPTUAL FRAMEWORK	10
2.2	THEORETICAL FRAMEWORK	18
2.3	EMPIRICAL REVIEW	21
CHAPTER THREE	27
RESEARCH METHODOLOGY	27
3.1	INTRODUCTION	27
3.2	RESEARCH DESIGNS	27
3.3	POPULATION OF THE STUDY	27
3.4	SAMPLE SIZE AND SAMPLING TECHNIQUES	28
3.5	RESEARCH INSTRUMENT	28
3.6	METHOD OF DATA COLLECTION	28
3.7	METHOD OF DATA ANALYSIS	29
CHAPTER FOUR	30
4.0	PRESENTATION AND DATA ANALYSIS AND INTERPRETATION	30
4.1	ANALYSIS OF RESPONDENT	30
4.2	TESTING OF HYPOTHESIS	35
4.3	DISCUSSION OF FINDINGS	38
CHAPTER FIVE	40
5.0	SUMMARY, CONCLUSION AND RECOMMENDATION	40
5.1	SUMMARY OF FINDINGS	40
5.2	CONCLUSION	41
5.3	RECOMMENDATIONS	41
REFERENCES	43



21…
CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY
In any organization whether profit or nonprofit oriented the main purpose of the organization is to achieve its objective. The objectives cannot be achieved in a vacuum there must be a clearly set strategy that management should use in order to meet these objectives.   Many businesses fail to realize that they cannot stay in business without any marketing strategies. This is because they were operating in a market that was monopolistic in nature. This means that there was no intense competition from other organization. But these days due to dynamic nature of the market, and consumer taste changes every day it has become imperative on the part of the business to look into their strategies and review them if at all they want to remain in business.    The marketing communication mix consists of the sub sets of marketing tools that are primarily communicational in nature. They are tools normally classified under promotion which is one of the controllable variables of the 4ps of marketing promotional mix, is made up of advertising, personal selling, sales promotion and publicity. The element in the promotional mix that is rapidly gaining additional recognition in most industries especially in the brewery industry in Nigeria is the sales promotion. It is not enough mostly in developing countries like Nigeria in manufacturing to merely produce and trust that consumers will become aware of such products. Having observed the inability or difficulty encountered by some business organizations in meeting their sales and profit targets especially in the face of today’s intensified global competition, it is therefore necessary to apply an effective marketing strategy which can make organization’s dream a reality. Promotional strategy is one of the overall marketing strategies that can be used by marketers to communicate and inform the public about the existence of company’s product or services. It generally entails all the activities required to co-ordinate all the seller’s initiated efforts to set up channels of information and persuasion in order to facilitate the sale and acceptance of goods and services.  It comprises of advertising, personal selling, sales promotion and publicity, each providing the necessary and adequate information to the consumers about the organizational products or services, brand name, quality, price and the uses. Consequentially, promotional strategy serves as a useful device for achieving sales and profit objectives. The environment in which businesses are operating is changing rapidly posing great challenges to decision makers in organizations. This has made the business environment very sophisticated with consumer preferences changing at a very fast pace mainly because of ease of switching from one brand to another. Consumers have more demands hence organizations have to focus more of their resources in attracting and retaining its customers. This has led organizations to prioritize the meeting of customers‟ wants and needs more effectively and efficiently than its competitors (Kotler, 1988). Marketers are therefore faced with the challenge of keeping up with the trends in the market hence the constantly formulating and implementing new strategies as occasioned by the market changes. The strategies can either be long term or short term. However the short term strategies are aimed at increasing sales volume in the short run hence the use of sales promotion. In most fast moving consumer goods companies, sales promotion accounts for 65% to 75% of the total marketing budget and this has been rising for the last two decades (Kotler, 1997). For a company to penetrate into new markets it needs to arm itself with specific marketing strategies that will ensure growth in the target market. This becomes even more important if the target market is already filled up with competitors offering the same products or services (Kay, 2003). Promotion is one of the marketing mix element or features and a term used frequently in marketing. Promotion refers to raising customer awareness of a product or brand, generating sales and creating brand loyalty. Promotional strategy is the method you use to spread word about your product or service to customers, stakeholders and the broader public. Once you have identified your target market you will have a good ideal of the best way to reach them, but most business use a mix of advertising and public relations to promote their products or services. It is usually necessitated by customers and to project a good image of his product, services or idea to the targeted market. Promotion plays a very crucial role in Nigeria Business Environment. This is because the Nigeria business Environment predominantly a buyer’s market where supply exceeds demands. In addition, Nigeria is a country of over 150million people with such a large potential market manufacturers and producers of goods and services cannot afford to underutilize promotion as a good source of effective marketing. The wonders and beauty of promotion is the ability to use the instruments to persuade and create a favourable psychological environment in which the demand curve for a product is on the upward slope.  Finally, it should be emphasized at this juncture that promotion is one of the four or pillars of marketing and it relates to the overall marketing strategy of the organization. The term   consumer behavior  is   defined as  the  behavior that   consumer  display in searching for  purchasing,   using,  evaluating and disposing   of   product and services that   they   expect   will   satisfy   their   needs.  Consumer   behavior   focuses   on   how individuals  make  decisions   to  spend  available  resources  (time,   money,  effort)  on consumption related items (Solomon, 1994). Consumer behavior includes what they buy, why they buy it, when they buy it, where they buy it, how often they buy it, how often they use it, how to evaluate it after the purchase and the impact of such evaluation fount u re, and how they dispose of it. In other words, consumer behavior is behavior of individuals in regards to acquiring, using, and disposing of products, services, ideas or experiences (Loudon, 1988). Advertising has huge stimulating influence on purchasing behavior of the consumers. Mostly,   advertising are  more   effective   on   products   that  have   intrinsic   qualities. Qualities are  not  known  at the  time   of  purchase and   it   takes one to  discover  the  qualities   upon   using  the  product.   And,   when   there   is   a   substantial   chance   of differentiating a product, it best suits to advertise on that product (Schiffman, 1993). A   consumer  will  therefore  not  purchase  a   commodity   whose   price   is  above  the additional   satisfaction   that   he   derives   from   the   good.   How   much   of   a   good demanded,   depends   on   the   satisfaction  the   consumer  gains   from   spending  extra money on the good. Rational consumers will spend on a good till their gains equal the cost they pay for the product (Schiffman, 1993). When there is a strong emotional  purchasing   motive   such   as   to   product  health  or enhance  social   position, it   pays to  advertise  on  such   a product.   These  conditions make the demand for the product more inelastic. The more emotions consumer attach to a product, they more they tend to be insensitive to its price. This is of importance to firm’s product as they can earn high sales in pricing their products (Borden, 1942). In the   absence of advertising, consumers  may not be aware  of the product and  its potential to satisfy their needs and desires. According to (Kotler and Keller ,2006) advertisings mix consists of eight modes of advertising which are; personal selling, direct  marketing, advertising, sales promotion and exhibitions, public relations and publicity, events and experience, interactive marketing, and word of mouth.  Therefore the goal   of this research was to   find if promotional strategies on consumer buying behavior   is a result   of advertisements   made   on   the   7up Bottling Company.   As   stated previously, advertising affect   products and are believed to have an intrinsic quality that is not known at   the time of purchase. One of such   product is Soft drink.   It is for   this reason 7up Bottling Company were chosen as a case study.
1.2	STATEMENT OF THE PROBLEM
Sales promotion is a sure way of increasing brand loyalty and sales. Given that sales promotion is expensive, it is only sensible if it achieves the goal that it was intended for. This may call for an understanding of the purchase decision and determine the extent to which it has been influenced by the promotions. Sales might increase but not necessarily attributed to the promotions. Hence not all sales should be attributed to the promotional activities. The management should therefore understand that the consumer purchase decisions are influenced by a number of factors. The Soft Drink industry has grown tremendously over the last decade in Nigeria with new international brands targeting this market and also new local manufacturing companies being established leading to increased competition resulting into reduced market share and profitability. Therefore organizations are expected to develop and implement strategies that will enable them to sustain or grow their market share, expand to new territories or markets, acquire new technologies, develop brand or line extensions and reduce costs (Oliver, 1995). According to Ramamurthy (2007) there is an increase in what customers expect from Soft Drink; high quality, quantity, place and at a favourable price. This has led firms to have sales promotion strategies campaigns frequently to spur up sales figures. While a lot of academic researches on distribution and promotion mix have been done, the influence of push promotion strategies in Nigeria is a segment that has been missing from these studies. Kinguyu (2013) focused on sales promotion practices and sales performance of fast moving consumer goods while Muthenya (2006) concentrated on the use of sales promotion tools by fast foods restaurants. Most of the studies done concentrated on other industries like agrochemical while research done by Owour (2008) looked into the distribution strategies adopted and not the sales promotion strategies. 
1.3	RESEARCH QUESTIONS
The following research questions will be postulated for the purpose of this research work:
1. To what extent do sales promotional strategies influence the consumer behavior in the soft drink industry in Nigeria?
1. Do factors that promote the effectiveness of the promotional strategies have impact in 7up Bottling company?
1. Do effectiveness of marketing strategies which is one of the variables for effective promotional strategy has positive impact in 7up Bottling company?
1. Aims at analyzing various promotional strategies as well marketing techniques being adopted by 7up Bottling company has positive impact on the company
1.4	OBJECTIVES OF THE STUDY
The general objective of this study was to determine the influence of promotional strategies on consumer buying behavior in the 7up Bottling Company in Nigeria. 
i. To determine the influence of sales promotion on consumer behavior in the soft drink industry in Nigeria
ii. To establish the factors that promote the effectiveness of the promotional strategies in the 7up Bottling company
iii. To examine the effectiveness of marketing which is one of the variable for effective promotional strategy
iv. Aims at analyzing various promotional strategies as well marketing techniques being adopted by 7up Bottling company 
1.5	RESEARCH HYPOTHESES
The following hypothesis will be tested for the purpose of this research work:
Ho: Promotional strategies do not significantly have positive impact on consumer buying behavior
Hi: Promotional strategies significantly had positive impact on consumer buying behavior
Ho: Promotional strategies on consumer buying behavior do not have positive impact on 7up Bottling company
Hi: Promotional strategies on consumer buying behavior have positive impact on 7up Bottling company
1.6	SIGNIFICANCE OF THE STUDY
This study would be significant in the promotion of the various brands of Soft drink by the manufacturers in Nigeria and would also be relevant to various manufacturing companies to determine the various factors that influence the consumers‟ purchase decisions to enable them adjust their strategies. Ultimately it will assist firms in proper utilization of scarce resources, improve their profitability and enable them to grow. For scholars and academic researchers, this study forms a platform on which future research of push promotion strategies would be established. The study would inform firms why consumers do not always follow through the whole classical consumer decision process before making a purchase decision and the implications of consumer behaviour on sales. The findings would be resourceful in providing viable information to academicians, researchers and consumers on various concepts related to push promotion strategies.
1.7	SCOPE OF THE STUDY
The study is limited to Ilorin metropolis with a particular reference to 7up Bottling Company Plc, Ilorin. The study focused on   how promotional strategies influences consumer   buying   behavior   for their products promoted by the company. The study was conducted in Kwara State Region and involved members of staff working for 7up Bottling Company and consumers of various soft drink brands of different products respectively.
1.8	DEFINITION OF TERMS
Promotional strategy:	is the process of informing and educating consumers about the availability usage and utilities of the product.
Advertising: Is concerned with the activities involved in presenting to a group, a non-personal or visual openly sponsored message regarding a product, services or ideal.
Marketing:	Marketing is a form of communication between you and your customers with the goal of selling your product or service to them. Communicating the value of your product or service is a key aspect of marketing.
Consumer: Aconsumer is a person or a group who intends to order, orders, or uses purchased goods, products, or services primarily for personal, social, family, household and similar needs, not directly related to entrepreneurial or business activities.
Buying Behaviour: Consumer behaviour is the study of individuals, groups, or organizations and all the activities associated with the purchase, use and disposal of goods and services, and how the consumer's emotions, attitudes and preferences affect buying behaviour
Effects of advert: Advertising may influence consumers in many different ways, but the primary goal of advertising is to increase the probability that consumers exposed to an advertisement will behave or believe as the advertiser wishes.
What consumers buy: Consumer buying behavior is the sum total of a consumer's attitudes, preferences, intentions, and decisions regarding the consumer's behavior in the marketplace when purchasing a product or service.
Where they buy: Consumers go through distinct buying phases when they purchases products: (1) realizing the need or want something, (2) searching for information about the item, (3) evaluating different products, (4) choosing a product and purchasing it, (5) using and evaluating the product after the purchase.
When they buy: Consumer Buying Behavior refers to the actions taken (both on and offline) by consumers before buying a product or service. This process may include consulting search engines, engaging with social media posts, or a variety of other actions. Consumer behavior is the series of behaviors or patterns that consumers follow before making a purchase. 
Why they buy: Study of consumer buying behavior is most important for marketers as they can understand the expectation of the consumers. It helps to understand what makes a consumer to buy a product. Marketers can understand the likes and dislikes of consumers and design base their marketing efforts based on the findings.

CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK
Conceptual Framework on Promotional Strategies and   Consumer’s   Buying Behavior
Types of advertising
1. Persuasive
1. Informative
1. Reminder
Intervening variables
1. Television 
1. Radio
1. Internet
Dependent variables 
Buying Behaviour 
1. What they buy 
1. Where they buy 
1. When they buy
1. Why they buy

















The conceptual framework provides a description of the relationships between the concepts being used (Fisher and Krutilla, 2009). Defining the concepts and creating a conceptual framework   are means to simplify the research task and   to clear away issues that are not related to the topic and research question.
CONCEPTS OF PROMOTION
Promised activities are significant of our culture. We believed in promoting out courses and our product because if you do say here learned nobody do it for you and will shown your potentialities better than yourself through promotion. Promotion means to advance an ideal or to push forward something tangible in such a way as to gain acceptance and approval for it. The fact is after you have produced the best product, packed it brilliantly, price it right, distributed it magnificently and positioned it to best meet great marketing skills if nobody known you will have sinfully wasted all these think for people to know all these beautifully and skillfully work you have done, you need promotion to create awareness, persuade, influence and remind the actual, potential and the public at large about your product(s) or services(s) for example,  many religious group and government agencies are now engaging in promotional activities to create awareness about their service, attract more followers and also use them to retain those that have been attracted. Therefore, promotion in the broad sense consist of coordination, market initiated effort to established channels of information and persuasion to foster the sale of goods or services or the acceptance of ideals or point of view Arowomole K.A and Abeloku Ademola (2000). There are a number of different kind of promotion which have been termed (promo tools), they are:
ADVERTISING: Advertising is defined as any paid form of non-personal presentation and promotion of ideals, goods and services by an identified sponsor.
PERSONAL SELLING:- Personal selling is an oral presentation in a conversation with one or more prospective purchaser. For the purpose of making a sale. That is face-to-face selling
SALE PROMOTION:- Sales promotion consists of marketing activities other than personal selling, advertising and publicity that stimulate consumer purchasing and dealer effectiveness. It is one of marketing activities that are involve in creating “something extra” attached to a particular product. It include such intermittent activities s contests, premium displays, shows, exhibition, demonstrations and various other non-routine selling effort.
PUBLIC RELATIONS:- Public relations is non-personal stimulation of demand for a product, service or business unit by placing commercially significant news about it in a publication or obtaining a favourable presentation of it upon radio, television or stage that is not paid for by identified sponsor.
PUBLICITY: - Publicity involved security editorial space, as divorces from paid space in a media read review or heard by a company’s customer to prospects for the specific purpose of assisting in the image for the company and its products in form of favourable news about the company. It is also used to promote product’s brand, spaces, ideal, activities and organization in order to receive favourable responses from the public or target audience.
SPONSORSHIP: - Sponsorship is where an organization pays to be associated with a particular event, cause or image companies will sponsor sports event such as the Olympics or formula one. The attributes of the event are then associated with sponsoring organization. The elements of the promotional mix are then integrated to form a unique but coherent campaign. 
CONCEPTS OF PROMOTIONAL STRATEGY
Promotional strategy consists of personally paid and non-personally paid ways of dissemination of information about a company and the products or services it offers. It is a communication persuasive device about organization products and services. Effective combination of the mix and their components such as media a selection, targeted audiences messages helps a lot in achieving the goals of the promotion. Ishola (2009).  The terminologies associated with this research topic must be well defined so as to allow perfect understanding of the subject matter. Among these are stated below: Marketing manager should be able to determine his own marketing goal and objectives and define his promotional tool to accomplish such as objective Patrick and Ben (1985).
According to American Marketing Association, it is those marketing activities, other than personal selling, advertising and publicity that stimulate consumer purchasing and dealer effectiveness, such display show and expositions, demonstrations and various non- current selling efforts not in the ordinary routine transaction (1981). Consumers buy products and services with the expectation of getting the best satisfaction as a claimed by the promotional mix.
Promotional strategy can be used to achieve objectives like in the future.
•	Reverse declining sales
•	Reverse dying product/services
•	Reverse fading products
•	To reduce and enlighten consumer about advantage and uses of new product
•	To create good image
•	Generate good will about the organization
•	To penetrate market
•	To introduce new brand and packages.
PROMOTIONAL STRATEGY OBJECTIVES
Marketing promotion can be used in many situations and for a variety of reasons. Some of the objectives of marketing promotion are as follow:
TO CREATE AWARENESS FOR A NEW PRODUCT: Promotion helps in creating awareness for new products to market, so as attract the large audience potential market for a product in the introduction of a new product to the market, if faces some challenges that the product itself could not solve. E.g. hoe to catch the audience, the usefulness and its effectiveness e.t.c. all those could be done by the support of the promotion.
TO ENCOURAGE THE PEOPLE TO TRY A PRODUCT: Promotion helps to push consumer to try or test a product e.g. when GLO communication was to being introduced, it has been promoted on the television and daily’s showing people are now waiting for what is coming by this company and from this market has been generated for the products.
TO PROJECT THE GOOD IMAGE FOR A COMPANY: Promotion helps to build and improve the image of a company in the sense that a developing company that is gaining market share and well competitive, by telling the pupils and the target market through media about their activities and their existence, their image will be improved and also building brand loyalty.
TO ENHANCE THE KNOWLEDGE OF THE PUBLIC ON THE USES AND MODE OF USAGE OF A PRODUCT: Through promotion publics are acquainted about the usage of a product e.g. technical product or harmful product, through media people used to know how to use specific product.
TO ATTRACT TRAFFIC (CUSTOMER) TO A STORE: Most companies that gain more market shares and have large market promote their company well through the affordable and reachable means of communication. If you do not tell people when you are, they won’t know you are there and this could be done by means of production. 
RATIONALE FOR THE USE OF PROMOTIONAL STRATEGY BY BUSINESS ORGANIZATION
Promotion strategy can be in many situations for a variety of reasons, some of the objectives of marketing promotion strategy areas follow to accept substitute and buy the one, which are available they are inexpensive items and make small percentages of consumer’s income example of convenience goods include Tobacco product chewing gum, sweet, soap and so on.
SHOPPING GOODS” These are consumer’s goods, which the consumer in the process of selection and purchased compares goods based on suitability, price, quality and style. Consumer wish to compare prices, qualities and style in several store locations before they buy. The consumers lack full knowledge of the product feature before going out and their search pay-off in term to stay of some differences in prices, style and features. Shopping goods sellers tend to stay together so that consumer can compare process and feature. Example includes clothing, used cares, television sets and refrigerator and so on.
SPECIALITY GOODS:- These are the goods with unique characteristic and or brand identification for which a significant group of buyers are habitually willing to make a special purchasing effort. Their consumers already know the product or brand, he or she willing to buy and are willing to make effort in locating them examples are luxury cars, special occasion clothing for women, men suits and photographic equipment and so on.
UNSOUHGT GOODS: These are goods that a consumer does not normally think of buying allow product are unsought good until the consumers is made aware of the term through advertising. Examples are life insurance, cemetery plots and encyclopedia and so on. These types’ goods require a lot of promotional effort. It should be noted that the purpose of these classification is to provide the frame work of developing marketing strategies based on.
i. To create awareness for a new product
ii. To enhance the knowledge of the public on the uses and mode of usage of a product
iii. To encourage people to try a product
iv. To attract traffic (customers) to a store
v. To project a good image for a company.
vi. To counter competitors and promotions, Philip Kotler (1994).


CONSTRAINTS TO FFECTIVE OF PROMOTIONAL STRATEGY BY BUSINESS ORGANIZATION
1. CONSUMER CHARACTERISTICS: - Consumers have a lot of influence in determining the promotion mix. The mix depends on the promotional media available to the consumer. The one to which this is exposed particularly those whom he likes. 

2.	PRODUCT CHARACTERISTICS: Consumer characteristics alone are not enough for product characterization such as type, size use and availability determine the promotion mix. If a product is scarce, there is no need for promotion, technical product like computers and engineering equipment and so on in Nigeria. The marketer fight and find personal selling more effective than any other tool.

3.	COMPANY CHARACTERISTICS: Clearly the size of a company and its available marketing resources will to some extent define how much it will spend on promotion activities. Some companies will need to spend more than or depending, for example on completion but no company can afford to say, we cannot afford to promote our product even if it is in the short term supply. A company that cannot afford to promote its product has not understood what marketing is all about.

4.	MARKETING CHARACTERISTICS: The concentration of prospective buyer’s as well as how large the market is also influence the promotional tools to use. If the prospective buyers are widely dispersed, advertising is likely to be effective than personal selling. For instance, a short in a national newspaper can reach a large number of people at lower cost than paying the expenses of sales person to go round the whole country.
5.	COMPETITION: In the final analysis the actions of marketer will depend on the state of the competition. If the marketer is competing in a vigorously competitive market than the company may expect to invest relatively heavily in the promotion mix. If the company faces relatively little competition than the market may have much freedom to decide how to spend.

2.2	THEORETICAL FRAMEWORK
PSYCHOLOGICAL THEORIES
The essence of psychological theories (learning theories) lies in the fact that people learn  from  experience   and  the   results of   experience  will  modify  their  actions   on future   occasions.   The   importance   of  brand   loyalty   and   repeat   purchase   makes learning theory more relevant in the field of marketing. Among the learning theories come stimulus response theories and cognitive theories. Contributors of   stimulus response theories include Purlon,  Skinner Thorindike and Kotlew. According to them learning occurs as a person responds to some stimulus and is rewarded with need satisfaction for a correct response. They proved that most frequent and recent stimuli are remembered and responded.  This approach is the basis of reported advertisements. The cognitive theory was propounded by Festinger mainly to explain certain post buying behavior According to it stimulation and want are   conditioned by a consumer’s knowledge, his perception, beliefs and attitudes. The theory further states that  even   after  a   well thought   out purchase  the consumers  undergo  some  sort  of discomfort, fear or dissonance. This post decision anxiety is caused by ‘nice’ (cognitive dissonance) arising from doubts on the decisions taken. The consumers compare on the merits of the products bought with substitutes or start analyzing drawbacks of the product. Such customers require some reassurances   from   the seller stressing that the decision taken  is  wise one. Though the theory was developed to explain a ‘post decision’ phenomenon. This post decision  anxiety   is   caused   by ‘nice’ (cognitive dissonance) arising from doubts on the decisions taken. The consumers compare on the merits of the products bought with substitutes or start analyzing drawbacks of the product. Such customers require some reassurances from   the seller stressing that the decision  taken   is  wise one. Though the theory was developed to explain a ‘post decision’ phenomenon. Gestalt theory, coined  by German Psychologist Christian   Von Ehrenfels10 viewed personality as the result of the interaction   between the person and the total environment and the two must be   considered together as a patterned event. Consumers attempt to stabilize their psychological field by providing meaning to the surrounding world. Consumers strive to reduce conflict between themselves and their environments. 

PSYCHO-ANALYTIC THEORIES
This theory developed from the thoughts  of Sigmund Freud11.   He postulates that personality has three basic dimensions, the id, the ego and the super ego. Here the id  urges an enjoyable act, the super ego presents the moral issues involved and the ego acts as the arbitration in determining whether to proceed or not. This is useful in analyzing buyer’s behavior. 

SOCIO CULTURAL THEORIES
The credit of formulation of this theory   goes to (Veblen,  1899)   and is known as Veblenian Model. Using his theory, Veblenia asserted that   a man is   primarily  a social animal and his wants and behaviour are largely influenced by the  group   of which he is a member. He argued that people have a tendency to fit in a society in spite of their personal likes and dislikes. Veblem’s Model explains culture in terms of social   classes’ reference groups whereby families are the different factor groups that influence buyer behaviour. All the above theories give guidelines to the marketing managers on how a consumer behave  in a particular  situation and what  are the factors which influence their decision making process.

PURCHASE INTENTION THEORY
The study was guided by the Purchase Intention Theory developed by (Warshaw, 2000). According to the purchase intention model theory, culture affects decisions of consumer on whether or not and what products to purchase. This means, consumers in a particular setting are likely to arrive at similar purchasing decisions which are different from consumers in other settings.

THEORY OF REASONED ACTION
The   Theory   of   Reasoned   Action   proposes   a   brand   image–purchase   decision relationship linking brand image of a product with the purchase decision or intention. Attitude of a consumer toward a particular brand is more likely to influence his or her decision or  intention to purchase the product. In general, people are  likely to purchase a product whose brand influences them the most (Castells, 2004).
FISHBEIN ATTITUDE THEORY
Fishbein Attitude Theory proposes that attitude toward an object (such as a product) is based on the summed set of beliefs about the object’s attributes weighted by the evaluation of attributes (Blackwell et al, 2011). A products attributes, characteristics and  the  way   it  is  perceived   by  consumers  is   also known  as   the  brand   image  or  personality of the product.

MASLOW’S THEORY OF NEEDS
Maslow’s Theory of Needs explains why people are driven by a particular need at a particular  time.   According to   the  theory,  human  needs are   arranged in   hierarchy, from the most pressing to the least pressing, in order of importance. When a person succeeds in satisfying an important need, he/she will try to satisfy the next important need.  This theory explains how purchase decision is influenced by individual needs (Maslow, 1954).

2.3	EMPIRICAL REVIEW
(Ahmed and Ashfaq, 2013) conducted a study to explain the impact of advertising on consumers’ buying behaviour on purchasing cosmetics products. The findings of the study showed that 41% of respondents were influenced by product quality, 39% were influenced by to persuasiveness of the advertisement while 20% were influenced by the information provided by the advertisement. Another study conducted  by (Olomofe ,2010) on the  factors   which  influence purchasing decision by Nigerian women with regard to cosmetics found that 54% were influenced by celebrity endorsements, 14% were influenced by the price of the product, 12% were influenced by the packaging of the product while 10% were influenced by the testimonials see in Television advertisements. Another study conducted by (Kimathi, 2013) on factors that influence the purchase decision by Nigerian women when buying cosmetics and beauty products, about 44% of the total respondents said that their desire to buy product very much which they see in advertising, 36 % said they were influenced by the packaging of the product, 17% of respondents were influenced by product price while 3%were influenced by quantity. (Rehman  et  al  (2014)   in  his  research  on   how  advertising  affects  the  buying behavior of  consumers  in Pakistan analyzed impact  of  advertisement on consumer buying behavior, and  the results of correlation indicated that advertising is positively correlated with  buying   behavior  at highest correlation  of   0.414  or in other  words consumer buying behavior is impacted by advertisement. (Rehman et al, 2014) found  that   advertisements   provide   consumers   with the information they need about the advertised product which in turn becomes source of awareness when consumers discuss the information   with their   friends  of  families whereby these information tend to influence consumers on what they buy, how they buy, when they buy, where they buy and how they buy. (Sonkusare, 2013) conducted   a study on the impact of television advertising on buying behavior of   women consumers with special reference to Fast Moving Consumer   Goods  (FMGCs). The findings  of  the  study  showed that majority  of consumers depend on Television advertisements in making their final decision what to buy with regard to FMCGs.(Sonkusare, 2013)   concluded that advertisements have great impact   on   buying behavior of women customers. Before purchasing any product customers/consumers collects information for their comparing  alternative  product options before  making proper purchasing decision making activities hence advertising is mostly adopted to get information about FMCG products.  (Abideen et all, 2011) conducted a study on the impact of advertising on consumer buying  behavior  by  focusing   on  mobile   phone   purchases  in  Pakistan.   The  study found that advertising is the main factor which influences mobile phone purchases. The study further established that advertisements which appealed to the emotions of consumers were more likely to result in purchases. (Abideen   et   all,   2011)   also   found   that   advertising   is   the   main   factor   which influences consumer buying behaviour especially if the advertisements are created I such a  way   that  they make the consumer excited, stimulated   and   frenzied.  This is because such advertisements  are more likely to attract the attention, arouse  interest and create desire to purchase the advertised product. (Abideen1   et   all,  2011)  concluded   that   responses  in   advertisements   have   great influence   on  consumer   buying   behavior  because   majority  of   people   buy   mobile phone sets after  watching television ads. Accordingly, consumers consider that ads regarding  Nokia and Samsung  are more  attractive, and as  a result  people prefer to buy them as compared to other cell phone. (Gramm, 1969) conducted a study on the impact of advertising   on   demand generation and wanted to establish the relationship between advertising and purchase intention. The study found that advertising has a positive impact on demand creation and  also  established that there  is   a  positive  relationship   between  advertising  and consumption. In   his  study, Taylor and (Weiserbs, 2002) examined the relationship between advertising expenditure on the aggregate consumption among   consumers  using Houtakker-Taylor model. The study found that there is a  simultaneous relationship between advertising and consumption but not a unidirectional. Therefore, advertising and consumption seem to work on each other. (Kumar A, 2011) conducted a study to determine factors which influence consumer buying behaviour among consumers of electronic products impact of advertising on consumer buying behaviour. The study found that consumer behaviour is determined by  the  effectiveness   of  marketing  and   advertising   efforts  of  the   company  which influence the perception of customers on product quality. (Kumar A, 2011) study also found that a consumers make the decision to purchase a particular product after  being   exposed  to advertisements which raise their  level   of awareness  on the product, product price, product benefits and  product quality. The study   also   found   that   some   consumers   use   advertisements   to   compare   various advertised products before making the decision to purchase. In his study, (Proctor et al., 2002) noted that the principal aim of consumer behaviour analysis is  to explain why   consumers   act   in   particular   way under certain circumstances. The  study tries to determine the  factors that  influence  consumer behaviour, especially the economic,  social and psychological  aspects  which can indicate the most favored marketing mix that management should select. Consumer behaviour  analysis helps to determine the direction that a  consumer’s behaviour is likely to take and to give preferred trends in product development, attributes of the alternative communication method etc. Consumer behaviour analysis views  the consumer as another factor of production, a factor that producers cannot control. Finding, the relationship  between advertising and buying behaviour empirically, (Gramm, 1969) conducted a study which aimed at studying “A Reconsideration of Advertising Expenditures, Aggregate Demand and Stabilization”. Based on the findings  of   the study,   the author   concluded  that,   there  is  no positive  relationship between advertising and aggregate consumption. Another study conducted by (Taylor and  Weiserbs  ,1972 ) aimed   to  examine the studying the relationship between advertising expenditure   and aggregate consumption using Houtakker-Taylor model revealed that,  there is a simultaneous relationship between advertising and  consumption but not a unidirectional. Thus, advertising and consumption seem to work on each other. These findings   are  similar to the findings  of  a study conducted by  (Philip, 2007) who aimed to establish “The Relationship between Advertising and Consumption in India: An Analysis of Causality” made use of unit root test, cointegration and error correction model and found out that, fluctuations in   advertising expenditure positively impacts consumption expenditure.  (Sharma, 2009) conducted a study to examine the effects of advertising on consumer buying behaviour. The researcher used the Fixed Effect   Model of Panel Data Analysis for 134 companies; found in their study that, besides advertising, factors like company’s brand, quality  of   the   product and company’s  reputation  affect the sales of a company. (Kumar A, 2011)  conducted a study of advertising and consumer buying behaviour  with  special  reference  to  7up Bottling Company  Limited,  India found   that,  advertising   and   sales promotion  together   with the   image  of  a   company influence   the consumer  buying decision.   They  added  that,   the   quality  and  price   of   a  product   also   influences  a consumer’s purchase of a good.  Another  study  conducted   by (Bin   Junaid  A.  et  al,  2013)   found  in  their  study of female   buying   behaviour   of  cosmetic   products   in   New   Delhi   and  NCR  that,   as income of females increase, their purchase of cosmetic products also increase. They also, added that, this increase in expenses on cosmetic product is made possible by the advertisement made on them. (Monthathip et all, (2009) conducted a study on the impact of culture on purchasing by   comparing   between   Thai   and   British  Consumers.   The  findings   of   the   study showed  that cultural difference impacts consumers’ decision  on purchasing mobile phone.   The  study   further   found   that   consumer   purchase   decisions   in   the   two countries   were  totally   different   due  to   different   cultural  background   and  social influences. (Sharafutdinova ,2008) conducted a study on consumer purchase decision on mobile phones in emerging marketing by focusing on  Russianconsumers as  a case study. The  study found  that consumer purchase decision on  mobile phones  is affected by price, brand association and brand awareness. The study found that customer is most likely to purchase a mobile phone brand which they have used in the past. The study also found that mobile phone buyers in Russia are highly influenced by the country of  origin   from   which the mobile  phones   were  made. The findings  of   the  study   showed   a   high   inclination   to   mobile   phones   manufactured   in   European countries (Sweden, Finland and Hungary) compared to mobile phones manufactured in America or Asia. A  study conducted by  (Veneeva, 2006) on consumer’s decision making  on mobile phones in Finland found that an individual desire and need are determined by culture which could act as the most fundamental factor in consumer decision making. Other factors include; price of the product, promotion and marketing strategies used for the product and the influence of peers. A study conducted by (Ergin et all, 2010) on purchase decision of cosmetics found that   the   decision   is   strongly   influenced   by   the   consumer’s   reference   groups, advertising and marketing. The study further found that consumers were most likely to purchase a particular  brand   of   cosmetics  after having been referred to by   their peers who had already bought the cosmetics. (Chen ,2003) conducted a  study on  factors that influence  purchase of  cosmetics in the USA   and  found five  important   factors for  cosmetics   purchasing decision:  the quality of the product, product shape and  colour choice,  the size and weight, price along   with   associated  accessories,  ease   of   use,   new   technology,  product  design, appearance and price. (Gabriel ByabatoBakilana, 2009) conducted a study on the impact of psychological factors  on  consumers’   purchase decision   by  citing  examples   from Tanzania.  The study  found  that   majority  of  the   purchase  decision  of  consumers   in  Tanzania  is highly influenced by social reference groups and price. The study also found that sensitivity to price of the product is especially high among people of lower income brackets. The study also established another factor influencing  consumer purchase decision among   Tanzanians   to   be   the   country-of-origin whereby products from highly developed  countries  (e.g.  Italy,   Germany) were perceived to be of better quality while products from developing countries (e.g. China, India) were perceived to be of lesser quality (Gabriel By aba to Bakilana, 2009).




CHAPTER THREE
 METHODOLOGY
3.1	INTRODUCTION
In this research, relational approach is used. The researcher studied correlation data in which a range of variables are measured and used in designing are measured and used in designing questionnaire for the research. Questionnaire was distributed randomly to the workers of 7up Bottling Company Plc, Ilorin in order to get viable response on different question posed. This research method is a type of non-experimental research approach and was employed because it does not manipulate the situation, circumstances or experience of the respondent based on the posed questions.

3.2	RESEARCH DESIGNS
Research design is attentive outline of proposed research with a defined point of departure and arrival, then the design of it must project and predict in between sequences of activities like larger, geography, resources plans symposium time schedule and future plan to share the experience with others, proper research design provide for function and allows smooth and efficient sailings of project yielding maximum information and reliability of result helps organizing one’s idea given chances to foreseen flaw and inadequacies incorporated by learning from others critical comments and evaluations.

3.3	POPULATION OF THE STUDY
[bookmark: _Toc82178731]The population of the study comprises of workers of 7up Bottling Company Plc, which are one hundred (100) workers. Therefore the population study of this research work will be one hundred (100) workers.
3.4	SAMPLE SIZE AND SAMPLING TECHNIQUES
The sample that will be used in this research work shall be ninety (90) workers of the 7up Bottling Company Plc. And for the purpose of this research work, the survey research will be used; the sampling will be done through mathematic decision rules that leave no discretion to the researcher or field interviewer in simple percentage format. 

3.5	RESEARCH INSTRUMENT
Questionnaires will be used to collect the needed information as a regards “The effect of promotional strategies on consumer buying behaviour. These questionnaires will be directly and personally distributed to the selected ninety (90) workers of the 7up Bottling Company Plc, Ilorin by the researcher. The questionnaires having been the research instrument will be distributed to the respondents, personally and directly by the researcher and which will be collected back after dully filling of the questionnaires.

3.6	METHOD OF DATA COLLECTION
In collecting data for the study, two basic sources were employed:
• Primary Source
• Secondary Source

3.2.1	PRIMARY SOURCE
These area data collected first hand i.e. by the user or his paid agent, form original source for the users express purpose. These referred to the data gathered as a result of direct interaction with the respondents. Primary data are usually obtained from the field through interviews questionnaires surveys, planned experimental observations or recording of official transactions.

3.2.2	SECONDARY SOURCE
[bookmark: _Toc82178734]These are data obtained second hand from published or recorded sources and used for a purpose different from that of the agency that initially collected and published the data. These are data gotten from reports, financial statements, account and budget plans, magazines etc. In this case, the information was gotten from official documents of the banking industries, varies research work on computerized accounting system, accounting journals, textbooks, and internet.

3.7	METHOD OF DATA ANALYSIS
The technique of data analysis that will be used by the researcher to carry out the research work will be Simple Percentage (%) method to analyze the data to collect in tabular form and of course in the interpretations of such data to draw inferences on the findings.



[bookmark: _Toc83153341]CHAPTER FOUR
4.0	PRESENTATION AND DATA ANALYSIS AND INTERPRETATION
Some of the questions will hereby be analyzed and interpreted with the use of percentage method simple arrangement and comparison with the aim of testing the hypothesis formulated earlier in this report, out of hypothesis formulated earlier in this report, 100 total of questionnaire administered, 90 of them were  return,. The question will be analyzed as follows: 
4.1	ANALYSIS OF RESPONDENT
TABLE 1: Sex distribution of respondents
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	Male
	58
	64.44%

	Female
	32
	35.56%

	Total
	90
	100%


Source: Field Survey 2024
It shows from the above table that male responded well to the questions distributed to them with 64.44% than females with 35.6% of 32 respondents. 
Questionnaire was administered out of which all questions were answered. The researcher attempts to present the raw data collected in a tabular form owing respondent’s response in percentage. 
The respondents’ opinion is tabulated and analyzed as follows in the next chapter. 


TABLE 2: Age distribution of respondents
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	Under 15-20
	10
	11.11

	Under 21-35
	80
	88.89

	Under 35-50
	90
	100%


Source: Field Survey 2024
It is clearly noted from the above table that majority of the respondents that responded well to the questionnaire fall between 21-3 years.
TABLE 3: Marital Status
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	Single
	30
	33.33%

	Married
	60
	64.67%

	Separated
	-
	-

	Widow
	-
	-

	Divorced
	-
	-

	Total
	90
	100%


Source: Field Survey 2024
The above table shows that 60 married respondent with 65.67% answered the questionnaire distributed while 30 single respondent with 33.33% respondent to the questionnaire. This married people are the major respondents.
Table 4: ANALYSIS OF RESPONDENTS BY DEPARTMENT 
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	Administrative department
	15
	17%

	Personnel department
	15
	17%

	Accounting department
	10
	11%

	Marketing department
	20
	22%

	Product department
	30
	33%

	Total
	90
	100%


Source: Field Survey 2024
The table above shows that staff of production department where the major respondent that responded given to them. 
Table 5:	ANALYSIS OF RESPONDENTS ON THE EFFORT OF ADVERT ON THE PURCHASE OF 7UP BOTTLING COMPANY PRODUCT
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	Strongly agreed
	31
	34.44%

	Agreed
	22
	24.44%

	Strongly disagreed
	11
	12.22%

	Disagreed
	7
	7.99%

	Indifference
	19
	21.11%

	Total
	90
	100%


Source: Field Survey 2024
The above table shows that, 31 respondents responded strongly agreed with 34, 44%, 22 respondent agreed with 24, 44%, 11 respondents responded strongly agreed with 12.22%, 7 respondents responded disagreed with 9.79% and 19 respondents responded indifference with 21.11%, that consumer know that existence of 7up Bottling Company Product through advertisement.



Table 6:	ANALYSIS OF RESPONDENTS ON THE QUALITY OF A PRODUCT INFLUENCES ITS PURCHASE
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	Yes
	74
	82.2%

	No
	16
	17.8%

	Total
	90
	100%


Source: Field Survey 2024
The table above shows the majority of respondents who use 7up Bottling Company Product were 74 while quit a negligible of 16 were not.
Table 7:	HOW DO YOU COME TO KNOWN ABOUT 7UP BOTTLING COMPANY PLC PRODUCT?
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	Radio
	6
	6.69%

	Television
	14
	15.55%

	News paper
	60
	66.67%

	Bill bard
	8
	8.89%

	Friend
	2
	2.22%

	Total
	90
	100%


Source: Field Survey 2024
The table above shows that 6 respondents with 6.69% know through newspaper, 14 respondents with 15.55% know through radio, 60 respondents with 66.67% know through television which indicates that advertisement though television makes majority of people to know about a product 8 respondent with 8.89% know through bill board, 2 respondents with 2.22% know through funds. 




Table 8:	HOW DO YOU COMPARE 7UP BOTTLING COMPANY PRODUCT IN TERMS OF QUALITY TO OTHER BRAND OF 7UP BOTTLING COMPANY?
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	Very Good
	22
	24.44%

	Good
	41
	45.56%

	Fair
	15
	16.67%

	poor
	12
	13.33%

	Total
	90
	100%


Source: Field Survey 2024
This table shows that 86.67% 78 respondents rated 7up Bottling Company Product, well as compared to other brands of 7up Bottling Company, while 13.33% of 12 respondents choose poor. This shows that the company should put more effort in their quality control system in order to increase the product equality.
Table 9:	HOW DO YOU PURCHASE 7UP BOTTLING COMPANY PRODUCT 
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	Very often
	15
	16.67%

	Often
	25
	27.78%

	Rarely
	40
	44.44%

	Not at all
	10
	11.11%

	Total
	90
	100%


Source: Field Survey 2024
The above table shows that 15 choose very often with 10.67% 5 respondents with 27.78% choose often 40 respondent with 44.44% choose rarely, 10 respondents with 11.11 choose not at all.
This shows that majority of respondents buy rarely due to one reason or the other.

Table 10:	PLEASE INDICATE IF YOU BUY IN UNITS 
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	Units
	60
	66.67%

	Dozens
	10
	11.11%

	Cartons
	20
	22.22%

	Total
	90
	100%


Source: Field Survey 2024
The table above shows that 7up Bottling Company Product is mostly bought in units. This indicated advertisement has gone to the grass roots effort must be made to keep it on.
Table 11: LEVEL OF PROMOTIONAL STRATEGIES ON CONSUMER BUYING BEHAVIOUR
	ALTERNATIVE
	RESPONDENTS
	PERCENTAGE

	Strongly agreed
	31
	34.44%

	Agreed
	22
	24.44%

	Strongly disagreed
	11
	12.22%

	Disagreed
	7
	7.99%

	Indifference
	19
	21.11%

	Total
	90
	100%


Source: Field Survey 2024
The above table shows that, 31 respondents responded strongly agreed
with 34, 44%, 22 respondent agreed with 24, 44%, 11 respondents
responded strongly agreed with 12.22%, 7 respondents responded
disagreed with 9.79% and 19 respondents responded indifference with
21.11%, that promotional strategies on consumer buying behaviour of
[bookmark: _Toc83153343]7up Bottling Company Product through advertisement.

4.2	TESTING OF HYPOTHESIS
After the presentation of the data gathered and based on the assumption that there is an equal chance of events occurring, the next step will be to test whether the discrepancy (o) and the expected frequency (e) is significant or whether it may reasonably be attributed to a more chance The criteria that would be used for this purpose is based on specific model called chi-square formula that is:
X2 =   E (oi-ei)
Ei
Where 01= observed frequency 
E 1 = expected frequency
Or degree of freedom statistics’ 
V= (v-1) (c-1)
R= is the number of rows 
C= is the number of column
Solving for expected frequency
“r”  total x “c” total 

GRAND TOTAL 
Note: the chi-square distribution depend on a quantity referred to as the number of degreed of freedom (DF) and a level of significance which for the purpose of the study is taken to be I and 0.05 respectively. To prove hypothesis 
Hypothesis I
Ho: Promotional strategies do not significantly have positive impact on consumer buying behavior
Hi: Promotional strategies significantly had positive impact on consumer buying behavior
Effect of Promotional strategies on consumer buying behavior
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	Strongly agreed
	23
	25.56%

	Agreed
	31
	34.44%

	Strongly disagreed
	16
	17.78%

	Disagreed
	10
	11.11%

	Indifference
	90
	100%


Source: Field Survey 2024
Adding the number of responses “strongly agreed” and agreed strongly disagreed and disagreed respective and find their percentages.
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	54
	2.6%
	80%

	67.5%
	32.5%
	100%

	Total
	32.5%
	100%


Source: Field Survey 2024
Degree of freedom = K-M-1-2-0=1
X2 (df = 1= 0.05) 3.84 as the table value 
Where:
	Oi
	Ei
	Oi-ei
	(oi-ei)
	(oi-ei)

	54
	40
	14
	196
	4.9

	26
	40
	-14
	196
	4.9


X2  =  9.805
The calculated valued 
Therefore X2 = 9.8 is the calculated value since X2 (9.8) is greater than the table value (3.84), we reject the null.
Hypothesis (Ho) and accept the alternative hypothesis (Hi) which states that Promotional strategies significantly had positive impact on consumer buying behavior
Hypothesis II
Ho: Promotional strategies on consumer buying behavior do not have positive impact on 7up Bottling company
Hi: Promotional strategies on consumer buying behavior have positive impact on 7up Bottling company
Promotional strategies on consumer buying behavior on 7up Bottling company
	ALTERNATIVE
	RESPONSES
	PERCENTAGE %

	Strongly agreed
	31
	34.44%

	Agreed
	22
	24.44%

	Strongly disagreed
	11
	12.22%

	Disagreed
	7
	7.79%

	Indifference
	19
	21.11%

	Total
	90
	100%


Source: Field Survey 2024
Adding the number of responses strongly agreed and agreed, strongly disagreed and disagreed and filed their percentages. 
	AGREED
	DISAGREED
	TOTAL

	53
	18
	71%

	44.6%
	25.4%
	100%


Source: Field Survey 2024
Degree of freedom = k- m-1-2-0-1=1
X2= (df = 1 & = 0.05) 3.84 as the table value 
Where 
	Oi
	Ei
	Oi-ei
	(oi-ei)2
	(oi-ei)2

	53
	35.5
	17.5
	306.25
	8.63

	18
	05.5
	17.5
	306.25
	8.63


The calculated values 
Since x2 (17.26) is greater than the table value (3.84), we reject the null hypothesis (Ho) stated above and accept the alternative hypothesis (Hi) that states that Promotional strategies on consumer buying behavior have positive impact on 7up BottlingCompany
4.3	DISCUSSION OF FINDINGS
It could be rightly summarized from the questionnaire distributed that majority of 7up Bottling Company Plc product consumer are aware of the brand of their choice through advertising. So advertising is an aid to trade because it increases sales. Advertising is sometime regarded as wasteful, since cost must be incorporated in higher prices. But it is brought to the motive of the consumer through advertising. It could be rightly summarized from the questionnaires distributed that majority of 7up Bottling company consumer are adore of the brand of their choice through advertising is an aid to because it increase sales. Advertising is sometime regarded as wasteful since cost must be in corporate higher prices. But it is possible to enlarge the market. New products are brought to the notice of the consumer through advertising.


CHAPTER FIVE
5.0	SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
From the initial writing of this project based on the topic “Effect of promotional strategies on consumer buying behaviour” (cases study of 7up Bottling Company Plc). We would see that no meter how attractive a product and no matter how high the quality is, it is not enough to win customer loyalty. People must know about its existence and be aware of the purchase of such product in the market. More so, effectiveness of advertisement has been a controlled communication through the various means of advertising which can be used to response to large group of people or prospects cheaply. This is because 7up Bottling company has a strong believe in this philosophy and regularly embark on one form of promotion one program or this other, there is no gain saying in the fact that promotion is an exercise that involve information, persuasion and communication. These are related because to inform is to persuade and conversely, a person persuaded is also being informed, moreover, a persuasion and information become effective through some form of communication. Without advertisement, people in inaccessible area may not know the existence of a product except the sale man get to them. To the organization, country and society advertisement is a very important key in the market of product especially consumable product.


5.2	CONCLUSION
Judging from the findings in the previous chapter in this project, the researcher could employ a lot of promotional strategies effort as an aid to the consumer buying behavior of its project (7up Bottling Company Plc) The study also shows that the management and staff of 7up Bottling Company Plc recognize the importance of advertising in business. Many respondents commented on the advertisement structure of 7up Bottling Company Product to be excellent then only other food product. According to the questionnaire, if seems to the researcher that majority of the respondents love the 7up Bottling Company Product advertisement. They prove that advertisement is more interesting and it makes them to be aware of the existence of the product in the market. Conclusively, according to the data collected, some customers are dissatisfied about the product quality but nothing is done by the company to very why they are dissatisfied so as to improve their product quality.

5.3	RECOMMENDATIONS
It shows from the beginning of this research that the benefits of promotion strategies to a company, the consumers are so strong that few ones exist and succeed without it. However, the type of promotion tools used and therefore is a vital artily in business operation today. Therefore, it is recommended that;
· The company should take special note of customer complaint about quality of their products.This will minimize cognizance dissonance packing has always plays significant role in the marketing of products to consumer. A packet is expected to communicate the brand, price product domination, ingredients and legal phases.
· The company should intensify its effort on the packaging it may even be used to identify target consumers.
· The selection of the right medium is ultimately as importance.
· Thedecision on what should actually be said in the advertisement no matter how powerful or compelling the creative element or an advertisement is as if it reaches the wrongs people or too few people it cannot be effective.
· The company should avoid advertisement diffusion because if leads to confusion. 
· The company should concentrate its effort and resources on a clearly on clearly target market.
· The company should also set a minimum stored for its advertising expenditure because high advertising can effort the final unit price of the product and most consumer do not like high priced products.
· The company should embark on personal selling, sale promotion and publicity to stimulate sales.  
· Finally, it is believed that if that if the steps highlighted above are properly implemented a case of poor quality and poor performance recognition for the product (7up Bottling Company Nigeria Plc) will become thing of the past. 
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