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CHAPTER ONE
1.1	BACKGROUND OF THE STUDY
For centuries, throughout the industrial history, in a more or less explicit way, the adequate use of resources has always been an objective. When miles developed value analysis methodology, last century, at the end of the forties, he had also this aim in mind. 
The evolution of concepts lead to the present value definition as the relationship between the satisfaction of need and the resources used in achieving that satisfaction. In other words, and because it is a functional approach, objective is reached by improving functions performance and reducing resources.
Other tools and approaches, in different areas have been developed with identical objectives. 
When speaking about cleaner production, for example, the aim is to produce more with higher level of quality using less materials, water and energy. As to eco-efficiency what is meant is the double aspects of economics and ecology, or going further on, into sustainable development as a process whose main objective is to satisfy the needs of present generation but leaving opportunities to the future ones. Therefore by sustainability is meant the result of optimization of a multi-criteria process in a very complex can only effective if proper competitive situation analysis is conducted whether it be product quality method of distribution packaging and advertising skills. 
As someone said “supreme excellence consists of breaking the enemy’s competitors resistance without fighting” these various strategies such as product differentiation which includes: pricing. 
1.2 STATEMENT OF THE PROBLEM 
Supposed our economy is a monopolistic economy, issue of competition would not have arrived in the marketing of goods and services but due to the various environmental factors include among producer, producing the same type of product. 
It had turned a market to a competitive ground and some producers find it very difficult to survive in the competitive markets.
It’s, therefore, important for management to build an organization culture dedicated to the outstanding and meeting the needs of customers by order to identifies companies competitors. The company must also recognize that “CONSUMER IS THE KING” company must involve themselves in marketing strategies that will allow them to be better off the other competitors in their target market. 
1.3	AIM AND OBJECTIVES OF THE STUDY 
This research work will be useful for practical purpose which shows the techniques or strategies for winning customer in a competitive market environment in Nigeria. Other purposes of the study are listed below: 
1. To investigate and find out the implication of competitors on the activities of the company (Airtel Nigeria Pie). 
1. To know whether the intended strategy serve as the solution to the existing problem. 
1. To identify the brand Airtel can used against other competitors like MTN, GLO. 
1. To carry-out investigate in effect of various marketing strategies in winning customers and simulate repeat. 
a. The Organization (Airtel Plc):-. This study will also find useful in Airtel Nigeria plc. In order to know the effective strategies to use for marketing its product in the face of other competitors. 
b. Source of Information: - This study could also be used for further 
researches as source significant. 
c. Job Opportunity: This study will also be useful for employment 
purpose due to its significant. 
1.4 RESEARCH QUESTIONS 
1. What are the role of marketing strategies in a competitive market. 
2. What are the problem facing marketing strategies in competitive market 
3. Does marketing strategies affect the customer of Airtel Nigeria plc. 
4. Does marketing strategies increase the sales of Airtel Nigeia plc. 
1.5 RESEARCH HYPOTHESES 
3. Hi: There is no significance relationship between marketing strategies and competitive marketing. 
Ho: There is significance relationship between marketing strategies and competitive marketing. 
3. Hi: Marketing strategies are the major problem facing Airtel in a competitive market. 
Ho: Marketing strategies are not the major problem facing Airtel in a competitive market. 
3.  Hi: Marketing strategies affect the Airtel Nigeria plc in a competitive market. 
Ho: Marketing strategies does not affect the Airtel Nigeria plc in a competitive market 
3. Hi: Competitive strategies have no strong influence on Airtel customers. 
Ho: Competitive strategies have strong influence on Airtel customers 
1.6 SIGNIFICANCE OF THE STUDY 
The study will be useful for practical purpose which shows the impact of strategies in a competitive market with its benefits to individuals and organization. Among the beneficiaries of the study are; 
3. Government: They will benefit from the study through review improvement the company will be opened to the youth which was minimize socially problem such as to gray, kidnapping and robbery etc. 
3. Academics: The study will contribute to academic development, the report will serve as a record to young researcher and it also developed and winning mind knowledge in the area of marketing in peculiar reference to promotion. 
3. Market: The study is also important to market because it will improve the standard of living through promotion and availability of good and quality product. 
3. Industries: The research work will serve touch light to the area of problem in promotion of product and services for the company. 
1.7	SCOPE OF THE STUDY 
The research work has been limited to the marketing strategies in a competitive marketing environment mostly within Nigeria because of the nature of the state and cultural in balance mostly observable in different parts of the state. Basically, the area of coverage of the study are: 
1. CONCEPTUAL SCOPE: This is the area of coverage which research work is centered on the Marketing strategies for winning customers in a competitive marketing environment. 
2. INDUSTRIAL SCOPE: This research work will cover the Airtel as a point of firm that produces consumer product which also meant to satisfy human needs. 
3. TIME SCOPE: As a result of the limited time the date obtained will be within a span of a year and validity of the outcome can only be tenable for the duration of three years as a result of changing marketing condition. 
1.8	LIMITATIONS OF THE STUDY 
There is different type of obstacle occur during the research work, among there problem include the following 
1. Time 
1. Financial constraints
1. Respondence
1. Geographical 
Time: Is one of the major problems that come up when making a research work and the researcher does not have much time to conduct the research work due to the lecture and tutorials that needs to be attending to. But at the end he was able to adjust and make a proper planning for the research work. 
Financial constrain: Money is another hindrance to this project work in terms of transportation, publication of questionnaire, parent and Guardian save as the only source of findings which make it easier for me to gathered needed data and they give me emotional and physical support. 
Respondent’s constraints: This is another hindrance to gathered needed 
information in carrying out this research personnel or respondents react violently. Organization tagged their filled as secret but after series of persuasion to the respondents ‘that all information will only be keep as confidential to me alone, because is meant for educational purpose of facilitate my project writing. All these helps to select this problem of respondents limitation. 
1.9	DEFINITION OF RELATED TERMS 
A consumer is strictly ultimate use of a product or services. He /she is the one who decide the satisfaction and benefit offered. 
1. MARKET: Market in it literal meaning can be defined by professor A.A. Wickslead, he said “Marketing is the characterized phenomenon of the economics life and the central problem of an economic situation”. 
2.  CONSUMERS! CUSTOMERS: A consumer / customer is the ultimate user of a product or service satisfaction and benefit from the consumption of the product which in turn either produces utility i.e. satisfaction or not. 
3. COMPETITIVE MARKET’: A competitive market is the market in which sellers of the’ same goods their buyers and make meaningful deals and exchange of a well defined commodity or product in the same market which in turn create or leads to a health rivalry among the sellers. 
4. ORGANIZATION: This is the organized system or the organized group of people who work in harmony with the aim of achieving the stated goals and objectives which usually is profit. 
5. STRATEGIES: This is the way and method of planning and directing of the whole operation in the organization so as to achieve the stated aim and objectives.  








CHAPTER TWO
2.0	LITERATURE REVIEW
2.1	CONCEPT OF COMPETITIVE MARKET 
Initially, we need to understand who are the competitors in the market. Competitions is one of the external environment factors that affect companies activities to serve its target market. Every business organization is surrounded, affected by a host of rivals who may be directly or indirectly. This can only be suppressed by e connecting the competitive situation analysis. 
A market has varieties of meaning due to people perception. Ugochi (2005) “Defined market as any area over which buyers and sellers meet to communicate and negotiate to make meaningful deals over well defined product or commodity”. 
According to Geographers market is “a physical place where buyers and sellers come into contract. When used to represent the demand for a product, a market refers to people with income or purchasing power and willingness to buy”. Smith (1981), defined market to the total amount of buyers and sellers of any goods and services as well as their interaction. 
A marketer will defined market as a set of people who are willing 
and able to buy and able to sell a product and services. 
COMPETITIVE MARKET 
This is a market that comprises buyers and sellers of similar 
product that could serve as substitute which go a way in creating rivalry among them. 
Using Zain as an example, the plan of competitors has to be identified, monitored, supervised and surpassed in order to gain and maintain customer loyalty. The competitors of Zain Nigeria include others involve in communication industry as MTN, GLO, ETISALAT etc (b) sellers of producers of other substitute of Zain services such as fixed wireless e.g. Starcom, Multilink and others. 
2.2	CHARACTERISTICS OF A COMPETITIVE MARKET 
Every competitive market possesses the following features or characteristics.
1. Large customers 
2. High percentage of demand 
3. Similar product 
4. Product substitute 
5. Market challenger strategies 
6. Emphasis on promotion 
1) Large customer: In a competitive market, there is assurance that there are large number of customers who buys a product that does not have substitute. 
2) High percentage of demand: A product that have high percentage demand are product that are wanting to satisfy the consumers. 
3) Similar product: Similar product are product that series the same purpose that best satisfy the consumer. 
4) Product substitute: A product that services similar purpose (substitute) to a consumer in the absence of one which the consumer used to buy e.g. Milo and Bournvita, 
5) Market Challenger strategies: They are market leader or star product in a market of a firm that has large market scheme other than other competitors will apply in all marketing strategies 
6) Emphasis on promotion: There must be regular promotion for a firm 
(Zain) who want to have large market share in a competitive market 
such company must greatly emphasis on promotion. 

2.3	CONCEPT OF MARKETING STRATIGIES 
This study evaluates customer loyalty from the stand point of strategic management, where contemporary research has undergone a shift or focus from customer acquisition to customer retention because of two main reason. First, there is an incremental profit impact of a loyal customer base and second, a customer retention is relatively less costly than customer acquisition. (Forneil, and Wenerfelt, B (1987).
Customer loyalty long term purchase Jacob and Chesernut believe 
purchase spanning over a long term period is a leading behavioural determinant of customer loyalty. In consonance with the adopted model, factor has, thus, been taken up as one of the prime subsets of customer loyalty. 
If a subscriber is emotionally satisfied with the service provider, he/she would recommend it to the service provider, he/she would recommend it to others, ignoring the negative propaganda promoted by rivals. They also believed that the loyal customer can experience the delicate connection with enterprises, which promote loyalty positive recommendations for the service provider. 

2.4	TYPES OF MARKETING STRATEGIES 
Conventionally, the formulation of strategies has always built product life cycle. 
The shear dynamic of making evolution has however redefined strategies for firms who want to survive on the logic of both the consumer want and the competitors position. 
Marketing strategies may differ depending on the unique situation of the individual business. However, there are a number of ways of categorizing some genuine strategies. 
A brief description of the most common categorizing schemes is 
presented below; 
Kotler distinguished four generic strategies that companies should adopt.
1. Market leader strategies 
1. Market challenger 
1. Market followers’ strategy 
1. Market riches strategy 


Market Leader Strategy 
There is always one firm that is acknowledged as the leader in any 
industry, it is always identified with the following features. 
· Has the large market shares 
· Lead the others with prices changers 
· Introduction of new products 
· Large distribution products 
· Promotion intensity 
Market Challenger Strategy 
The firms that come second, third and at the lower is the industry may be called specific customer’s specialists, vertical level specialist customer, size specialists, geographic specialist product line specialist, product feature specialize quality or price specialist and service specialists. 
2.5	CHARACTERISTIC OF MARKETING STRATEGIES 
These elemental characteristics are rooted deeply in human wants and desires and act to create a connection between a company, its products and services, its people and ultimately its customers. 
It is believed that any company can create a marketing strategy that will actually serve as the catalyst to creating a remarkable business by deeply exploring and embracing one, or some combination of several, of the characteristics outlined below. 
SINGLE MINDED PURPOSE
 If I were going to point to a requisite characteristic it might be this one. When a company is built with a single-minded purpose and can communicate that “why we do what we do” in a way that makes meaning in the lives of its customers and prospects, magic can happen. 
The idea of higher purpose can be a tricky one too. A customer can resonate with the fact that your mission is to bring peace and harmony to the world, but it’s just as likely that there’s a market hungry to do business with a company that believes bringing beauty to the world through incredibly simple design is why they do what they do. 
The key is a thorough understanding and simple and consistent communication of the why. You. can’t fake this characteristic hut you can move your higher purpose front and center in your marketing strategy. 
Some of the companies that enjoy the highest levels of staff and customers loyalty focus almost entirely on why they do what they do, as opposed to simply trying to do what they do better. 
The product is almost secondary to this single-minded purpose-Shatto Milk Company’s marketing strategy is one that claims to bring a return to what’s good about creating all natural products in small, hand-crafted batches and, by the way. we sell dairy products. 
Tony Hsieh, CEO of Zappos is a customer happiness business that happens to sell shoes. 
DESPERATELY SEEKING INSPIRATION
 People want to go on journeys they feel are epic in nature. Now this 
may sound a little far fetched if you’re simply building a small law firm focused small businesses, but every business can inspire. 
We can inspire by telling stories, by communicating the why, by standing up for simplicity and by bravely connecting our own purpose in life with that of the business and that of the goals and objectives of our clients. 
Leadership, the kind that is drawn from deed and word, the kind that understands that the best way to get more is to want more for others, is inspirational. Firms that draw commitment from customers and staff give them a way to sign up for something that can allow them to be their best selves. 
Steve Jobs is cited more often than any other company leader for his ability to inspire through telling stories about the Apple brand. 
AN OBVIOUS INNOVATION
Every industry engages is some practice that customers just come to live with. And then someone comes along, either from outside of the industry or as method of survival, and shakes it up but suggesting there’s a better way. 
Creating what ends up looking like an obvious innovation in an industry and then embracing that change as a marketing strategy is one way that companies create a clear differentiate









CHAPTER THREE
3.0 RESEARCH METHODOLOGY 
A research methodology embraces the specification of the steps and procedures employed by research in gathering raw material for data processing. 
        According to Donald Trill and Del I. Haring (1990) “Research methodology is the specification of procedure of collecting and analyzing the data necessary to help to solve the problem at hand such that the difference between the cost of obtaining various level of accuracy and the expected value of the information associated with each level of accuracy is• maximized”. 
3.1	RESEARCH DESIGN 
The research design used on the study is the combination of personnel interview which includes Airtel Nigeria Plc Ilorin branch and the customer services departments while the questionnaires were administered to the numerous customers Airtel Nigeria Plc. 
3.2 POPULATION OF THE STUDY
 Research’ population is defined as the whole or total number of people or things in a specified geographical area.
  It can also be defined as the whole set of individuals that form the subject in particular survey Peter (1999). 
He also defines population as “any group of people or objects which are similar in one way or the other, and which form the subject of study in a particular survey”. 
In this project work, it is the method of gathering information or data from the population and the sample it is drawn from. 
3.3	SAMPLING TECHNIQUES 
Random sampling is one form of the general set of sampling techniques referred to as probability sampling procedure must meant 4 criteria (Chacheran, 1997-1999).
i. We can define the set of distinct samples, which the procedure is capable of selecting. 
ii. Each possible sample has assigned to it a know probability of selection. 
iii. We select are of the sample by a random process in which each sample receives its appropriate probability of being selected.
iv. The method for computing the estimate must lead to a unique estimate for any specific sample. For any sampling procedure of this type, we can calculate the frequently distribution of the estimate that it generates if repeatedly applied to the same population and therefore determine and variance of the estimate. In general, we do not assume that the underlying population followers a normal distribution, but in order to calculate bounds and confidence intervals from single sample it may be useful to assume that the estimate follow a normal distribution.
This assumption will be appropriate for large sample sizes drawn from highly skewed population. Cochran (1977: 44) suggested the (Crude rule) for passively skewed distribution that is should be greater than 25G12 where GI is fisher measure of skewness. 
The researcher administered 70 questionnaires to the respondent which they were the sampled out of the total population.  
3.4 SAMPLE SIZE DETERMINATION 
There are two major methods by which samples can drawn from a population, these are probability and non-probability method of sampling. 
1. PROBABILITY METHOD: The is the method that gives each member of the population on equal chance of being selected e.g Random sampling
1. NON-PROBABILITY METHOD: This gives no room for estimating the chance that each member will be included in the sample e.g quota and judgment sampling
3.5 METHODS OF DATA COLLECTION 
There are various method of collecting data or information for comprehensive and descriptive records, of this land. In this research work the data collected include: 
PRIMARY SOURCES: I collected interview with the accounting officer (cost accountant) on area which are essential for the research work, preliminary data were requested from this people as regards information on the position held the organization, the degree of their responsibility and also the costing system put in place for the achievement of the organization objective.
OBSERVATION: The observation of this research was personally conducted to determine the truthfulness and reliability of the information collected from the management. It includes monitoring behavioural and non-behavioural activities and conditions of simple subject. 
SECONDARY SOURCES: This is the data drawn from other studies e.g. work and publicant of other people that have relevance to the study; data was derived from the following sources: 
1. Textbook on cost accounting and costing method. 
1. A manual on costing as a tool for management. 
3.6 METHOD OF DATA PRESENTATION AND ANALYSIS 
The analysis and interpretation of the row data of this investigating are the means by which the research problems are answered, the following methods were used.
1. TABULAR PRESENTATION This represent the primary process of handling data information employed as a means of summarizing the data into a comprehensive form, thereby improving the understanding the table was used in order to enable any reader of this project work get a guide understanding of the procedure used for effective distribution strategy and supply of agricultural produce.
1. PERCENTAGE
Researcher used percentage to analyze the data collected from the respondent: questions were kept at minimum and were short and clear. 
Influences on leading questions were avoided as much as possible as not to influence the thought of respondents.

















CHAPTER FOUR
4.0 DATA PRISENTATION AND ANALYSIS 
4.1 HISTORICAL BACKGROUND OF THE CASE STUDY 
The Airtel Nigeria Plc, formerly known as Celtel Nigeria was established in 2008 by a group of institutional and private investors as well as three state governments. 
It made history on August 5, 2011 by becoming first telecom operator to launch commercial G.S.M services in Nigeria, in 2006. 
On August 1, 2008, Ceitel Nigeria was rebranded to Airtel Nigeria following the global acquisition of Celtel international by MI.C. Group, which transformed to Airtel group. 
Airtel Nigeria which currently covers 1,500 towns and 14,000 communities across the sin geo-political zones of the country scored a series of many other “first in the highly competitive Nigeria telecommunication market including the first to introduce #500 recharge card, first to commence emergency service (999), first to introduce free SMS and first to introduce monthly free airtime bonus. 


4.2 ANALYSIS OF DATA 
In this chapter, all the raw data gathered through the use of method stated in chapter three would be presented and analyzed. 
One hundred and twenty copies of the questionnaires were administered to the customers and due to the technicalities involved in drafting the questionnaire, all the topics were fully completed and returned. 
The responses of the respondents that are qualified table were tabulated below: 
TABLE 1: DISTRIBUTION BY SEX RESPONDENTS 
	RESPONSE 
	FREQUENCY
	PERCENTAGES

	Male 
	48
	40%

	Female
	72
	60%

	Total 
	120
	100%


Source: Research Field Survey, 2025 
The above table 1 shows that 40% of the total respondents were males, which 60% were females.
TABLE 2: RESPONDENTS ON MARITAL STATUS 
	RESPONSE 
	FREQUENCY
	PERCENTAGES

	Married 
	30
	36%

	Single 
	45
	3.75%

	Widow 
	20
	16.7%

	Divorces 
	25
	20.8%

	Total 
	120
	100%


Source: Research Field Survey, 2025 
Table 2 above shows that 36% were married. 3.75% were Single and 16.7% were widow, while 2.08% were divorced. 
TABLE 3: AGE GROUP RESPONDENTS
	RESPONSE 
	FREQUENCY
	PERCENTAGES

	18-20 years 
	20
	16.7%

	21-30 years 
	51
	42.5%

	31-40 years 
	15
	12.5%

	41 and above
	34
	28.3%

	Total 
	120
	100%


Source: Research Field Survey, 2025 
Table 3 shows the age group of the respondents according to the table, 16.75% of the respondents 21-30 years of age, 12.5% fall between 31-40 years of age and 28.3% above 41 years of age. 
TABLE 4: OCCUPATION OF THE RESPONDENTS 
	RESPONSE 
	FREQUENCY
	PERCENTAGES

	Student 
	46
	33.3%

	Civil servants 
	45
	37.5%

	House wives 
	20
	16.7%

	Self employed 
	15
	12.5%

	Total 
	120
	100%


Source: Research Field Survey, 2025 
The table above shows that out of the total respondents, 33.3% were students, 37.5% were civil servants, 16. 7% were house wives and 12.5% were self-employed. 
Table 5: MONTHLY INCOME LEVEL OF RESPONDENTS 
	RESPONSE 
	FREQUENCY
	PERCENTAGES

	Below #10,000
	35
	29.1%

	#10,000-#15,000
	30
	25%

	#16,000-#20,000
	20
	16.7%

	#21,000-#25,000
	15
	12.5%

	Above #26,000
	20
	16.7%

	Total 
	120
	100%


Source: Research Field Survey, 2025 
This table shows that 29.1% earned below #10,000, 25% of them earned between #10,000-#15,000, 16.7% of them earned between #15,00 - #20,000 while income earners between #21,000 -25,000 were between 12.5% and 16.7% of them are those who earn between #26,000 and above. 
TABLE 6: RESPONDENT SHOWING FACTORS INFLUENCING 
	RESPONSE 
	FREQUENCY
	PERCENTAGES

	Quality 
	20
	16.7%

	Price 
	30
	25%

	Availability 
	20
	16.7%

	Brand name 
	20
	16.7%

	Durability 
	30
	25%

	Total 
	120
	100%


Source: Research Field Survey, 2025 
This table shows that 16.67% of the respondent shows quality of Airtel plc 25% showing price, 16.6% shows availability, 16.67% shows brand name and 25% shows the durability as what attracted the product. 
TABLE 7: OPINION DISTRIBUTION OF RESPONDENT ON THE 
AWARENESS OF AIRTEL NIGERIA PLC EXISTENCE. 
	RESPONSE 
	FREQUENCY
	PERCENTAGES

	Sales promotion 
	40
	33.3%

	Friends/Neighbourhood 
	15
	12.5%

	Personal observation 
	20
	16.7%

	Advertising 
	45
	37.5

	Total 
	120
	100%


Source: Research Field Survey, 2025 
This table shows how the consumers of Airtel’s product became aware through advertising and 16.75% by personal observation, while 12.5% through friends and 3.33% through sales production. 
TABLE 8: OPINION DISTRIBUTION OF RESPONDENT ON THE PRICE OF AIRTEL PRODUCT. 
	RESPONSE 
	FREQUENCY
	PERCENTAGES

	Very exorbitant 
	-
	-

	Moderate 
	80
	66.67%

	Uncontrollable 
	40
	33.33%

	Total 
	120
	100%


Source: Research Field Survey, 2025 
From the above table, it would he seen that 66.7% of the respondents declared that the price of Airtel product is moderate while 33.33% opted that their prices is very exorbitant. 
TABLE 9: OPINION DISTRIBUTION OF RESPONDANT ON THE FACTORS INFLUENCE ON PARTICIPATION IN VARIOUS SALES PROMOTION ORGANIZED BY AIRETEL NIGERIA PLC. 
	RESPONSE 
	FREQUENCY
	PERCENTAGES

	Wiring the price  
	78
	65%

	Just furniture 
	42
	35%

	Total 
	120
	100%


Source: Research Field Survey, 2025
This table shows that respondents aimed at participating in sales promotion is 65% while those for just for fun of it are 35%.

 
TABLE 10: OPINION DISTRIBUTION OF RESPONDENT ON YOUR VIEW ABOUT THE SALES PROMOTION OF AIRTEL PRODUCE. 
	RESPONSE 
	FREQUENCY
	PERCENTAGES

	Quite interest   
	70
	58.33%

	Not interest 
	50
	41.67%

	Total 
	120
	100%


Source: Research Field Survey, 2025
The above table shows that 58.33% represent who believed that sales promotion of Airtel Nigeria Plc. is quite interesting while 41.67% of the respondents believed that they are not rewarding and non-interesting. 
TABLE 11: OPINION WSTRIBUTION OF RESPONDENT MOTIVATION THAT MAKES CONSUME 
	RESPONSE 
	FREQUENCY
	PERCENTAGES

	Yes 
	90
	75%

	No  
	30
	20%

	Total 
	120
	100%


Source: Research Field Survey, 2025
The table above shows that 75% of respondent believes that motivation make consumers to buy more while 25% respondent disagree.  
4.3 RESULT OF FINDINGS 
Sales promotion are very important and also contribute to the development of banking system in Nigerian economy. It also revealed that sales promotion as a tool winning customer satisfaction in a competitive market play a very important role to the government, as the government of any nation want to promote it banking industries progress and development strategies. 










CHAPTER FIVE
5.0	SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.1	SUMMARY OF FINDINGS 
This project is an effort in finding out the strategies of winning customers in a competitive market. Its limitation notwithstanding the result has confirmed the original hypothesis that “the strategies of winning customer in a competitive market” are the project (branding, packaging, promotion, effective pricing). This can be used to win customers in the markets of millions of competitors. 
For example, branding comprises colours, symbols and some other features is used purposely for product for winning, the Airtel has a promotion as a tool for winning the Airtel has to involve in various types of promotion such as sales promotion, giving bonus credit to subscribes, free air time, free SMS etc. 
5.2	CONCLUSION 
It is anticipated that this study and the result can be of increase benefit to all communications industries as a whole. In concluding this work, the researcher would like to say that consumer products do not exist in isolation in the choice of branding and promotion as the strategies of winning them. It also exists in other classes of product. It is seen that everybody in Ilorin township of Kwara State is a part of Airtel users from definition and description in chapter two, it is seen that various strategies that’s usually employed by the communication industry especially the manufacture of Airtel pack (line) helps the consumer in making their brand choice. 
The researcher therefore agreed that the impact or benefit of strategies on consumers preference for brand has contributed immensely to the marketability of the Airtel sim pack and recharge cards. 
5.3 RECOMMENDATIONS 
A good system of strategies for the purpose of winning customer in a competitive market should be made flexible in order to cater for changing situations. 
Having analyzing the various strategies available in chapter two for winning consumer by Airtel plc. The researcher is not in the opinion that the constant review of those strategies should be put in place as a way of updating and reviewing it to meet up with current standard and economy and social status of the consumers. 
Generally, marketers of communication network should always adhere to measure the effectiveness on failure of this service of this service on the consumer. 
Branding and Promotion, effective advertisement, considerate pricing (making the recharge card available always with an affordable price), render best network services. If all these could be maintained, it will help to differentiate there services from other competitors of the same services with a creditable striving force to maintain the quality of their services. 
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