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CHAPTER ONE
                                              INTRODUCTION 

1.1	Background to the Study
	The roles of sales promotion cannot be outer emphasized when it comes to achieving the co-operate objectives of a business organization which is profit maximization. An organization willing to achieve co-operate objectives willing to complete favorably and willing to capture large market must a definitely plans for its sales promotional activities.
	Basically there are different types of market and there different ways in the better market where as effort in place on advertising or the market where it does not really need to advertising and the tames where regard and the customers as long which mean we have to take customers satisfaction into consideration which is the buyer market producers have resulted to numerous means of sales promotion to increase the sales volume profitability sales promotion is an important element include advertise personal selling public relations and publicity. All these will be explained in the course of this project.
	Sales promotion is a marketing practice of temporarily offering better value for customer’s money it is an extra incentive inducement of benefit over and above the product inherent finalities price of finally sales promotion embraces all activities and dailies that are designed to sell more product and to create good will directly or indirectly. A more commonly accepted view however is that sales promotion concerned those activities and devices whose primary function is that of writing persuading and otherwise encouraging and stimulating trade. The relative importance and effectiveness of promotional effect naturally very considerably from industry to industry and form turn to turn personal selling and advertising has received the greatest attention in marketing practice research according to Sheith Garrt (1986) these are several emerging issue in promotion management firstly there is a growing belief that company needs interested communication across all channel such as person selling advertising sales promotion and public relations but this integration has been looking in the brand product or co-operate positioning and also there is growing interest in electronic shopping and selling and their impacts on the promotion function for the first time it seems possible to bring the producer and the customers close to each other on a direct and real time basis through the current innovative sales promotion strategies. A sales promotion strategy prescribed the role to be played by every means of disseminating information to be communicated to customers the objectives of the promotion and the means of disseminating the information. The aim to every promotional strategy being the purchase and the use of a product or services.
1.2	Statement of the Problem
	The main concern of this study is to view the impact of a company’s sales promotion method on it’s product performance in the market it served.
	Basically the main issue is to know the extent in which promotional effort has led to increase in sales volume and profit ability level of Tuyil Pharmaceutical industry limited.
	The research work is embarked upon to carry out a critical appraisal and evaluations of a current sale promotional methods practiced by Tuyil pharmaceutical industry as producers of consumable goods in Nigeria market.


1.3	Research Question
(a) How does Tuyil Pharmaceutical company use sale promotion to increase organizational profitability?
(b) What effect does sales promotion has on the achievement of organizational corporate objective?
(.c) Does the Tuyil pharmaceutical company have enough sales promotion tools in with their product?
1.4       Objectives of the Study
	This research work aims at these 
To explain the application of sales promotion on as a marketing principles for selling pharmaceutical product.
(a) To carefully examine how Tuyil pharmaceuticals industry used sales promotion as effective tools for communication to potential buyers to increase sales and profit level.
(b) To examine the impact of sales promotion on the achievement of co-operate objectives on business organization in Nigeria especially as it affect pharmaceutical organizations.
(c) To clarify that impact of sales promotion and in relationship with pharmaceutical product.
1.4	Research Hypothesis
Ho1: Sales promotion does not aid the attainment of corporate objective of business organization.
Hi1: Sale promotion aid the attainment of corporate objective of business organization.
Ho2: There is no significant relationship between sales promotion the company product.
Hi2: There is a positive significant relationship between sales promotion and the company product.
1.6    Significance of Study
	The significance of   this study comes in four folds as it affects the following
To Marketing Discipline: - The study bring about the awakening of desire for sales promotion of pharmaceutical product which seems elusive as little as nothing in being heard about promotion of the special product. This research wrote will energies the marketers to design an acceptable sales promotion approach for pharmaceutical product.
To the Case Study: This will serve as a guide or reference to marketers in Tuyil pharmaceuticals industry as it offer first-hand information on the sales promotion their product.
To the Society: The outcomes of this work will rub on the marketing personnel on pharmaceutical company the organization as a whole readers as well as students whom will derive considerable fact about the intricacies of the sales promotion of delicate products of pharmaceutical organization
To the Writer: The significance of the study cannot be over analyzed to writers as it will help in putting the undergraduate experience into usage the experience put into real life situation but job just on any organization product rather it is a peculiar industry the pharmaceutical industry.
1.7     Scope of the Study
	Sales promotion as it applies to the marketing performance of business organization is a broad scope which includes.
Theoretical Scope: The area of courage of this research work is centered on the impact of sales promotion in the achievement of co-operate objectives in business organization in Nigeria. The impact of this marketing strategy will be analyzed.
Geographical Scope: The areas covered in terms of location is a very wide range where there is numerous consumers who make sue of Tuyil pharmaceutical products right from Kwara state to other states where the products are being marked across the country.
Industrial Scope: This research work will cover the pharmaceutical industry using Tuyil pharmaceutical industry as a references point of firms. That product consumer product which are meant to satisfy human needs and want in dream of providing and promotion sound health
Time Scope: As a result of the limited time the data obtained will be within a span of year. And the validity of the outcome can only be tenacle for the duration of their years of charging marketing condition
1.7	Definition of Terms  
i.	Promotional or marketing mix: Is the term used to describe the combination to described the combination of the inputs that constitute the area of a marketing in an organization (i.e company’s marketing system).
ii.	Product: According to Olayinka et al (2001) a product is set of tangible and intangible attributes including packaging colour manufacture and relievers services which the buyer accepted as offering want satisfaction.
iii.	Price: Arowomole and Ebeloleu defined price as agreement between seller and buyer concerning what each is to receive the mechanism or device for translating into qualitative terms (Naira and Kobo) the value of the product to the consumer at a point in time.
iv.	Promotion: Is the combination of all sellers  efforts to set up channel of information and persuasion of faculties the sales of a product or service on the acceptance of an idea.
v. Place: This is concerned with getting the right product to the target market.



CHAPTER TWO
LITERATURE REVIEW
2.1	Introduction 
	The literature provides several definitions of sales promotion Leotler (2001) describes sales promotion as adverse collection of incentive tools mostly short-term designed to stimulate quicker and longer purchase of particular brand products or services by consumers or the traders. He added that sales promotion had more impact at mature stage of a product and that product managers might try to stimulates sales by modifying one or more marketing mix elements the American marketing association (AMA) defined sales promotion as those marketing activities other than personal selling advertising publicity that stimulate consumer purchasing and dealer effectiveness such as display shows and exhibitions demonstrations and various non-recurrent selling efforts not in the ordinary routine the development of the sales promotion strategies requires that a firms must determine what its best potential markets are and then select the means by which it will try to sell it to its customers George (1998) offers an extra value of incentive for the project to the consumer with the primary objective of creating an immediate sales.
	Biithe (2006) viewed sales promotion as any activity intended to generate a temporary boost in sales. This includes several communication activities pursued in an attempts provide added value or incentives to consumers wholesalers retailers or other organizational customers to stimulate immediate sales such efforts are usually geared toward stimulating product interest trail or purchase. It is specifically designed to boost quick sales and ultimately create loyalty.
	Adam (2008) is of the opinion that sales promotion emerged as are action by manufactures marketers and marketing strategies all to find a short term solution to the available in variables manufacturers warehouses but not demanded by consumers and organization sales promotion s care comparatively easy to apply and are likely have abrupt and considerable effect on the volume of sales (Hanssens et al 2001).
	According Leotier and Armstrong (2002) consumer promotion is a category of sales promotion including free samples wining contests different price pacles and sweep slakes sales promotion is projected to increase the sales of final ultimate consumers of the product some kinds of sales promotion are based on some sort of benefit where as some are very communicative in type.
2.2	Conceptual Frame Work 
	A business organization is one or more business controlled in common by a person or group of people. An organization may have one or more businesses. A businesses may not have more than one organization even the case of franchises the franchisor is a different business mode than the franchisee even though they exit symbiotically in the same value system. The contractual relationship that bind them differ significantly from the employer-employee relationship that exists within the organization. Business and organization are inseparable. They are simply two aspects of the one thing for example not that the impact of culture (organization ONA) on business success or failure therefore business and organization are melded together into business organization as the subject of strategy and strategic management.
Types of Business Organization 
	It is important that the business owner seriously consider the different forms of business organization types such as sole proprietorship, partnership and corporate on. Below are types of business organization 
Sole Proprietorship: - A sole proprietorship consists of one individual doing business sole proprietorships are the most numerous form of business organization in the United States however they account for little in the way of aggregate business receipts.
Partnership: - A partnership consist of two or more individual in business together partnership may be as small as mom pop type operations or as large as some of the big legal accounting firms that may have dozen of partners. There are different type of partnership and limiter liability.
	Partnership the basic differences stemming around the degree of personal liability and management control.
Corporation: Corporation are probably the dominate form of business organization in the United States. Although fewer in number corporation account for the lion’s share of aggregate business receipt in the US economy. A corporation is a legal entity doing business and is distinct from the individual with in the entity public corporations are owned by shareholder who elects a board of directors in oversees primary responsibilities, along with standard for-profit corporation there are charitable not for – profit corporations.
Concept of Sales Objective 
	Part of a company’s marketing in which common goals are identified by the marketing team including profit margins revenue targets demographics. These plans are outlined and discussed in sale meetings to insure a shared understanding between member of the marketing and sales teams.
Types of Sale Objectives
	According to Trellis (1998), sale objectives are of two major types namely 
Ultimate Objectives: Trellis correctly contends that business strives to achieve what he calls ultimate objectives ultimate objective refers to the financial or sales performance of a business or its marketing operations. Trellis identifies there types of ultimate objectives each measured with relatively straight forward variables.
	Absolute sales measures dollar sale unit sales.
	Relative sales measures market share market rant
	Profitability measures return on investment return on investment return on sale gross profit contribute on margin. You can easily understood why these performance measures might be used to get ultimate objectives.
Functional Objectives
	Functional objectives are so-named because they related each of marketing’s four function as categorized by the marketing mix (the “four PS”) in other words marketing managers often set specific objectives for product pricing physical contribution and promotion.
	Interrelated and reinforcing nature of functional objective exhibits 2 list a few examples of measures used to get objective for the four functions of marketing. As you look over this measure think about how they mighty relate to or reinforce one another within a single marketing function on or across two or more marketing function in other 3 words reaching an objective set in one area may refiner that you accomplish objective in another area.
2.3	Theoretical Frame Work 
	Promotion is the component of a group company’s marketing system that involves delivery of messages to target customers that emphasizes the benefits of your brand products and services. A few common communication tools are used in a promotional plan goals of promotion include building brand awareness creating favourable brand attitudes gaining market share inducing buying building loyalty and growing sales.


Promotional Mix
	The promotional mix is a term used to describe the set of tools that a business can use to communicate effectively the benefits of its products or services to its customers.
	The promotional mix includes the following tools
Advertising 
Public relations
Sales promotion
Direct marketing 
Personal selling 
	The promotional mix is part of the wider marketing mix to find out about the marketing mix see the 10 minute marketing 
Concepts of Sales Promotion 
	Definition: Sales promotions are the set of marketing activities undertaken to boost sales of the product or services.
	Description there are two basic types of sales promotions trade and consumers sales promotions the schemes discounts freebles commissions and incentives given to the trade (retailers wholesalers distributors FS) to stock more push more and hence sell more of a product come under trade promotion. These are aimed at enticing the trade to stock up more and hence sell more shelf space and drive sale through the channels. However trade schemes get limited by the cost incurred by the company as well as the limitation of the trade in India to stock up free goods incentives can be overseas trips and gifts.
	A typical trade scheme on soaps would be buy a case of 12 soaps get 1 or 2 free oral 8% discount scheme (112 = 8%) such schemes are common in FMCG and pharmaceutical industries.
Promotional Strategy 
	There are three basic promotional strategy often employed by marketers, they are the often available to firm interested in their products.
The pull strategy 
The push strategy 
The push-pull strategy 
Push & Pull Strategy: Push strategy refers to the manufacturer using the sales force to push the sales. He promote the product aggressively to the wholesalers promote to retailers & retailers aggressively promote to the consumers.
	In case of pull strategy manufacturer using heavy advertisement publicity etc promotes directly to the consumers. Consumers able the retailers for the products feeling the demand retailers force the wholesalers come to the manufacturer finally. 
	The main advantages of pull strategy is that the manufacturers need not depend upon the wholesalers & retailers to sell his product & also this method helps him to create brand loyalty.
Promotional Activities 
	Peter and Donnely (1988) divided promotional activities into two personal and non personal sellings.
	Non personal selling includes all demand creation and demand maintenance activities of firm other than personal selling in a more specific terms non-personal selling include advertising, sales promoting and publicity.
	The promotional activities are all a normal ingredients most firms who market their goods to the ultimate users engage their products in both push and pull strategies through the market channels. Most manufacturers of consumers goods choose to advertise their product as simultaneously use salesmen to push the product through the market channel. Mean while the bags manufacturing company (BMC) adopt pull and push strategies in getting the product to the reach of the final consumers. The BMC engages in some promotion activities they make some bonanza, raffle draw etc and by this from they realize more sales and also get satisfied with getting their products conveyed to the consumers by using the galore or promotion in current to advertised.
Promotional Cost 
	How do organization determine the cost production. This has been a current problems to make organizations to determine the appropriate cost of promotion the following factors should be considered
The cost of advertising agent 
The cost of media available 
Publicity 
Personal selling 
The Cost of advertising agent: The company’s marketing department should be adopt the right channels in which the advert should make to the public. The advertising agent and the marketing department should both agree and consider the mode of advertising and these are 
When the advert should be made 
To whom it should be directed to 
How to decide whether to run 
A Promotion and Promotion to Choose 
	The consumer promotions are not a pancca though they have become fashionable. A belief had developed that they consumers promotion are the modern marketing technique. This is not true consumer promotions are just one part of marketing mix and not a substitute for it.
	If a promotion is run it will normally work better as part of whole fitting in with the advertising product development packaging trade incentives as a logical development of the marketing strategy it should be made clear that “promotion” and “advertisement” share complementary techniques and not a substitute for each other. 
	A well design promotion can help solve certain specific marketing problems with the help of the rest of the marketing mix to achieve marketing objectives. Therefore before deciding whether to mount or run a promotion at all certainly before selecting the type of promotion the marketing objectives of the brand must be defined specific marketing target set and the problems to be overcome should be identified. 


CHAPTER THREE
3.1	Introduction  
	The aim of this chapter is to show the method adopted in the collection of data and the type of data so collection for the research work it also includes research population sample frame sample method and the sample size for the study it emphasize data collection instrument administration of instrument and method of data analysis.
3.2	Research Design
	The nature of the research work refiners the collection of information that is pertinent to the subject of the study since the research work is based on the impact of sales promotion on organization profitability of the study will not arrived at. If the sources of data used is deliver only from secondary source. However the source of information for this study is both primary and secondary.
	The primary source of information were centered on questionnaire the question will be designed in such a way that the objective of the research are not be compromise.
	The salient feature the question will be to reveal the relevant fact and information as it affects the organization (the case study) in relation to the topic of circuses. As for the secondary sources the company records (Tuyil pharmaceutical records) and other textbooks and write-up serves as reference for the necessary information that is relevant to the success of the study.
3.3	Population of the Study
	Research population can be defining as the feature of people things or organization in a particular geographical area it also entails groups of objectives which are relevant in one way on the other to the subject of the study. The population for this study includes the entire staff of marketing department of Tuyil pharmaceutical industry.
	Sample is a true representative selected from the population making a general about the population however for the benefit and scope limit of this research work. 50 personal of the marketing sale department are being used for the study.
3.4	Sample of the Study Technique
	The general goal of the sampling method is to obtain a sample that is representation of the target population. In a simple random sample of a given size all such subsets of the frame are given an equal probability each element of the frame thus has an equal probability of selection (Mugenda 2003) in order to collect primary data the questionnaire survey technique were used and the type of sampling used was simple random sampling.
3.5	Sample Size Determination 
	Mugenda (2008) argues that where the number of the population of interest is big and not possible to access it wholly a sample should be taken so that every member of the population has equal chance of being selected. The research used a sample size of 45 representing 100% of target population.
3.6	Method of Data Collection
	The following two are the method of the research adopt in collecting data for the study.
	Questionnaire adopts of questions was prepared in the relation to the topic under review which were distributed to the respondents in order to obtain necessary information from them. A total of 59 questionnaires were randomly administered among the workers of marketing department out of which 40 were duly restive manager. There two are the people vested with the right to keep source rewards according to the organization a planning of the company.

3.7	Method of Data Analysis
	The procured data for this study were strictly analyzed as explained table was constructed for each item of questionnaire to determine the numerical score of each response categories.
	This was made easier by the fact that response categories were perceived the hypothesis under question were singled out and subjected to chi-square analysis (52). This analysis accommodate frequency statement which slow whether the finding occurred by change or where the true position of operation in Tuyil pharmaceutical industry generalization of what is happening in the Nigeria pharmaceutical industries.


CHAPTER FOUR
Data Presentation and Analysis
	This chapter is aimed at presenting analyzing and interpreting a data. Collected from the respondents the statistical techniques with which the various data were presented in the research work was the tabular format the end of which interpretation which interpretation were and the hypothesis was tested by using chi-square methods.
Analysis of Data Collected (Employee) 
Table 1: Distribution of sex 
	Sex
	Responses 
	Percentages %

	Male 
	40 
	88.8

	Female 
	5
	11.2

	Total 
	50 
	100


Source: Researcher’s survey 2025
	The majority of the respondents are male with the percentage of 88.8% as against 11.2% of female. This can be traced of the fact that manufacturing industries jobs are tedious.


Table 2: Does your company have a well-organized market department?
	Alternative
	Responses 
	Percentages %

	Yes 
	45
	100

	No
	-
	-

	Total 
	45
	100


Source: Researcher’s survey 2025
	All the respondents are positive and no single no this shows that the company has a well-organized marketing department in the company 
Table 3: Do you like the type of promotional activities you are engage in?
	Alternative
	Responses 
	Percentages %

	Yes 
	40
	88.8

	No
	5
	11.2

	Total 
	45
	100


Source: Researcher’s survey 2025
	88.8% of the total percentage representing 40 respondents agreed that the type of promotional activities that the company engaged in it okay, while 11.2% of the respondents were not in support of the type of promotional activities adopted by the company.


Table 4: Have your promotional strategies helps to improve your image and good will view of constant changes in the economy
	Alternative
	Responses 
	Percentages %

	Yes 
	43
	95.5

	No
	2
	4.5

	Total 
	45
	100


Source: Researcher’s survey 2025
	Out of the total respondents 43 of 95.5% believed that promotional strategies adopt by the company has helped to improve the company’s image and good will despite the constant changes in the economy while 2 representing 4.5% disagreed.
Table 5: Do you have any other marketing strategies used aside from sale promotion
	Alternative
	Responses 
	Percentages %

	Yes 
	40
	88.8

	No
	5
	11.2

	Total 
	45
	100


Source: Researcher’s survey 2025
	The t otal number of the 40 respondents representing 88.8% claimed the organization has other marketing strategies used beside sales promotional activities, while 11.2% believes that it is only sales promotion.
Table 6: Are those other means contributing to high sales in the market 
	Alternative
	Responses 
	Percentages %

	Yes 
	43
	95.5

	No
	2
	4.5

	Total 
	45
	100


Source: Researcher’s survey 2025
	95.5% of the respondents agreed that those other promotion activities are means to increase sales in the market and 4.5% believes that after sales promotion no other promotional tools are affective (5) for the company.
Table 7: Do you face any stiff competition 
	Alternative
	Responses 
	Percentages %

	Yes 
	45
	100

	No
	-
	-

	Total 
	45
	100


Source: Researcher’s survey 2025
	The general believe of the respondents is that the company facing a stiff competition from co-manufacturing company with 100% of the respondents.
Table 8: What are the effects of such competition on your sales level of the last three years? 
	Alternative
	Responses 
	Percentages %

	Yes 
	-
	-

	No
	45
	100

	Total 
	45
	100


Source: Researcher’s survey 2025
	All the respondents believe that the effect of the stiff competition faced by the company has negative on the company’s products.
Table 9: Do you sponsor programme on television
	Alternative
	Responses 
	Percentages %

	Yes 
	45
	100

	No
	-
	-

	Total 
	45
	100


Source: Researcher’s survey 2025
	All the workers agree that the company sponsored programme on television such as Alafia repete Olenle on television and radio. The use of motor sales promotion for example Karaole pain relieve in Lagos commercial vehicle.
Table 10: Does sales promotion have positive impact on the achievement of corporate objectives of the company
	Alternative
	Responses 
	Percentages %

	Yes 
	40
	88.8

	No
	5
	11.2

	Total 
	45
	100


Source: Researcher’s survey 2025
	The total number of 40 respondents (88.8%) agreed that sales promotional activity has positive impact on the company while 5(11.2%) of the respondents claimed it yields no result.


Table 11: Does sales promotion provide useful information to the customers
	Alternative
	Responses 
	Percentages %

	Yes 
	39
	86.7

	No
	6
	13.3

	Total 
	45
	100


Source: Researcher’s survey 2025
	86.7% respondent agreed that sales promotion activities provides useful information for the company’s customer’s with out using rude channels but other 13.3% did not believe with the statement.
Table 12: Does sales promotional tool repeat purchase of the company’s products by the customers
	Alternative
	Responses 
	Percentages %

	Yes 
	42
	93.3

	No
	3
	6.7

	Total 
	45
	100


Source: Researcher’s survey 2025
	42 of the respondent which 93.3% said the promotional activities give room for repeat purchase while 6.7%(3) disagreed
Table 13: Can your company use sales promotional to create awareness for the company’s new product
	Alternative
	Responses 
	Percentages %

	Yes 
	43
	95.6

	No
	2
	4.4

	Total 
	45
	100


Source: Researcher’s survey 2025
	From the above 43 of the respondents agreed that sales promotion can be used to induce new product but 4.4% of the respondents claimed it does not performed the information.


CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS 
	The topic, the impact of sales promotion on organization profitability has been studied using available research tools. The research had delivered into the impact of sales promotion which made some discoveries has used sales promotion as a means of competing favorable in the competitive pharmaceutical market Tuyil has been able to increase her market share volume of sales profit margin through the adoption of a concrete sales promotion campaign.
	Another finding revealed that sales promotion is an integral part in the performance of business organization in Nigeria Tuyil inclusive it was discovered that Nigerians want incentive inform of return for patronizing a particular brand which Tuyil is aware of and the company is trying in this regard.
	It was discovered that Tuyil is one medium sales pharmaceutical company which can not compared to the giant of pharmaceutical industries in Nigeria like “Smith inc. Beecham, Pyzer, Emzor etc Tuyil on the other hand is working had to attain the giant status and it knows quality product and proper marketing strategy which sales promotion is part of what will set her there Tuyil pharmaceutical industry knows that approaches to promoting a pharmaceutical product are quite difference from those of connectional product.
In this sense Tuyil pharmaceutical taxes a special approach to sales it promotes and the motives for these are tenaciously monitored to Anold deviation from intended purpose. It was discovered that the promotional campaigns are the job of the marketing department in Tuyil pharmaceutical but the organization is aware of the impact of this marketing function on the performance of Tuyil as a whole due to this known fact the organization works in conjunctions with the marketing department and various department.
5.2	CONCLUSION
Initially this product set out to determine the impact of sales promotion on organization profitability to some extent the findings of the analysis in the proceeding section indicates the strategic importance of sales promotion system in an organization in general and particularly Tuyil pharmaceutical.
It can be concludes from the analysis that organization needs to set up its own promotion department rather than concentrating it out. The analysis shows further that promotion is relevant that product cannot be perform well in the market. It can be concluded that majority of the respondents are in support of a encouraging. Constant sales promotion in order to promulgate the existence of particular product and the introduction of a new product of the market. This shown that customers of a product irrespective of the products nature wants additional benefit in the form of incentive which sales promotion provides.
This is in no small means creates brand loyalty.
Tuyil pharmaceutical objective to a large extend is successful in the sense that the organizational image is improving in the pharmaceutical industry day after day. As the image improves so is the profit level of Tuyil and translates into a forward moving corporate objectives that Tuyil is doing enough to satisfy its customers and consumers. It can also be concluded that the organization has a performing sales force which the organization has been able to combine effectively with other marketing tools. These variable have commented loyalty of Tuyil in the hearts of its customers and also brand switch as from those that wants to benefit from Tuyil offering in the market.


5.3	RECOMMENDATION 
Having concluded that activities of the previous sections. It is necessary to make the following recommendation in order to make intelligent decision about sales promotion it is recommended that sales promotion campaign should have a considerable time from such as the impact which the organization wants it can achieve will be defeated.
Another recommendation is that sales promotion budget should not be greater than the advantage or benefit that will be derived from carrying out the exercise when compared in monetary term organization should not rely largely on sales promotion alone as it is not wise in marketing decision to use one promotion tool in.
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