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ABSTRACT

Sales Promotion plays an important role in determining whether an organization succeeds or not. This study sought the impact of sales promotion on organizational performance. A case study of Nigerian Bottling Company (NBC plc, coca cola Ilorin, Kwara State.) revealed that the study is relevant in that it seeks to identify the role sales promotion plays in the marketing strategies and achievement of organizational goals and objectives. And have tried to expose the impact of sales promotion output and employees commitments on organizational activities. This study used descriptive research design to obtain information on the impact of sales promotion on organizational performance. NBC staff consists 267 employees was the target population. A sample of 160  was selected using Yaro Yamani sampling for the study and a questionnaire was the preferred instrument for data collection to extract the demographic profile of the respondents as it was assumed that the respondents’ attributes usually influence their behaviors, attitudes and how they respond to the other questions in the questionnaire. Before the real research, the questionnaire was pre-tested to gauge its validity and reliability. Data analysis which is the process of cleaning, transforming and interpreting data to highlight useful information, suggestions and conclusions was done. The data analysis illustrated the relationship between the independent variables which is Sales promotion and Organizational performance as the dependent variable. The findings revealed that Sales promotion had a an effect on organization at Nigerian Bottling Company. 

CHAPTER ONE

INTRODUCTION

Background to the Study

Business is like war in one respect. If its ground strategy is correct, any number of tactical errors can be made and yet the enterprise proves successful (Robert E. Wood). The business in question could be private or public venture. It could be one-man business (Sole proprietorship) or a world class multinational. Every business enterprise still operating as a going concern, must adopt its marketing strategy to meet the desired aspiration. In the same vein for any business to survive under the current unpredictable socio-eco-political dispensation in the country, be it profit making or non-profit making, it has to effectively market its products or services which have to be promoted on a regular basis. Apparently, one of the vehicles for conveying marketing strategies is sales promotion and it’s significant to organizational performance cannot be over emphasized. Sales promotion according to Kotler and Armstrong 2015 is a short incentive to encourage the purchase of sales of product or services.

It is on the basis of this invaluable contribution to organizational performance in NBC plc (coca -cola) Ilorin, Kwara State. The origin of sales promotion Nigeria Bottling Company Plc, this can be traced from the era of marketing philosophies/concepts and development of Coca-Cola product itself when Dr. Johnson pemberton first had an appreciation of advertising. Coca-cola, the product that gives the world its best known task was developed under modest circumstance in Atlantic, Georgia on May 8th 1886 in United States. Dr. John Permberton first produced what to produce what to become Coca-Cola syrup in a three legged brass pot with a boat bar in his backyard. He carried the jug of few products down the street to Jacob’s pharmacy where it was placed on sales for scent a glass as soda foundation drink.

Dr. Perberton partner and book-keeper Frank M. Robinson suggested the name “COCA-COLA” and designed the script that distinguishes the famous trademark. The first newspaper advertisement appeared in the Atlanta journal not only inducing and promising refreshment but also informed the public where to get it. The idea of Dr. Perberton was by means of a free ticket “go for one drink and redeemable at soda foundation”. Since the slogan “Delicious and refreshing was introduced in 1886, Coca-Cola promotional activities have continued to reflect several of such slogan.

In Nigeria, Coca-Cola promotional activities have taken several dimensions for instance; the first promotional event was tagged. “Animal Kingdom”. A competition which offered its participants to win gifts. It lasted for a period of three months. It was a successful and rewarding promotion as generated great awareness for Coca-Cola and its products. Other subsequent sales promotion activities include:

· Under the crown promotion.

· The price reduction promotion.

· The Coca-Cola #20 million BIG BLAST sweepstakes.

· Instance redemption of price.

· Mega million.

· A “Drink, collect and win crown collection promotion.

The Coca-Cola Fanta refreshment promotion programme embarked on by Nigeria Bottling Company plc was carried out nationwide and it offered its participants opportunity to win a returned ticket to South Africa. Winners were selected through raffle draw, consolation prize such as free drink, T-shirt, cap were also given to customers. Another promotion had, was A “Drink, collect and win crown collection promotion. The exercise took place in April 2017 and it was tied in to the 2017 FIFA world cup tournament in Korea/Japan, over 120 million Naira worth of prizes were awarded during the three months long promotion.

The Nigeria Bottling Company (NBC), which is part of Coca-Cola NBC, was incorporated in November 1951 to bottle and sell carbonated non-alcoholic beverages. The company has a sale franchise to bottle Coca-Cola product in Nigeria. Product of Coca-Cola began in 1953 at a bottling facility in Lagos, and new plants at Kano, port Harcourt and Ibadan were opened shortly afterwards. 

Nigeria Bottling Company (NBC) became a public company in 1972 with its shares coasted on the Nigeria stock exchange NBC generated its own power and is self-sufficient in carbon dioxide and water product. Coca-Cola’s range of products in Nigeria includes the following beverages all of which are bottle in returnable glass. Coca-Cola, Fanta in orange, Lemon and black current flavors’, sprite, Eva bottle water, five alive juice and Schweppes in bitter lemon, club soda and tonic water (These, “Mixers “were previously bottled under the crest brand but NBC re-acquire the Schweppes franchise in August 2018).

However, the company has grown across the geographical blocks of Nigeria with about 16 bottling facilities (plants) around the country, and it uses 82 distribution warehouses and 200,000 distribution outlet. For instance, the Onitsha plant began production in 1987 at the commercial nerve center of eastern region. It covers Anambra and Delta state. The plant supplies four (4) major depots located in Nnewi, Oba, Agbor and Ekwulobia, with numerous retailers over ten thousand currently its staff strength ranges between four hundred and fifty staffers. The success of the plant since its fourteen years of operation has put Coca-Cola product the ultimate in the eastern market.

Statement of the Problem

The beverage industry is influenced by seasoned fluctuations and climatic changes coupled with depression in the economy. The sensitivity of the soft drink market often leads to sales decline, erosion of market share, low capacity utilization, reduction in overall industry output and colossal loss of profit. Thus, the success of any beverage firm that wishes to sustain the acceptability of its product hand on its intensive sale promotional activities.

Despite the magnitude and relative importance of sales promotion, comparatively, little attention is given to it by most business organization. Many view it as a money consuming and a waste venture. So, the question is “could sales promotion if adopted as one of the problem solving behavior help organization to achieve their marketing objectives”.

It is in the light of this question that the researcher was motivated to conduct a study on sales promotion with reference to the Nigerian Bottling Company plc. However, one excruciating hindrance of sales promotion is the difficulty in measuring its direct contributions to organizational performance. Hitherto, the major problem is mobility to know the extent sales promotion can be used to stimulate organizational performance and operations.

Purpose of the Study

The key purpose of this study is to find out the impact of sales promotion on Nigerian Bottling Company Plc has had, over the courses of 10 years, on the Nigerian Bottling Company PLC. Other research objectives this study seeks are below:

1. To find out how effective sales promotion is being used in the operation of NBC plc with respect to profitability and market share.

2. To find out the extent to which sales promotion can be used to improve consumer patronage, gather channel supports and motivate the sales force of NBC plc and the entire soft drink industry in Nigeria.

3. To establish whether the use of sales promotion activate the production level of soft drinks.

4. To ascertain whether sales promotion helps to level sales peak and valley that might be brought about by seasonal fluctuation in the soft drink market.
Research Questions

The research questions this research study puts forth are below:

1. To what extend does sales promotion help to improve sales?

2. Does the promotional activity have position impact on organization?

3. Is there any correlation between sales promotion and organization performance?

4. Could sales promotion be an incentive to sales force motivation?
Research Hypotheses

Based on the research objectives put forth above, the following research hypotheses are generated

1. The sales promotions of Nigerian Bottling Company do not significantly influence the performance of the organization.

2. There is no significant difference in organizational performance when the company uses sales promotions.

3. That the sales promotion is not significantly the profitability of the Nigerian Bottling Company PLC

4. Sales promotion does not significantly improve the Nigerian Bottling Company PLC

Significance of the Study

The study is relevant in that it seeks to identify the roles sales promotion plays in the marketing strategies and achievement of organizational goals and objectives. The study tries to expose the impact of sales promotion on profit generation, production output and employees’ commitment to organizational activities.

The study will serve as a guide to the company under examination and the entire soft drink company in Nigeria by giving them an insight on ways in which planning and execution of sales promotion program can be done to yield a better result.

It will furnish information which serves as reference points for organization that carries out sales promotion in motivating and gathering channel supports and consumer’s patronage.

The findings and recommendation will be relevant to all firms in the beverage sector.

Lastly, the study will add to existing stock of knowledge in administrative science research and will equally help other researcher seeking adventure into sales promotion.

Definition of Terms

Advertising– advertising is any paid form of non-personal presentation and promotion of ideas, goods and services by an identified sponsor.

Brand – this is a name, term, sign, symbol or design or a combination of them, intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of the competitors.

Brand loyalty – This is consumer unreserved willingness to choose a brand over the other brands and tendency to search for that particular brand when buying.

Coupon– These are pieces of paper from the manufacturer or his intermediary entitling its holder to a discount on a particular product. They are certificates that give buyers a saving when purchase a specific product merely to invite guest.

Dealers– Middlemen in the distribution chain. They buy goods in order to resell them. They include wholesaler and retailer.

Direct mail– mailing of a price of information literature of any other promotional materials to selected prospects.

Effectiveness – Having the power to produce or producing a desire result. The act of producing a pleasing effect or actual rather than theoretical.

Efficiency– producing satisfactory results. The quality of a person capable of completing work within a relative short time.

Exhibition– Putting on display of a company’s product or service for promotional purpose particularly the gathering of number of such display which are either on view to the public in general or merely to invited guest.

Goods – Articles that are being offered for sales or produced for consumption.

Motivation – This is the drive that propels a person to act beyond normal expectancy or to achieve a goal or objective that he would not ordinarily. It is an inducement which propels or under action.

Sales promotion – Short term incentives to encourage purchases or sales of a product or services.

CHAPTER TWO

LITERATURE REVIEW

Introduction

The previous chapter addressed issues relating to the background of the study, problem statement, research objectives and research questions, significance of the study, operationalization, scope and limitations of the study. This chapter deals with review of empirical work on sales promotion and organizational performance. The chapter commences with definition of key constructs. This is followed by forms of sale promotion and subsequently the impact of sales promotion on performance.

Conceptual Framework

Sales Promotion

Kotler (2019) posits sales promotion as consisting of a variety of promotional tools designed to stimulate earliest and /or stronger market response. Undoubtedly, sales promotion is an important element in making function. It forms part of the promotional mix. Sales promotion helps maintain a high level of awareness of the supplier and the brand in several ways. Not only does sales promotion win and help to maintain the patronage of customers but it also builds the goodwill of dealers and distributors who enjoys increase in store-traffic and high rate of stock turnover, sales promotion also encourages the trail and repeat purchase of product and services. It forms an essential ingredient in motivating adoption process of products. Direct mail, shorts and catalogues which are component of sales promotion generates enquire for industrial goods and services leading to increase in re-order level. It is quite evident level that no business organization that desire to survive can afford to neglect the importance of sales promotion in the marketing of its product or services. 

Organizational Performance 

It consists of actual results of corporate and individual entities as measured against the predefined metrics or preset performance – usually in form of organizational goals and objectives. Richard et al (2017) defines the organization performance to have comprised the three forms in the form actual outcomes; namely, financial performance (profits, return on assets, return on investment etc.), product market performance (sales, market share etc.), and shareholder return (total shareholder return, economic value added etc.).

Return on Investment

One of the metrics used by organizations, especially commercial entities, to measure how the organization in actual financial year is return on investment (ROI). Return on investment measures the gain or loss generated on an investment relative to the amount of money invested. ROI is usually expressed as a percentage and it is typically adopted for personal financial decisions, to compare a company’s profitability or to compare the efficiency of different investment.

Discussion on the Relationship Between the Independent Variable Constructs and Dependent Variable Constructs in Chronological Order of Research Objective

Stages in the Product Life Cycle

The production level plays an important role in promotional mix designing. The introduction stage aims at informing the general public about the existence of the product. i.e. the target audience. Extensive and public interactive determine the reaction of consumers to a class on trial of the product and how well retailers see the product. Growth stage is meant to persuade the target audience to increase buying. Through promotional activity, intermediaries are used to make products available to buyers and compete with rivals. At the maturity stage aggressive advertising campaigns sale promotion in the form of discount and coupons and direct and remind customer or target audience about the commodity. Low sales and losses occur at the decline stage of the product life cycle. Little money is spent on promotion. Most marketers do new product development and the re-introduce the product into the market (Bovee et al. 2018).

Conceptual Framework

The ideas and abstract principles which have been reviewed and discussed above have been modeled with the aid of a conceptual framework shown in figure 2.3


Figure 3.1: Conceptual Framework

Figure 3.1 above illustrates a conceptual framework that models a relationship between the independent variable of “sales promotion” and the dependent variable of “organizational performance”. It however omits an interception of a unilateral causal relationship by spurious associations which result from business environment related challenges including legal regulations, cultural receptiveness and image differences. The framework also shows how this unilateral relationship affects organizational performance in terms of market share, shareholders’.

The Pull and Push Strategy

The relation to a push or pull communication strategy will be utilized or not constitute the last factor affecting the promotional mix. Wholesalers and retailers are persuaded and convinced to buy and sell product. When manufacturers resort to the use of aggressive selling and trading advertisements. This strategy is called push strategy. The wholesaler has to push the products forward in order to have the retailer to handle the product. The consumer then buys the “pushed” products (Lamb et al, 2019). At the other end of the process, the push strategy encourages the stimulation of the distribution of the products. Instead of targeting the wholesaler in the distribution network, attention is focused on the end consumer or opinion leaders. When faced with rising demand, order is rather placed on the “pulled” merchandise by wholesalers (Kurtz et al. 2019).
Theoretical Review
Congruency Theory of Sales Promotion

The basic principle of congruency theory is that changes in evaluation are always in the direction that increases congruity with the existing frame of reference (Osgood and Tannenbaum, 2015). In other words, people have a natural preference for consistent information. The principle has been examined in many marketing contexts, including studies of brand extensions and advertising appeals. Applying the congruity principle to sales promotions, it is expected that sales promotions will be more effective when they provide benefits that are compatible with the benefits sought from the promoted product. For example, Dowling and Uncles (2018) suggested the effectiveness of loyalty programmes is enhanced if programme benefits directly support the value proposition of the brand. Roehm et al. (2017) went on to show that loyalty programmes are indeed more successful if they provide incentives that are compatible with the brand.

Congruency effects for consumer sales promotions were directly tested and confirmed by Chandon et al. (2015), who showed that: monetary promotions are more effective for utilitarian products as they provide more utilitarian benefits, which are compatible to those sought from utilitarian products: and non-monetary promotions are more effective for hedonic products. For example, price cuts are more effective than free gifts for influencing brand choice of laundry detergent (i.e. a utilitarian product), whereas sweepstakes are more effective than price cuts for influencing brand choice of chocolates (i.e. a hedonic product). However, it is noted that there are other factors that may have an impact on the congruency effects, including the product life cycle, purchases situations and consumer demographics. Another possible factor, and the focus of this study, is culture at the ethnic-group level.

Models on the Effect of Sales Promotion

There are very few models that explain cross-cultural consumer behavior but some models have gained acceptance and are widely referred in the literature. The models regard culture as one of the potent factors responsible for consumer behavior.
A-B-C-D Model

Raju (2015) has developed a framework known as A-B-C-D paradigm to study and understand consumer behavior. The acronym A-B-C-D stands for the four stages of the paradigm namely access, buying behavior, consumption characteristics and disposal. Access is the first step of the paradigm which refers to providing the physical and economic access of the products and services to consumers within a culture. The buying behavior refers to all the factors like perceptions, attitudes and consumer responses having effect on the decision making and the choices available within a culture. The third stage which is consumption characteristics refers to the type of products and services consumed within a culture and depend on the cultural orientation, social class, reference group and patterns of urban versus rural sector consumption. The last stage of the paradigm disposal refers to the resale, recycling and remanufacturing, social and environmental considerations of product disposal. The customers all over the world are becoming environmentally conscious and so marketers need to be socially and environmentally responsible.

Manrai and Manrai Model

Manrai and Manrai “structure the cultural component of the person in terms of marketing communications (sales promotion) act as a moderator of the effect of culture on consumer behavior and can even influence the consumer attributes and processes, and the cultural components of behavior in consumer behavior domains” (Moiij, 2019). The culture is influenced by the income and in turn gets influenced by the culture. The “who” refers to what the people are. The components of ‘who’ are self-study of what a person thinks who he is, his identity, image, attitudes and the lifestyle. The ‘how’ refers to the processes that influence peoples’ thinking, perceptions, learning and motivation. The self is shaped by culture and in turn, it strongly influences social behavior through individual’s perceptions, evaluations and values. The self is the intermediary variables for understanding behavior.

Luna and Gupta Model

Luna and Gupta (2015) in their model recognize the influence of cultural values systems on behavior. Culture is manifested through values, heroes, rituals and symbols. Values are the core of culture and it influences the consumer behavior. The term ‘heroes’ is referring to persons dead or alive, real or imaginary, who are revered and prized in culture. In marketing, the products are associated with heroes as they may influence the consumer behavior. Rituals involve consumption that is important in consumer behavior. Symbols may be absent or their meaning may be different in cultures.

Measuring Performance

Performance measurement across a range of critical success factors is critical to the survival of every business. Performance measures provide a set of mutually reinforcing signals that direct managers’ attention to the important strategic areas that translate to organizational performance outcomes (Dixon et al, 2017). The theoretical background used to conceptualize firm performance on this study was the stakeholder’s theory (Freeman, 2018). Although other theories (i.e. goal accomplishment, the effectiveness of structures and processes or environmental adaptation) could be used to define firm performance (Kanter & Brikenhoff, 2019), stakeholder’s theory was chosen for three reasons. First, this theory was recently employed by different authors (Angle et al., 2017; Kaplan and Norton, 2016: Venkatraman and Ramanujam, 2016; Waddock and Graves, 2018) to conceptualize performance.

Second, it allows one to define firm performance with financial and social aspects, as suggested by Venkatraman and Ramanujam (2015) and Combs, Crook and Shook (2019). Third, the concept of firm performance that stems from this theory provides a clear basis for defining the construct boundaries and measures. Measuring performance under this perspective poses that a firm is efficient as its ability to respond to its stakeholder’s requirements. So, to measure performance it is necessary to identify the firm’s stakeholders and its demands (Connolly et al. 2015; Hitt, 2017; Zammuto, 2017). Mitchell, Agle and Wood (2017), based on a wide review on stakeholder’s management, present a model to define the main stakeholders of a firm. They do not state, but rather suggest that investors, employees, customers, community and government are the relevant parts that a firm must manage. So, high performing firms are the ones attending the demands of investors, customers, employees, government and the society.

Empirical Review 
Studies relating to the impact of consumer sales promotion on consumer behavior, sales profit, market share are included in this section. This part addresses various issues such as the appropriate tools that may be used for achieving a specific marketing objective improve their sales promotion, effectiveness and so on. Vecchio et al. (2016) report the result of a study which examines the effects of sales promotion on brand preferences through meta-analysis. Results of 51 studies had been integrated. The study found that sales promotions do not affect post promotion, brand preferences in general. But depending upon characteristics of sales promotion and the promoted product, promotion can either increase or decrease preferences for a brand. Also, Ndubisi, (2015) in their study evaluated the impact of sales promotional tools, namely coupon, price discount, free-sample, bonus pack, and in-store display, on product trail and repurchase behavior of consumers. The moderation role of fear of losing face on the relationship between the sales promotional tools and product trail was also examined. The result of study shows that, that price discounts, free-sample, bonus packs and in-store display are associated with product trail. Coupon however does not have any significant effect of product trial. The study also revealed that trial determines the repurchase. Kumar et al. (2015), also study the impact of coupons on brand sale and how that impact decays over the life of the coupons. The author uses an econometric model of demonstrate, the coupon effects in terms of equivalent price reduction, account for coupon effect over time, allow inference of coupon effect when retailers decide to double or triple the coupon value and provide both self-coupon and cross-coupon elasticity at different levels of aggregation. Results indicate that the effect of doubling the face value of coupon result in more than a proportionate increase in elasticity and both self and cross-coupon elasticity are much smaller in magnitude than the average self-cross price elasticity. 

Laroche et al (2015) studied the effect of coupons on consumer’s brand categorization and choice process using fast-food restaurants in China. Results suggest that there are both direct and cross-advertising effects i.e. the presence of a coupon for a focal brand has an impact on consumer’s attitudes and intentions towards that brand. Also Lewis and Michel (2019) developed an approach for simultaneous measurement of the influence of a dynamic loyalty programs and more traditional short-term promotions. They argue that the loyalty programs under successfully alter behavior and increase retention rates. Email based coupons, shipping fee and general price levels all significantly affect customers purchase decisions. Sethuraman (2016) developed a separate effect model that separates the total discount effect of competing high-priced brand on the sale of the focal low-priced brands in to discount effect. 

Gaps in Literature 

Much has been writing on sales promotion and organizational performance. However, most studies discuss the ways sales promotion can affect organizational performance. As against the above, little or no effort has been made to investigate how sales promotion can go a long way in affecting organizational performance. This gap is what this research work intend to fill.
CHAPTER THREE

METHODOLOGY

Introduction
The first chapter addressed issues regarding background of the study, problem statement, research objectives and scope of the study. In the second chapter, the attention was on reviewing empirical work on the effect of sales promotion and performance. The current chapter provides information on the methodology used for the study. This includes the research design, population, sample and sampling techniques, data collection methods and analysis, validity and reliability tests as well as profile of the case study area.

Research Design

A research design influences the choice of analysis and sampling technique to use. It refers to the overall strategy chosen to integrate the different components of the study in a coherent and logical manner (Brown, 2018). Three main types of research designs identified by Saunders et al. (2017) include exploratory, descriptive and explanatory studies.

Exploratory research, as the name suggests, intends merely to explore the research questions and does not intend to offer final and conclusive solutions to existing problems. It is conducted in order to determine the nature of the problem, exploratory research is not intended to provide conclusive evidence, but helps to have a better understanding of the problem (Brown, 2018). Saunders et al. (2017) warn that when conducting exploratory research, the researcher ought to be willing to change his/her direction as a result of revelation of new data and new insights.

Exploratory research design does not aim to provide the final and conclusive answers to the research questions, but merely explores the research topic with varying levels of depth. “Exploratory research tends to tackle new problems on which little or no previous research has been done” (Brown, 2016). Moreover, it has to be noted that exploratory research is the initial research, which forms the basis of more conclusive research. It can even help in determining the research design, sampling methodology and data collection method” (Singh, 2017).

Exploratory research sometimes referred to as analytical study seeks to identify any casual links between the factors or variables that pertain to the research problem (Saunders et al., 2017). Such research is also very structured in nature. Descriptive research on the other hand can either be quantitative or qualitative. It can involve collections of quantitative information that can be tabulated along a continuum in numerical form, such as scores on a test or the number of times a person chooses to use a certain feature or a multimedia program, or it can describe categories of information such as gender or patterns of interaction when using technology in a group situation (Hakes & Neal, 2019). 
Population of the Study

A population is a complete set of items that share at least one property in common that is the subject of statistical analysis (Vaus, 2017). In line with the current study, the population comprised of management and staff of Nigeria Bottling Company (NBC). The population is estimated at 267 and sample size shall be decided by using the Yoro Yamane formula. The equation is illustrated below;
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Where:

‘n’ = sample size 

‘N’ = population size

’e’ = level of precision (0.05)

n  =         267
                                1 + 267(0.05)²

n  =      

  267
                      1 + 267(0.0025)

n  =       
      267
                   1 + 0.0025

n =  
       

267

         =    160
   n = 160
            

1.6675

Sampling Design

A sample is a subset containing the characteristics of a larger population. Samples are used in statistical testing when population sizes are too large for the study to include all possible members. Table 3.2 presents the sample selection. As shown in the table, NBC has staff strength of 267 with several outlets across the country. Two main types of sampling techniques have been identified by researchers. This includes probability and non-probability. Probability sampling is a sampling process that utilizes some form of random selection (Salant & Dillman, 2017).  In probability sampling, each unit is drawn with known probability (Yamane, 2017) or has a non zero chance of being selected in the sample. Such samples are usually selected with the help of random numbers (Cochran, 2018). With probability sampling, a measure of sampling variation can be obtained objectively from the sample itself. Examples of probability sampling include stratified sampling, cluster sampling, sample random sampling and multi-stage sampling. Non-probability sampling or judgment sampling depends on subjective judgment (Salant, 2017). 

Research Instrument
Two main data sources were explored for this research; primary and secondary. The essence is to allow for new information that is likely to enrich the current research. Again, secondary data was also used to ensure that where information available already addressed some objectives, they were adequately harnessed. For instance, sale promotion expenditure from 1985 to 2019 was used as against profits over the same period. Primary data refers to data obtained from first-hand experience while secondary data refers to data collected by third parties. One advantage of using primary data is the fact that it allows the researcher to gather specific information that addresses the objectives of the research. 
Data Collection Instrument  

The main instrument used was questionnaires. Questionnaires were used to gather information on Sales promotion activities. The questionnaires were administered to selected staff and management members. The questionnaires were basically closed-ended questions with few open-ended questions. In all, 160 questionnaires were administered. The advantage of using questionnaire includes the fact that it allows for quantitative analysis and also ensures that all respondents are asked the same set of questions. Questionnaires are also characterized with high confidence interval and high response rate.
Data Analyses Method

Analysis of data is a process of inspecting, cleaning, transforming and modeling data with the goal of discovering useful information, suggesting conclusions and supporting decision making. Data analysis has multiple facets and approaches, encompassing diverse techniques. To ensure data is processed into meaningful information, factors analysis, correlation and regression analysis would be performed to examine the relationship between sales promotion and performance.
Reliability and Validity Test

Very simple, validity is the extent to which a test measures what it is supposed to measure. The question of validity is raised in the context of the three points, the form of the test, the purpose of the test and the population for whom it is intended (Cronbach, 2018). Reliability is the degree to which a test consistently measures whatever it measures. Errors of measurement that affect reliability are random errors and errors of measurement affect validity are systematic or constant errors. According to Cronbach (2018), an alpha coefficient of 0.70 is considered acceptable. All results shall be significant at 5% (0.05) margin of error (95% confidence level). 
CHAPTER FOUR

DATA PRESENTATION, ANALYSIS AND INTERPRETATION OF RESULTS



This chapter focuses on data presentation, analysis and interpretation, and hypothesis testing. The various questions in the questionnaire are analyzed using simple percentage and the hypotheses are tested using the ordinary least square regression with the use SPSS 20 application.

Questionnaire’s Response

The responses from the questionnaires were very encouraging, that is to say One Hundred and Sixty Questionnaires (160) were administered/distributed and returned by the employees of Nigerian Bottling Company. One hundred and Fifty Three (153) was correctly filled and returned to the researcher, this is recorded as Ninety Five percent (95%) success rate while Seven of the questionnaires were not returned to the researcher, which is recorded as (5%). The questionnaires collected were deductively analyzed and represented in tables, percentage, and linear regression and co-efficient used for hypothesis testing.

Analysis of Questionnaire 



For clarity and avoidance of possible ambiguities, tables are used to present the results drawn from each of the questions administered.
Table 4.1
Response Variable


	Questionnaire
	Frequency
	Percentage

	Returned
	153
	95%

	Not Returned
	7
	5%

	Total
	160
	100%


Source: Author’s Field Survey, 2024
Presentation of Data



	Table 4.2 Sex

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	91
	59.5
	59.5
	59.5

	
	Female
	62
	40.5
	40.5
	100.0

	
	Total
	153
	100.0
	100.0
	


Source: field survey 2024
From the Table above, indicate that, the percentage of respondents of Male are of 91(59.5%), the range of Female comprises of 62(40.5%), this data indicates that there are more respondents from the Male with a percentage of 91(59.5%).

	Table 4.3: Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Under 25years
	65
	42.5
	42.5
	42.5

	
	26-35years
	50
	32.7
	32.7
	75.2

	
	36-45years
	32
	20.9
	20.9
	96.1

	
	46-above
	6
	3.9
	3.9
	100.0

	
	Total
	153
	100.0
	100.0
	


Source: field survey 2024
From the Table 2 above, indicate that, the percentage of respondents from the age range Under 25years is 65(42.5%), the range of 26-35years comprises of 50 (32.7%), 36years-45years comprises of 32 (20.9%) and 46 years above comprises of 6(3.9%). This data indicates that there are more respondents from the age range of  Under 25 years and with a percentage of 65(42.5%)
Table 4.4: Marital Status
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Single
	80
	52.3
	52.3
	52.3

	
	Married
	66
	43.1
	43.1
	95.4

	
	Divorced
	7
	4.6
	4.6
	100.0

	
	Total
	153
	100.0
	100.0
	


Source: field survey 2024
From the Table 3 above, indicate that, the percentage of Single respondents is 80 (52.3.0%), Married is 66(43.1%) and Divorced is 7(4.6) it can be depicted that there are more Single employee in Nigerian Bottling Company with a percentage of 80(52.3)

	Table 4.5:Educational Background

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Less than O' level
	27
	17.6
	17.6
	17.6

	
	O'level and A level
	36
	23.5
	23.5
	41.2

	
	NCE/ND
	77
	50.3
	50.3
	91.5

	
	B.Sc./BA/HND
	11
	7.2
	7.2
	98.7

	
	MSC/MBA/MPA
	2
	1.3
	1.3
	100.0

	
	Total
	153
	100.0
	100.0
	


Source: field survey 2024
Table 4 above, indicate that, the percentage of respondent from less than O’ level is 27(17.6%), O’level and A Level is 36 (23.5%), NCE/ND is 77(50.3%), B.S.c/BA/HND is 11(7.2.0%)  and the respondents form MSC/MBA/MPA is 2(1.3). It can be deduced from the above table there are more NCE/ND respondents.
	Table 4.6: What is the nature of your job?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Permanent
	70
	45.8
	45.8
	45.8

	
	Contract
	83
	54.2
	54.2
	100.0

	
	Total
	153
	100.0
	100.0
	


Source: field survey 2024
The table above which is for respondents Nature of Job there are 70(45.8) who are Permanent Staff and 83(54.2%) who are contract staff. It can be seen from this interpretation that there are more Contract Staff in Nigerian Bottling Company plc. 

	Table 4.7: Sales promotion helps to increase the profit of the organization

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agreed
	55
	35.9
	35.9
	35.9

	
	Agreed
	66
	43.1
	43.1
	79.1

	
	Undecided
	30
	19.6
	19.6
	98.7

	
	Disagree
	2
	1.3
	1.3
	100.0

	
	Total
	153
	100.0
	100.0
	


Source: field survey 2024
The table above which question is on Sales promotion helps to increase the profit of the organization indicates that the option strongly agreed comprises of 55(35.9%) respondents, Agreed comprises of 66 (43.1%) respondents, Undecided comprises of 30 (19.6 %) respondents and Disagree comprises of 2(1.3%) respondents. From this table, it has been identified that Agreed has the highest respondents of 66(43.1%) and Disagree has the lowest respondents of 2(1.3%).

	Table 4.8: Your organization has provided adequate attention to sales promotion.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agreed
	61
	39.9
	39.9
	39.9

	
	Agreed
	80
	52.3
	52.3
	92.2

	
	Undecided
	8
	5.2
	5.2
	97.4

	
	Disagree
	4
	2.6
	2.6
	100.0

	
	Total
	153
	100.0
	100.0
	


Source: field survey 2024
The table above which question is on Your organization has provided adequate attention to sales promotion indicates that the option Strongly agreed comprises of 61 (39.9%) respondents, Agreed comprises of 80(52.3%) respondents, Undecided comprises of 8(5.2%) respondents and Disagree 4(2.6%). From this table, it has been identified that Agreed has the highest respondents and Disagree has the lowest respondents.
	Table 4.9: Sales promotion affects company sales volume.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agreed
	70
	45.8
	45.8
	45.8

	
	Agreed
	73
	47.7
	47.7
	93.5

	
	Undecided
	9
	5.9
	5.9
	99.3

	
	Disagree
	1
	.7
	.7
	100.0

	
	Total
	153
	100.0
	100.0
	


 Source: field survey 2024
The table above which question is on Sales promotion affects company sales volume. indicates that the option Strongly Agreed comprises of 70(45.8%) respondents, agreed comprises of 11 (23.9%) respondents. From this table, it has been identified that Strongly agreed has the highest respondents.

	Table 4.10: Sales promotion enhances the purchase of organizational products by the consumer.

		Frequency

	Percent

	Valid Percent

	Cumulative Percent


	Valid

	Strongly Agreed

	50

	32.7

	32.7

	32.7


		Agreed

	53

	34.6

	34.6

	67.3


		Undecided

	18

	11.8

	11.8

	79.1


		Disagree

	32

	20.9

	20.9

	100.0


		Total

	153

	100.0

	100.0

	

	


Source: field survey 2024

The distribution table shows that 50 of the respondents representing 32.7% said they Strongly Agreed to the statement that Sales promotion enhances the purchase of organizational products by the consumer, 53(34.6%) of the respondent Agreed, 18(11.8%) of the respondents Undecided and 32(20.9%) of respondents Disagree. Therefore the largest population of the respondents is Agreed.

	Table 4.11: There might be changes in your expenditure in the foreseeable future.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agreed
	112
	73.2
	73.2
	73.2

	
	Agreed
	25
	16.3
	16.3
	89.5

	
	Undecided
	10
	6.5
	6.5
	96.1

	
	Disagree
	6
	3.9
	3.9
	100.0

	
	Total
	153
	100.0
	100.0
	

	Source: field survey 2024
The distribution table shows that 112 of the respondents representing 73.2% said they Strongly Agreed to the statement that there might be changes in your expenditure in the foreseeable future, 25(16.3%) of the respondent Agreed, 10(6.5%) of the respondents Undecided and 6 (3.9%) of respondents Disagree. Therefore the largest population of the respondents is Strongly Agreed.



	Table 4.12: There is expectancy in the organization that the expenditure will either rise or fall.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agreed
	108
	70.6
	70.6
	70.6

	
	Agreed
	31
	20.3
	20.3
	90.8

	
	Undecided
	10
	6.5
	6.5
	97.4

	
	Disagree
	3
	2.0
	2.0
	99.3

	
	Strongly Disagreed
	1
	.7
	.7
	100.0

	
	Total
	153
	100.0
	100.0
	


Source: field survey 2024
The distribution table shows that 108 of the respondents representing 70.6% said they Strongly Agreed to the statement that there is expectancy in the organization that the expenditure will either rise or fall, 31(20.3%) of the respondent Agreed, 10(6.5%) of the respondents Undecided 3(2.0%) of respondents Disagree and 1(0.7) of the respondents Strongly disagree. Therefore the largest population of the respondents is Strongly Agreed.
	Table 4.13: Sales promotion creates awareness and acceptance of products.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agreed
	97
	63.4
	63.4
	63.4

	
	Agreed
	37
	24.2
	24.2
	87.6

	
	Undecided
	6
	3.9
	3.9
	91.5

	
	Disagree
	11
	7.2
	7.2
	98.7

	
	Strongly Disagreed
	2
	1.3
	1.3
	100.0

	
	Total
	153
	100.0
	100.0
	


Source: field survey 2024
The table above which question is on Sales promotion creates awareness and acceptance of products, indicates that the option Strongly agreed comprises of 97 (63.4%) respondents, Agreed comprises of 37(24.2%) respondent, Undecided comprises of 6(3.9%) Disagree comprises of 11(7.2%) respondents, and Strongly Disagree comprises of 2(1.3%) From this table, it has been identified that Strongly Agreed has the highest respondents of 97(63.4%).

	Table 4.14: Sales promotion has any effect on the growth of the company.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agreed
	120
	78.4
	78.4
	78.4

	
	Agreed
	22
	14.4
	14.4
	92.8

	
	Undecided
	6
	3.9
	3.9
	96.7

	
	Disagree
	1
	.7
	.7
	97.4

	
	Strongly Disagreed
	4
	2.6
	2.6
	100.0

	
	Total
	153
	100.0
	100.0
	


Source: field survey 2024
The distribution table shows that 120 of the respondents representing 78.4% said they Strongly Agreed to the statement that Sales promotion has an effect on the growth of the company, 22 (14.4%) of the respondent Agreed, 6(3.9%) of the respondents Undecided and 1(0.7%) of respondents Disagree. Therefore the largest population of the respondents is Strongly Agreed.

	Table 15: Your expectations for annual returns overtime are conservative, moderate, aggressive and very aggressive.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agreed
	67
	43.8
	43.8
	43.8

	
	Agreed
	71
	46.4
	46.4
	90.2

	
	Undecided
	3
	2.0
	2.0
	92.2

	
	Disagree
	5
	3.3
	3.3
	95.4

	
	Strongly Disagreed
	7
	4.6
	4.6
	100.0

	
	Total
	153
	100.0
	100.0
	


Source: Field survey 2024
The table above which question is on your expectations for annual returns overtime are conservative, moderate, aggressive and very aggressive. indicates that the option Strongly Agreed comprises of  67(43.8%) respondents, Agreed comprises of 71(46.4%) respondents, Undecided comprises of 3 (2.0%)  respondents, Disagree comprises of 5(3.3%) respondents and Strongly Agreed comprises of 7(4.6%) respondents. From this table, it can be identified that Agreed has the highest respondents.

	Table 4.16: The statement “reducing losses” is more important than receiving high returns.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly Agreed
	111
	72.5
	72.5
	72.5

	
	Agreed
	26
	17.0
	17.0
	89.5

	
	Undecided
	10
	6.5
	6.5
	96.1

	
	Strongly Disagreed
	6
	3.9
	3.9
	100.0

	
	Total
	153
	100.0
	100.0
	


Source: field survey 2024
The table above which question is on the statement “reducing losses” is more important than receiving high returns indicates that the option Strongly Agreed comprises of 111(72.5%) respondents, Agreed comprises of 26(17.0%) respondents, Undecided comprises of 10(6.5%) respondents and Strongly Disagreed comprises of 6(3.9%) respondents. From this table, it can be identified that Strongly Agreed has the highest respondents.
HYPOTHESIS TESTING

Test for Hypothesis 1

H0    Sales promotion does not significantly affect the organization Return investment

H1   Sales promotion significantly affect the organization Return investment

	TABLE: Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	

	1
	.967a
	.934
	.934
	      .22555
	


a. Predictors: (Constant), Sales promotion

The model summary as indicated in table 4.3.1.1 above shows that R Square is 0.93; this implies that 93% of variation in the dependent variable  (Return investment) were explained by the Independent variable (Sales promotion ) while the remaining 7% is due to other variables that are not included in the model. This mean that the regression (model formulated) is useful for making predictions since the value of R2 is close to 1
	TABLE: Analysis of Variance

ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	65.073
	1
	65.073
	1279.091
	.000b

	
	Residual
	4.579
	90
	.051
	
	

	
	Total
	69.652
	91
	
	
	


a. Dependent Variable: Return investment
b. Predictors: (Constant), Sales promotion
The table above summarized the results of an analysis of variation in the dependent variable with large value of regression sum of squares (65.073) in comparison to the residual sum of squares with value of 4.579 (this value indicated that the model does not fail to explain a lot of the variation in the dependent variables. However, the estimated F-value (1279.091) as given in the table above with significance value of 0.000, which is less than p-value of 0.05 (p<0.05) which means that the explanatory variable elements as a whole can jointly influence change in the dependent variable (Return investment).
Interpretation 

The dependent variable as shown in the table 4.2.6 was Return investment. This was used as a yardstick to examine the relationship between the two construct (i.e. Sales Promotion and Organizational Performance). The predictors is Sales promotion, as depicted in table 4.2.6, it is obvious that there is a direct relationship between Sales promotion and Organizational performance. 
According to the result in the table above Sales promotion t-test coefficient is 35.764 and the P-value is 0.000 which is less than 0.05 (i.e. P<0.05). This means that these variables are statistically significant at 5% significant level. 

Decision Rule

As a result of the outcome, the Null Hypothesis (HO1) is rejected on the basis that the p-value is less 0.05. Hence the alternative hypothesis is accepted, that Sales promotion has significant effect on Return investment at Nigerian Bottling Company Plc. Hence, it explains how significant hypothesis one is to be recommended to Organisation Performance.
Hypothesis Two

4.3.2.1  
Test for Hypothesis 2

H0
Sales Promotion may not be affected by the Market Share.


H1
Sales Promotion may be affected by the
Market Share.

Table : Model Summary

	Model
	R
	R Square
	Adjusted R square
	Std. Error of the Estimate 

	1
	.683a
	.466
	.465
	1.166


a. Predicators: (Constant) , Sales Promotion
The model summary as indicated in table 4.2.4 shows that R Square is 0.465; this implies that 46.5%of variation in the dependent variable (Market Share) were explained by the Independent variables (Sales promotion) while the remaining 53.5% is due to other variables that are not included in the model. This mean that the regression (model formulated) is useful for making predictions since the value of R2 is close to 1
Table 4.3.2.2   
 ANOVA

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	410.890
	1
	410.890
	302.148
	.000b

	
	Residual
	     470.524
	346
	1.360
	
	

	
	Total
	     881.414
	347
	
	
	


a. Dependent Variable: Market Share 

b. Predicators : Sales Promotion
The table above summarized the results of an analysis of variation in the dependent variable with large value of regression sum of squares (410.890) in comparison to the residual sum of squares with value of 470.524 (this value indicated that the model does not fail to explain a lot of the variation in the dependent variables. However, the estimated F-value (302.148) as given in the table above with significance value of 0.000, which is less than p-value of 0.05 (p<0.05) which means that the explanatory variable elements as a whole can jointly influence change in the dependent variable (Market Share).
Table: 4.3.2.3                                   Co efficient 

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	                     (Constant)
	.660
	.153
	
	4.314
	.000

	
	                     Sales Promotion


	.750
	.043
	.683
	17.382
	.000


Dependent Variable: Market Share
Interpretation

The dependent variable as shown in the table 4.2.6 was Market Share. This was used as a determinant to examine the effects Sales of promotion on Market Share of Nigerian Bottling Company Plc. The predictors is Sales promotion , as depicted in table 4.2.6, it is obvious that there is a direct affiliation between Sales promotion and Market Share. 

According to the result in the table above Sales promotion t-test coefficient is 17.382 since the P-value is 0.000 which is less than 0.05 (i.e.P<0.05). This means that these variables are statistically significance at 5% significant level. The overall summary of this regression outcome in relationship to the coefficient of Sales promotion is that implementation of Sales promotion practice in an organization will increase Market Share which lead to  increment on the organization performance.

Decision Rule: As a result of the outcome, the Null Hypothesis (HO) is rejected on the basis that the p-value is less 0.05. Hence the alternative hypothesis is accepted, that is there is relationship between Sales promotion and Market Share.  Looking at the study from a holistic approach to these concepts, some connections and relationships exist between Sales promotion and Market Share.

Hypothesis Three

H0
Expenditure does not significantly affect the Return investment in Nigerian Bottling  

 
Company Plc.

H1
Expenditure significantly affects the Return investment in Nigeria Bottling Company Plc.

TABLE 4.3.3.1: 

	                                              Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.791a
	.625
	.621
	.47798

	a. Predictors: (Constant), Expenditure 

The model summary as indicated in table 4.2.4 shows that R Square is 0.625; this implies that 62.5% of variation in the dependent variable (Return investment) were explained by the Independent variables (Expenditure) while the remaining 37.5% is due to other variables that are not included in the model. This mean that the regression (model formulated) is useful for making predictions since the value of R2 is close to 1


TABLE 4.3.3.2: Analysis of Variance

	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	34.340
	1
	34.340
	150.309
	.000b

	
	Residual
	20.562
	90
	.228
	
	

	
	Total
	54.902
	91
	
	
	

	a. Dependent Variable: Return investment



	b. Predictors: (Constant), Expenditure 


	The table above summarized the results of an analysis of variation in the dependent variable with large value of regression sum of squares (34.340) in comparison to the residual sum of squares with value of 20.562 (this value indicated that the model does not fail to explain a lot of the variation in the dependent variables. However, the estimated F-value (150.309) as given in the table above with significance value of 0.000, which is less than p-value of 0.05 (p<0.05) which means that the explanatory variable elements as a whole can jointly influence change in the dependent variable (Return investment).


TABLE 4.3.2.3: Coefficients
	                                          Co efficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1.083
	.286
	
	3.792
	.000

	
	q20
	.820
	.067
	.791
	12.260
	.000

	a. Dependent Variable: Return investment


Interpretation 
The dependent variable as shown in the table 4.2.6 was Market Share. This was used as a measure to examine the relationship between the two variables (i.e. Expenditure and Return investment). The predictors is Expenditure, as depicted in table 4.2.6, it is obvious that there is a direct relationship Expenditure and Return investment. 
According to the result in the table above Expenditure t-test coefficient is 3.792 and the P-value is 0.000 which is less than 0.05 (i.e. P<0.05). This means that these variables are statistically significant at 5% significant level. The general swift of this regression outcome in relations to the coefficient of Expenditure as a policy to increase the Return investment in an organization shall significantly be improved which will positively affect organization performance.

Decision Rule

As a result of the outcome, the Null Hypothesis (HO1) is rejected on the basis that the p-value is less 0.05. Hence the alternative hypothesis is accepted, that Expenditure has significant effect on Return investment. Hence, it explains how significant hypothesis three is to be recommended to Organization Performance.

Hypothesis Four
Ho4
Expenditure may not significantly affect
 the Market Share.

	H4
Expenditure may significantly affect the Market Share.

	4.3.4.1     Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.230a
	.053
	.050
	1.21217

	a. Predictors: (Constant), Expenditure 


The model summary as illustrated in the above table 4.5.4.1 indicates that R Square is 0.053. This however implies that 53% of variation in the dependent variable (Market Share) was explained by the Independent variable (Expenditure ) while the remaining 47% perhaps due to other variables that is not included in the model. Hence, this analytical result of the regression (model formulated) is found useful for making predictions since the value of R2 is significantly close to 1

	                             ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	28.298
	1
	28.298
	19.259
	.000b

	
	Residual
	506.924
	345
	1.469
	
	

	
	Total
	535.222
	346
	
	
	

	a. Dependent Variable: Market Share

	b. Predictors: (Constant), Expenditure 


The estimated F-value (19.259) as given in table 4.2.5.2 above with significance value of 0.000, which is less than p-value of 0.05 (p<0.05); this by implication means that the explanatory variable elements as a whole can jointly influence change in the dependent variable (Market Share). Furthermore, the table above further summarized the results of an analysis of variation in the dependent variable with large value of regression sum of squares (28.298) in comparison to the residual sum of squares with value of 506.924, this value indicated that the model does not fail to explain a lot of the variation in the dependent variables.

	4.4.4.3                          Co efficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	3.281
	.155
	
	21.232
	.000

	
	Expenditure 
	-.353
	.081
	-.230
	-4.388
	.000

	a. Dependent Variable: Market Share


The dependent variable as shown in the table 4.5.4.3 above was Market Share. This was used as a scale to examine the existing nexus between the two variables (i.e. Expenditure and Market Share). As stated in the analysis, the predictor is Expenditure as depicted in table above and it is obvious that there is a direct link Expenditure and Market Share in the organization. 
According to the result in the table above Expenditure t-test coefficient is 5.388 and the P-value is 0.000 which is less than 0.05 (i.e. P<0.05). This means that these variables are statistically significant at 5% significant level. The overall summary of this regression outcome in relations to the coefficient of Expenditure is among the best method to increase the Market Share in an organization performance.

Decision Rule: As a result of the outcome, the Null Hypothesis (HO4) is rejected on the basis that the p-value is 0.000 which is far less than 0.05. Hence the alternative hypothesis is accepted, that Expenditure may positively affected by Market Share which   can help the organization performance in Nigerian Bottling Company Plc. 

CHAPTER FIVE

SUMMARY OF FINDINGS, CONCLUSIONS, RECOMMENDATIONS AND SUGGESTION FOR FURTHER STUDY

Introduction

This chapter is the final part of this study and it is divided into summary of findings, conclusions made in the course of this study, recommendations made to the case study, sector, regulating body and other interested bodies. In addition, this chapter addresses the areas in which further studies can be conducted.
Summary of Findings
This research study was conducted on the sales performance using Nigerian soft drinks industry that carries out sale promotional activity periodically it has different forms depending on the strength of the organization. It was also revealed that activity of sale promotion of organization performance increased the profit, sales consumer acceptance and market shares. Apart from this, majority of the respondents believed that their organization performance can be achieved through sales promotion activities.


Furthermore, sales promotional activities revealed that the image of an organization could be improved through sales promotional activities by the respondents. This may be as a result of the secretive nature of investment portfolio. 

Finally, the hypotheses tested revealed that sales promotional activities correlated with organizational performance.

Conclusion

Based on the findings in the researches, which was set out to impact on sales promotion and its impact on organizational performance on a product. To some extent, the findings of the analysis show that majority of respondents are in support of encouraging continuous sales promotional activities to establish the existence of their product.


The findings also analyzed that there is a strategic importance of this system in several areas of sales promotion and particularly in a soft drinks firm as that of Nigerian Bottling Company (NBC) plc. 
The analysis also showed that the performance of the organization will determine the quality of a product. Without the performance of the organization, promotion cannot perform well in the market. It can therefore be concluded that it is economical for the company to have it own promotion department rather than contracting its sales promotion activities. 

Recommendations of the Study
      
Having analyzed, discussed and tested the hypothesis of the data collected from the survey on the sales promotions on organization performance, the researcher therefore recommend the followings;

· The soft drink industry should try to encourage constant sales of promotion in order to establish the existence of their product. The companies should put into use effective form of sales promotion that is tailored to the understanding of the consumer.
· The soft drink industry should also have its own separate sales promotion department rather than contracting its sales promotion activities out because by so doing an effective and adequate monitoring of promotion system cannot be controlled by the company.
· The industry to set sales promotional activities that can be altered with the available human and material resources in the performance of the organization. A lot of attention should be committed to sales promotion because it contributed more to the organizational performance as well as a marketing promotional effectiveness.
· The industry should endeavor to improve on the sales of promotional techniques and strategies in attracting new customers.
· It is sufficient to state that the industry should continue to invest in sales promotion campaign as a potential marketing tool, especially in this dynamic marketing environment.
 
However, its success depends on the prior organizational performance, control and management of both human and material resources required on the activities. The industry should also enlighten the salesman on the modern approaches.

Suggestion for further Study

In order to enriched further studies, respondents should be encourage to respond to the individual questions and they should be encouraged and educated on the important of conducting research and that any information to be given by them will be rated in absolute confidence for the research and cannot be used against them.


Apart from this, the simple size to be used should be larger enough so as to incorporate the ideas of the majority of the employees of the company under study. Again, for a magnitude study, other regions had to be covered so that any further work on sales promotional activities can be using comparative analysis of two or more regions, not only in Lagos as this study is concerned.


In addition, related journals and textbooks should be reviewed in order to improve on further study.

Finally, any other researcher on this type of topic should try to cover other areas that are not covered by this study. The areas includes:

To make use of promotional components namely:

· Advertising

· Personal selling

· Publicity

· Public relation

· As well as the relationship between them and other actual effect on organizational performance in terms of :

· Sales

· Market shares

· Consumer acceptance

· Profitability 
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APPENDIX

Department of Business Education
Kwara State College of Education Ilorin, 

Dear Respondent,

LETTER OF INTRODUCTION

The bearer, Miss. ABDULQUADRI AISHAT AYOMIDE with matriculation number: KWCOED/IL/21/1308 is a student of Business Education Ilorin, Kwara State. 

Who is currently conducting a research study titled “impact of sales promotion on organizational performance”. 

We request your support in helping her fill this questionnaire attached therein in order to make her carryout this research work objectively. Please note that the information supplied shall be treated with utmost confidence and use purely for academic purposes only.

Thanks for your cooperation.

Yours faithfully,

SECTION A: BIO DATA 
1. Sex: Male [     ] Female [     ]

2. Age range: under  25years [     ] 26-35 years [     ] 36-45 years [
  ] 46-above [    ]

3. Marital Status: Single [     ] Married [     ] divorced [     ] separated [    ]

4. Educational background: less than O’ level[   ] O’ level or A level [   ] NCE/ND [    ] B.Sc/BA/HND [
]  MSC/MBA/MPA [    ] PH.D [
] other (specify)[  ]

5. What is the nature of your job? Permanent [     ] 

Contract[     ] 

SECTION B:


Please tick (√) the column that is applicable to you using the following key:

SA – Strongly Agree, A – Agree, U- Undecided, D – Disagree, SD – Strongly Disagree

	S/N
	RESEARCH STATEMENT
	SA
	A
	U
	D
	SD

	
	sales promotion
	
	
	
	
	

	6.
	 Sales promotion helps to increase the profit of the organization
	
	
	
	
	

	7.
	 Your organization has provided adequate attention to sales promotion.
	
	
	
	
	

	8.
	Sales promotion affects company sales volume.
	
	
	
	
	

	19.
	Sales promotion enhances the purchase of organizational products by the consumer.
	
	
	
	
	

	
	Expenditure 
	
	
	
	
	

	10.
	There might be changes in your expenditure in the foreseeable future.
	
	
	
	
	

	11.
	There is expectancy in the organization that the expenditure will either rise or fall.
	
	
	
	
	

	12.
	Sales promotion creates awareness and acceptance of products.
	
	
	
	
	

	13.
	Sales promotion has any effect on the growth of the company.
	
	
	
	
	

	
	Return investment
	
	
	
	
	

	14.
	Your expectations for annual returns overtime are conservative, moderate, aggressive and very aggressive. 
	
	
	
	
	

	15.
	The statement “reducing losses” is more important than receiving high returns.
	
	
	
	
	

	16.
	The investment time horizon for this organization is 10 years and above.
	
	
	
	
	

	17.
	Sales promotion increases shareholders return.
	
	
	
	
	

	
	Market shares 
	
	
	
	
	

	18.
	Sales promotion helps in increasing market shares of the company.  
	
	
	
	
	

	19.
	The target market supports the company’s promotional cost and provide adequate rate of return.
	
	
	
	
	

	20.
	The organization has its unique selling proposition that give its distinctiveness over others.
	
	
	
	
	

	21.
	The company is looking out for product diversification opportunities to stabilize its market shares.
	
	
	
	
	


Thank you.
Organizational performance


Return investment


Profit before tax


New customer s acquired


Market shares





Sales Promotion


Sales promotion


Sales and Marketing Personnel Expenditure
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