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PROPOSAL
The effective of promotional campaign has been agreed to the key to the successful establishment of any companies and also designed to involved the customer to sell the product that is known and yet to be known.
This method used to achieve a lot of awareness and varying degree of response on the part of consumers. No doubt that most of the companies are in business in order to make profit which partaking them to make maximum use of all available resource as a promotional campaign to consumer buying behavior in order to achieved their aims and objective.
Also, the objective is often appropriately take as a means of overcoming buyer resistance to new product form inquired of source of data like primary data involved interviewing and questionnaire and secondary data involve textbook, internets e.t.c.
The project work center on the efficiency derived from the appropriate effective promotional campaign system to let us known that promotion campaign has been in performance a great positive impact toward the efficiency and effectiveness of the business (a case study of seven-up bottling company Ilorin).
The project has five (5) chapters; chapter one is just the introduction of the project topic, the effect of promotional campaign statement of the study, objective of the study, significant of the study, scope of the study and definition of terms. Chapter two comprises of literature review include conceptual and historical frame work. Chapter three talks about research approach used in terms of method of data collection and statistical technique used. Chapter four deals with data analysis procedure and it certain nature of information system in industries also it elaborate more impact of effective promotional campaign in efficiency and effectively.
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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY 
The continued existence of any business is a function of its ability to capture dynamic environment.  The success of any company is also a function of the successful performances of various marketing activities such as branding pricing, product development, promotion and the selection of effective channel of distribution by the marketing executive. 
	Consumers who are personality household uses of a company’s product are different in their purchasing, that is an important aspect of promotional tools is more widely accepted soft drink industry, sale promotion.
	Promotion program are designed to involved more customers and sell the product that is known and yet to be known.
	It may also contribute to the building of awareness or favourable attitude. They are primarily used to achieve a lot awareness and varying degree of response on the part of consumers.
	7up Bottling Company in particular has engaged in sales promotion past, the most popular among which are “super express number”, competition campaign, featuring some popular artist within and outside the nation. Price reduction trade shows coupon, free sampling and naira which involve lottery games.
Consumer buying behavior can be seen as “the way consumers buy and react in an exchanges process” it should be noted that the term a buyer behavior of prospective buyer and that of the household uses. Consumers are human being respond ways and their level of awareness and respond vary in relation to potential buyer interest attitude level of caption e.t.c.
There can behavior measure in terms of comparison between sales volumes and after sale promotion campaign program. The result of this could come in terms of increases in sales of such products being through sale promotion effectively campaign.
1.2 STATEMENT OF THE STUDY
Some of the problem identify in this study are stated in question from below. 
In the recent times, investigation has shown that many companies especially 7up bottling company and a lot of other involved in all form of aggressive sales promotion activities in other to meet up with the demand of customer stand to gain. Also observed that consumer behavior spend a lot of time and energy.
Does the success of the program really justify the promoter’s efforts in terms of time costs e.t.c.
[bookmark: _GoBack]1.3	RESEARCH QUESTIONS 
	As hypothesis is a tentative statement made about some characteristics of population that showed either behavior supported or rejected based formula.
Ho: that promotional campaign on consumer, buying behavior has a major impact in the company.
H1: that promotion campaign on consumer buying behavior does not have major impact in the company.
 X2 = E (O – E) 2
 E
Where O = Observed frequency 
	E = Expected frequency 
	E = Represented Summation
	The degree of freedom n = 1, where represent x2represent computation for the test statistic x2 represent chi – square information the table.

HYPOTHESIS I
	ALTERNATIVE
	O
	E
	O – E
	(O - E)2
	(O - E)2/ E

	YES
	45
	38
	-7
	49
	1.29

	NO
	31
	38
	-7
	49
	1.29

	TOTAL
	76
	
	
	
	2.58


Source – requirement computation. 2017
Computed x r2= 3.08
Degree of freedom = r – 1 = 2 – 1
Level of significant – 0.05
Table x2r = =0.05, 1 = 3.841
	This means the null hypothesis (Ho) is rejected while the alternative hypothesis (H2) which state “promotional campaign can effect being behavior../” will be accepted.
HYPOTHESIS II
	ALTERNATVE
	O
	E
	O – E
	O – E2
	O – E2/ E

	A
	30
	22.67
	7.33
	53.7
	2.37

	B
	26
	22.67
	3.33
	11.08
	0.4

	C
	20
	22.67
	2.67
	713
	0.31


 Sources – Requirement computation 2017
Computed xr2 = 3.08
Degree of freedom = r – 1, 3 – 1 = 2
Level of significant = - 0.05
Table x2r = 0.05, 2 = 3.08 < 2.991
Decision Rule = x2, < x2, i.e 3.08<2.991
	This implies that null hypothesis (H1) will be rejected while the alternative hypothesis (H2) which state that “ promotional campaign has impact to consumer buying behavior” will be accepted.
RESULT FINDING
	The result finding here will based on the result of the hypothesis tested which is as follow.
	Hypothesis Number 1, we could observe that it all the promotional campaign are appropriated used. It will tend to affect consumer buying behavior, this means that if an organization make use promotional campaign, it can lead to increase of sales volumes that can result information higher profit.
	In the case of hypothesis 2, the finding state that promotional campaign has impact on consumer buying behavior.
	This means that promotional campaign play great rules on consumer buying behaviour and with this desired result it will be achieved.
1.4	OBJECTIVE OF THE STUDY
The main aims and objectives of the study is to highlight the impact if sales promotion in consumer buying. The projects are aimed at finding out the course of positives and negative derivation of the actual sales promotion activities being used and recommended corrective action.
Also, the study aims at buyer’s behaviour as it related to buyer sensitivity awareness, attitude and intention and to examine the flow of information from the company to the outside environment. Emphases will also behavior lay on how sales promotion affects the want, motive, perception and attitudes buyer. The write – up will also focus on how to reinforce present attitude that are likely to lead favourable behavior or activity changing the attitude.
Sales promotion cannot effectively utilize when practice in isolation. Therefore, we ought to find out how advertising personal, selling, publicity and public relation have contributed immensely to the success of the program.


1.5. RESEARCH QUESTION/HYPOTHESIS
The research study seeks to provide the answers to the following. They are as followed.
i. What are the effects of product promotional campaign in 
consumer buying behavior?
ii. What are the effects of product campaign promotion on buying 
behavior?
iii. Dues the promotional campaign of product increases when 
there is a set–back on business.
It is a consideration of the problems stated above and the objectives of the study enumerated that the research put forward the following.
1.6	HISTORICAL BACKGROUND OF THE CASE STUDY
The seven- up bottling company started involves in Nigeria in 1960 as a limited liability company. Also, is the one of the largest independent manufacturer and distributor of well-known and widely consumed brand of soft drink in Nigeria? The brand are Pepsi, 7up, Mirinda, teem and mountain dew which we produce and market in all over present nine (9) manufacturing plant.
	A Lebanese Muhammed El-khalil who came to Nigeria for the very first time in 1926 founded the company. Muhammed is the father of the company’s current chairman Faysal El-khalil.
	The metamorphosed from a very successful transport business in a bid to diversity the then largest transport company in the entire west of Africa on October 1st 1960, the exact day our great country Nigeria won her Independent.
SERVICE AND PRODUCTS
	Seven-up bottling company plc engage in the bottling and distribution of soft drinks. The company offers the product under 7up, Mirinda, Pepsi and mountain Dew brands.
MARKET SHARE
	7-up has the second largest market share in terms of volume in the packaged drinks sub-sector, following closely behind Nigeria bottling (NBC), which occupies the first position. However, relative to NBC, 7-up is more stable in terms of earning sustainability, pricing and cost management
BUSINESS OBJECTIVES
To become the most admired and innovative company in Nigeria 2010
BUSINESS MODEL
	The company’s strategy focuses on strong marketing, constant technological innovation. Introduction of new products to increase its share of the beverage market and boost its profitability a wide distribution network (200 distributions), boost sales by enhancing manufacturing capacity and strengthening its sale and distribution and regular promotion.
OWNERSHIP OF BUSINESS
	Seven-up was incorporated in Nigeria in 1959 as a private limited liability company under the name seven-up limited. The name was later changed to seven-up bottling company plc.in 1991 to compile with the company and allied matters Act 1990.
	The majority of the company’s shares 72% are held by the El-khalil family, which has moved the business from a distributorship to the sale. Manufacturer and marketer of the Pepsi cola brand in Nigeria.
BENEFITS OFFERED AND RELATION WITH GOVERNMENT.
· The National Agency for food and drugs administration and control (NAFDAC) provides testing and certification of imported and domestically produced food, f\drug, cosmetic, medical water and chemical product.
· A few multi-national companies substantially control manufacturing in Nigeria. For example, the soft drinks industry is dominated by be Nigeria bottling company (franchise of seven-up and Pepsi in the US).
· Manufacturer may sell to whomever and at whatever prevailing market determined price for their goods. Unauthorized dealers may be sued. If they deal in merchandise originating from abroad and protected under a registered Nigerian Trademark logo or patient. Usually, unauthorized dealer are collectively sued in a class room suit. The court often grant an aggrieved plaintiffs an “ Anton pillar” order, empowering entry into warehouse or other designated place where such protected goods can be kept.
· Nigeria has had no laws to uphold resale-price maintenance though, trading companies have reportedly tried to exercise some control over their larger distributors. Hence, price are seldom uniform throughout the country, the small trades who dominate retail supply outlets at the municipal level are generally free to set their own prices.
1.7.	SCOPE OF THE STUDY 
The study will cover a sales of 7up to his consumers who are majority the wide sales. Retailer and individual consumers in Nigeria.
	The scope of the study is gathered from the research manager of the company in Kwara and the manager gives a vital explanation on the sales of its product nationwide particularly that of Kwara.
1.8. DEFINITION OF TERMS
ADVERTISEMENT: -Any impersonal forms of communication about ideals goods or services that is paid for by and identified sponsor.
GOVERNMENT MARKET: - A set of federal, state, country in local agencies that buy goods and services for use in meeting social needs.
IDEAL SELF-IMAGE:- Our mental picture of our services as we would like to b8k838ehavior is according to john from principle and practice of marketing.
MARKETING MIX: -Nwokye G. Nonyeh (modem marketing in Nigeria) defines it as “the combination of activities involving product price, place and promotion that a from under take in order to provide satisfaction to consumers in a Jude marketing.
NEED: - Prideand Ferrell defined need as something that is lacking that is necessary for a person’s physical or psychological wellbeing.
PERCEPTION: - The process by which a person attached meaning of the various stimuli he or she senses.
POINT OFF – PURCHASE: - A sales promotion techniques that consists of location on attention getting device at the place of actual purchase (according to Philip koller).
ATTITUDE: - Feeling that express whether a person likes or dislikes object in his environment (according to pride and Ferrell marketing 4th edition).
BUYER: - Gojn from in principle of marketing 1st edition defines this as “the purchase of a product in the exchanges system’.
COMMUNICATION: - The process of which a seller transferring message regarding his product to the target market (According to pride and Ferrell marketing 4th edition).
COUPON: -A certificate that entails a consumer on a price reduction or a cash refund.
DISCOUNT: - The reduction of the list price in the form of cash or something else of value.
SAMPLES: -A group of respondent, who are representative of the population being surveyed the goods and services.
BRAND: -Philip Kottle defined “brand” as a names, term, and symbol of combination of these element that is intended to identify the goods and services and differentiate them from those of competitors.
PER.MUM:- A product that offered is offered free or but less than the regular price in order to make consumer buy another product more. (According to Pride and Ferrell).
PER - OFF: -A price reduction is offered or used to include trail or increase usage of a product.
RESPONSE: - Something that occurs as a reaction to an arousal needy.


CHAPTER TWO
LITERATURE REVIEW
2.1	APPRAISAL OF CAMPAIGN PROMOTIONAL
	A series of advertisement using various marketing tool that will share the same message and ideas to promote a business or event to a target audience. The typical campaign promotion use different media resources like radio and printing advertising.
	From Wikipedia (2005) A campaign promotional of consumer buying behavior relate to the sales as the sales pinnacle activity involved in selling products or services in return for money or other compensation of a commercial activity according to wiki (2003) a sales as the cycle of the goods or services to an acquisition or appropriation or request followed by the passing of little product in terms of application and due settlement of a price.
2.2	CONCEPTUAL FRAME WORK
EVALUATION OF CAMPAIGN PROMOTIONAL
	The terms “promotion” originated from Latin word “promotion” meaning to move forward or advance from the view point of business practice, promotion is a marketing activity that attempt to inform, remind and persuade individual’s institution.
	According to Paul Christ (1998)said promotion initiative undertaken by an organization to promote an increase in sales, usage or trial of a product or services lie initiative that are not covered by the  other element of the marketing communication or promotion is mix.
	From Frain (2009) say “campaign promotional usually complements the organization advertising personal activities designed to publicize and include these activities designed to encourage years.
	According to Christ (1998) says campaign promotion sales are often confuse with advertising.
	Paul Christ in (2009) say is a method using in special short – term technique to persuade members of target market to respond or undertaking certain activity.
	According to the school of thought in (2001) say marketer frequently empty sale promotion through campaign improve the effectiveness of the advertising and personal selling.
	Kottler (2002) compare a wide variety of factual promotional tools of either all or stronger term incentives, native, designed to stimulate either all or stronger target market response. (Kottler classified these tools into dealer promotion e.g. free goods, merchandise allowance co0operative e.t.c.).
	Campaign sale promotion in term of business contest reduction of price and consumer promotion e.g. sample coupon money refund e.t.c.
FOR EXCHANGE RELATIONSHIP OFN CAMPAIGN PROMOTIONALON BUYING BEHAVIOUR ON CONSUMER
To look into the exchange relationship of promotional campaign n buying behaviour to gain their understanding of consumer. They are as following
· Communication
· Attitude
· Intention
· Free samples.
COMMUNICATION: -This refers to gain the attention and provide information that may lead the consumer to the product.
ATTITUDE: - This is used to refer to a buyer assessment of ability of an alternative to satisfy his purchase and consumption requirement through consideration.
INTENTION: - this is the buyer determination to a certain way having being exposed to advertising and to make the buyer get the communication intention in order to purchase unit of the product.
FREE SAMPLES: - This is actual going a way to the prospective buyers for trait mainly to build the strategies through which consumer pass before point of purchase (AIDA) i.e.  (2001) create awareness, interest desire and adoption).
FILM SHOW: - This is the usual form of primitive communication sending to consumer on handing and usage of particular brand through the demonstration performed by the campaign committee in order to stimulate immediate purchase.
2.3. 	THEORETICAL FRAMEWORK
In the time past management could arrives at a false understanding of their buyers through the daily experience of selling to the buyers, but the growth in sizes and complexity of modern firm and market has removed many decision maker and market from direct contact with buyer through the sight of authority of the firm (seller) management is a turning from marketing information more money today than before in buying founder standing their buyer.
	How the buyer perceives the business is more department on promotional activities use to achieve the psychological effective to influence buyers in relation sensitivity below.
SENSITIVITY: -This occurs when a buyer is expected to the external stimuli form various social physical sources.
AWARENESS: -This occurs when the buyers are conscious or get organize of the product or source give through advertising information.
	According to Kottler (2006) awareness is offer created through announcement of description company classified advertising and slogans teaser campaign.
FACTOR INFLUENCE CONSUMER BUYING BEHAVIOUR
	According to Adebayo (2009) behavior of consumer is a closer substitute for seven- up marketer and other phase in the continue fight for greater share of the market.
	Despite that Pepsi is not a new product but7up had stepped up to its provisional campaign promotion in order to create consumer preference for it among the soft drink branch.
	Since the consumer should not make decision on a vacuum, the major factors influencing consumer buying behavior in discipline theoretical frame work are;
A. Culture perspective.
B. Social perspectives.
C. Psychological perspective.
D. Personal factor perspective.
CULTURAL FACTORS: - This play deep role influence to buying behavior factor information the culture background of a consumer which influence his buying behavior are
i. His culture
ii. Sub – culture
In an enlightened society, consumer will be able to buy and use modem good e.g. television, textbooks e.t.c. a buyer in a primitive society will consider these items meaningless.
	The sub-culture will also influence the culture background of consumer may also influence his buying decision e.g. his religion group may not permit the use of some goods and services for instance drink alcohol or a Christian lady is not permitted to pray uncover head.
SOCIAL FACTOR: - This also influence buyer socially like consumer is reference grouped family and the social role.
PERSONAL FACTOR: - A person’s consist of his age and life, occupation his economic stand lifestyle and personality.
i. AGE AND LIFE CYCLE: - A buyer charges the goods and services through buy over his life time, the eat delay food information the early characterized early years.
ii. LIFE STYLE: -The type of life a buyer chose to live after his buying decision travelers have different buying behavior from these people that keep themselves.
iii. PERSONALITY: -The district personality of each buyer affects his buying behavior personality includes sale, confidence, scalability aggressiveness and social buyer may be beer drinker.
PSYCHOLOGICAL FACTOR: - The psychological factors that influence is a person’s buying choices are motivation perception, leaning, belief and attitude.  
i. PERCEPTION: -These refer to the process by which an individual select organize and interpreting message to create meaningful picture of the world.
ii. LEARNING: -It is another psychological factor that influence buying behavior learning refers to change information an individual behavior arising from experience.
iii. BELIEF AND ATTITUDE: -It acquires people’s belief and attitude toward the product. Buyer may have some character toward the goods either good or bad.
TYPES OF PROMOTION CAMPAIGN
According to peter (2007) campaign can be success or failure and mysteries, sadly. Many campaigns can fall and each of promotion tools has it own image characteristics and cost.
	The campaign or tools used to made-up of this following are;
· Advertising
· Sales promotion
· Public relation
· Publicity personal selling
EFFECTS OF PROMOTIONAL CAMPIGN ONCONSUMER BEHAVIOUR
1. TO INTRODUCE NEW PRODUCT:- This objective is often appropriate take as a means of overcoming buyer resistance to new product forms inquired can including the demonstration of product a fee catalogue or some premium or price often incentive offered into the contest of some advertising message designed to introduce the product benefit.
2. TO INCREASE TRAIL:- This also promote the new product information through increasing trial a product information that trail will lead to product satisfactory and conversation lead to the brand.
3. TO PREVENT INFORMNATION TO CONSUMER:- This also the ways by creating awareness to the consumer on types of product they can consume at the appropriate time at a period of the days for example drug.
4. ENCOURAGING PURCHASE: -This lead to the purchasing of the product through the campaign promotion toward the consumer behavior.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1 	INTRODUCTION
	Before a good research is conducted an effective and efficient method must be used before the researcher can achieve his/her set of goals. That is why, in this section we consider the procedure and step taken and at the same time, we lay emphasis on the different method used in conducting a research on the effect of promotional campaign on consumer buying behavior for enhancing organization success and efficiency.
3.2	RESEARCH DESIGN
	With due consideration to the topic of this writer-up the researcher used descriptive method for the investigation.
	The method was particular chosen to enable the investigation described the characteristics of respondents with respect to their occupation, sex, marital status, level of income e.t.c.
3.3	POPULATION OF THE STUDY
	The research population covered seventy six (76), the management of seven-up bottling company, plc, wholesaler, retailer and consumer within Kwara state.
	Only the staff of marketing department of the company was included information the sample. The researcher also used systematic sampling approach specially every month the research selects some people randomly.
3.4	SAMPLING TECHNIQUE AND SAMPLE SIZE
	In recognition of the limited size of the population the group sample only seventy six (76) of the workforce of about as six hundred and fifty. Thus the population selection of sample was made used of systematic random sampling.
3.5	METHOD OF DATA COLLECTION.
	The data were collected through primary data collection i.e getting information directing from source and secondary data collection.
· Primary source 
· Secondary source 
PRIMARY SOURCE OF DATA COLLECTION:-This is the raw-data collected by the researcher himself has a direct link with object of the research. For fresh data for the purpose of reliability under this primary data the method or instrument used are;
· Interviewing
· Questionnaires
SECONDARY SOURCE OF DATA COLLECTION: -These are the ready-made data, the information is acquired from the document or previous research work putting into the existence method of secondary data collection include.
· Textbook
· Company Record 
· Journal magazine
· Internet 
3.6	METHOD OF DATA ANALYSIS.
	For the purpose of this research work, sample percentage will be use to analysis our data into market meaningful information.


CHAPTER FOUR
PRESENTATION, ANALSIS, AND INTERPRETATION
4.1 PRESENTATION OF THE DATA
Data presentation is the display of information its raw state. As it was earlier recorded information thus chapter that one handed copies of questionnaire were produce for the purpose of this study out of seventy-six copies were that remaining, twenty four were regarded as no response to.
PRESENTATION OF DATA.
TABLE 1: ANALYSIS OF DATA ACCORDING TO OCCUPATIONAL        DISTRIBUTION.
	Occupation
	Respondent
	% of Distribution

	Student 
	10
	13.2%

	Civil servant 
	30
	39.5%

	Business men
	7
	9.2%

	Business women
	9
	11.8%

	Housewife
	20
	26.3%

	Total
	76
	100%


Source: - Field Survey 2025
	From the table above 13.2% of the respondents are student, 39.5% were civil servant, 9.2% were businessmen, 11.8% were business women and 26.3 are housewife.
TABLE 2: ANALYSIS OF DATA BUYER GENDER DISTRIBUTION
	GENDER
	NO OF RESPONDENT 
	PERCENTAGE

	MALE
	42
	55.3%

	FEMALE
	34
	44.7%

	TOTAL
	76
	100%


Source field Survey 2025
	From the table above 55.3% of the respondent are male, while the remaining 44.7% were female. This implies male is more responded than female.
TABLE 3: ANALYSIS OF DATA BUYER INCOME DISTRIBUTION
	LEVEL OF INCOME
	NO OF RESPODENT
	PERCENTAGE

	Below N 2,000
	5
	7%

	N 2,000 – N10, 000
	10
	13.1%

	N10, 000 – N20, 000
	36
	47.3%

	N20, 000–N30, 000
	20
	26.3%

	Above N30, 000
	5
	6.3%

	TOTAL
	76
	100%


Source field survey 2025
	From the table, it can be deducted that 7% of the respondent earned below N 2,000 and above of N3,000 is 6.3%. 13.1% of responded earned between N 2,000 and N10,000. 47.3% of the respondent covered N 10,000 and N 20,000 and 
N 30,000 is 26.3%.
TABLE 4: ANALYSIS OF DATA BY EDUCATIONAL DISTRIBUTION
	EDUCATIONAL LEVEL
	NO OF RESPONDENT
	PERCENTAGE

	PRIMARY SCHOOL
	0
	0

	POST PRIMARY
	44
	57.9%

	HIGER INSTITUTION
	32
	42.1%

	TOTAL
	76
	100%


Source: Field Survey 2025
	 From the table above shown that large of the people are educationally wise and this factor greatly influence consumer to challenge the action of produce.
TABLE 5: ANALYSIS OF THESE FOLLOWING DATA OF CONSUMER BUYER
	PRODUCT
	FREQUENCY
	PERCENATGE

	SEVEN – UP 
	35
	46%

	PEPSI
	29
	38.2%

	MIRINDA
	7
	9.2%

	MOUNTAIN DEW
	5
	66%

	TOTAL
	76
	100%


Source: Field Survey 2025
	That the time this research was conducted 46% of respondents can be seen in table 5 above sought seven – up must often, and 38.2% for Pepsi, while Mirinda is 9.2% and mountain dew is 6.6%.
TABLE 6: PRESENTATION ON THE FACTOR INFLUENCING PREFERENCE
	RESPONSE
	FREQUCNCY 
	PERCENTAGE %

	TASTE
	2
	3%

	LIQUID CONTENT
	21
	30%

	PRICE
	48
	63%

	ALL OF THE ABOVE
	5
	7%

	TOTAL
	76
	100%


Source: field survey 2025
	The response illustrated in the table 6 deals with the factors that customer’s preference for seven – up range of soft drink. It can be extracted from the table above that 30% of the respondent bought and consumed seven – up of soft drinks because of its price which according to available information is relatively lower than as a result of their taste and all the above attribute relatively.
	Thus the importance of pricing as a determine factors for product preference.
TABLE 7: WHICH OF THE FOLLOWING FACTOR INFLUENCE YOUR PARTICIPATION INFORMATION THE BIGGEST PROMOTIONAL CAMPAIGN EVER LAUNCHED BY AND MANUFACTURED IN THE COUNTRY? SEVEN – UP.
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	UNION
	56
	73.7%

	HIGH CHANGE WINNING
	· 
	· 

	SEVEN – UP WILL GIVE ME PRICE FOR THE FUN
	16
	21%

	PRICE
	4
	5.3%

	TOTAL
	76
	100%


Source: Field Survey 2025
As at the period, this project was conducted it can be seen from table 7 that 73.7% of the respondents participated in the popularity known “super express campaign” campaign mainly because of the winning price while 21% of the prospect participated in said campaign because of the fact that seven – up bottling company would not let down image hence would have given then participated because of the high change ofwinning the competition.
	This implies that running price motive the prospective consumers to participated in the competition.
	Secondly the investigation has reverse that there is little or no change of winning information the competition.
TABLE 8: WHAT BRAND OF SOFT DRINK DID YOU DRINK DURING THE CAMPAIGN?
	RESPONSE
	FREQUECNY
	PERCENTAGE %

	SEVEN – UP
	49
	70%

	MY OLD BRAND
	7
	10%

	ANY SOFT DRINK
	20
	26.3%

	TOTAL
	76
	100%


Source: Field Survey 2025
Table 8 shows 70% of the prospect bought seven – up range of product during the campaign 105 of the respondent still their old brands while the remaining 26% bought and of drinks that was readily available.
TABLE 9: HOW DO YOU COMPARE SEVEN – UP BOTTLING COMPANY’S ENTIRE CAMPAIGNPROMOTIONAL ACTIVITIES TO OTHER?
	RESPONSE
	FREQUENCY
	PERCENTAGE %

	MOVE REMAINING 
	35
	50%

	LESS REGARDING
	· 
	· 

	MORE CONSUMER
	20
	26%

	ORIENTED
	    -
	    -

	LESS CONSUMER ORIENTED
	21
	24%

	TOTAL
	76
	100%


	Source: Field Survey 2025
TABLE 10: HOW DO YOU VIEW THE RETAILER CONTRIBUTION TO THE SUCCESS OF THE “SUPER EXPRESS CAMPAIGN?
	RESPONSE
	FREQUECNY
	PERCENTAGE %

	SIGNIFICANT
	56
	80%

	LESS SIGNIFICANT
	7
	10%

	IN SIGNIFICANT
	7
	10%

	TOTAL
	76
	100%


Source: Field Survey 2025
	Table 10 show that 30% of the prospective buyer felt that the result contribution to the success of the competition was very significant, it was judge less significant by 10% of them while earning 10% considered it as significant.
This implies that retailer contribution is very significant judging from the point of the consumers.






CHAPTER FIVE
SUMMARY OF FINDING, CONCLUSIONAND RECOMMENDATION
5.1	SUMMARY OF FINDING
	The research is an impart of campaign promotion on “ customer buying behavior” information general and seven-up “super express” information particular because important issue due as the wide publicity the campaign receives when it was given information progress.
	The research through personal interview gathered some information from the marketing section of seven – up bottling company information. These are management of the super express company information competition. The cause of effectiveness of the competition among other.
Furthermore, investigation has showed that several factors have contributed immensely to the growth in sale promotional campaign the major one among them are the continue increase information brands of product especially information of the soft drink industry, this made the consumer to become more promotional minded putting the product and manage will have greater pressure to receive quick sale response.
Finally, campaign promotion can be seen practically attract competition reaction for instance immediately after the super express after campaign Nigeria bottling company seven – up followed suit with thrown the millionaires competition and which throughout this titanic period.
Eventually, as to gain some cost ground, they launched other sales promotion strategies named “Naira mania”  
5.2	CONCLUSION
	From the foregoing so far, it can be concluded that campaign promotion has become an indispensable segment of marketing that has contributed information in so many ways to the efficiency marketing of goods and service. Its impact has been felt profit maximization.
5.3	RECOMMENDATION
	Based on the presentation of data information the previous chapter and summary of the whole project, it become pertinent to make the following recommendation.
	Any company that intends to implement campaign promotional program as a tactical promotional tools designed to stimulated the interest of the largest market, should engaged in an intensive public enlightenment program through which they can winning price. The genuinely of the price and management readiness and willingness to given out the price country’s economic problems which will in turn reduce it not totally eliminated.
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QUESTIONAIRE ON EFECT OF PROMOTIONAL CAMPIAGN ON CONSUMER BUYING BEHAVIOUR (A CASE STUDY OF PROMOTIONAL CAMPIAGN ON CONSUMER BEHAVIOUR)
1. OCCUPATION:- Student (	)  Civil service (      )	Businessmen (	  ) Businesswomen (      )  Housewife ()
2. GENDER:- Male (	),	Female (	)
3. LEVEL OF INCOME:- Below 2000(	     ), 2000 – 10,000( ) 10,000 – 20,000 (        ), 20,000 – 30, 000 (      ) Above 30,000(     )
4. EDUCTAIONAL LEVEL:- Primary (     ),   Post primary (      ), HND/ B.SC (    )
5. CONSUMER BUYER PRODUCT:- Seven – up (      ),  Pepsi (     ) Miranda (      )Mountain dew(    )
SECTION B
6. CONSUMER RESPONSE TO PRODUCT:- Taste (     )  Liquid content (      )  Price (     )
Price (      ) All of the above (      )
7. PROMOTIONALY PRODUCT INFORMATION RESPONSE:- Union (  ) Price (    )
8. BRAND OF SOFT DRINKS CONSUME DURING CAMPAIGN:-  Seven-up (     ), Old brand (      ) Any soft drink (    )
9. COMAPARE SEVEN-UP BOTTLING COMPANY TO OTHERS:- Move remaining( )
Less regarding (       ), more consume (      ), consumer oriented (      )
10. RETAILER CONTRIBUTION TO THE SUCCESS OF THE SUPER EXPRESS CAMPAIGN:-  Significant (  ), less significant (   ),  Insignificant (      )

