THE EFFECT OF SALES PROMOTION AS A TOOL FOR ACHIEVING CUSTOMERS BRAND LOYALTY IN THE TABLE WATER INDUSTRY

ABSTRACT
This topic the effect of sales promotion as a tool for achieving customers brand loyalty in the table water industry was conducted to investigate the extent of relationship between effective sales promotion and customers satisfaction in the table water industry.
However to achieve the goals of the study, the survey research design was used to study the organization where 37 questionnaires were administered to the respondents in order to obtain first hand information. After critical analysis of the data collected, the hypothesis were tested using the variance (ANOVA) statistical tool (method). There is a strong relationship between effective sales promotion and customers satisfaction in the table water industry and that goals of table water producers are related to their performance. Militating factors were discovered to mediate between effective sales promotion and customers satisfaction. Based on the findings, of this study, the following were commended. That various table water firm in the state and country at large to adopt more of sales promotional tools and educative programmes. That proper communication channel and effective sales promo tools should be used to inform consumers. That government agencies should put in place legislations that will guide the operation of manufacturers.
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CHAPTER ONE
1.1  INTRODUCTION
Sales promotions means – achieving the effect of promoting product sales or introducing new brands within s a short time through different channels. Sales promotions can attract brand switchers and generate good sales within a short span of time. They can encourage consumers to use higher end of more up market products and stimulate consumers desire to try all new product. The effect of sales promotion makes consumers, buying a particular product are encouraged to buy another product at the same time at a very low price or even free. These gifts may come with the purchase of sent by mail.
The demonstrator distributes sample to spectators and demonstrates how the product is used. This means of promotion is often used in the sales of cosmetics, clothing small electrical applicants and table water etc. The produce provide the sample free of charge to cultivate the confidence of customers in the brand and achieve the purpose of selling the product through trial use. Such sample ma be delivered to peoples’ home, sent by mail, distributed at shops or affixed to other product. Loyalty rewards, companies rewards bulk purchase and long term customers by offering them cash rewards, discounts, gift and other kinds of incentive to encourage them to give continuous supports.
1.2  STATEMENT OF PROBLEM
Despite the fact that profounder and proponent in the past and even now have stressed that sales promotion  plays a significance role in the growth of business and non business organizations, quite a lot of managers especially in the small and medium scale manufacturing industry shows great degree of ignorance in its application.
The reason for the negligence of sales promotion by most firms can be traced to the bottlenecks associated with its, such as: huge cost, short time frame, and inadequate incentive  administered during the programe. Also the negative perception of its by consumers, exploitative and untrue. It is for this reason that the study was undertaken to investigate the extent to which sales promotion affect the marketing growth of the constant table water industries in Imo state.
1.3  PURPOSE OF THE STUDY
The study has its main concern with investing the effect of sales promotion as a tool for achieving customers brand loyalty in the table water industry. Furthermore, it determines the following specific objectives:
The effect of sales promotional timing in enhancing the business growth of an organization.
How adequate sales promotional incentive are in achieving organizational objectives.
Whether the cost structure of sales promotion commensurate with organizational growth of the industry.
If moderating factors (competition, technology, economic factors and government policy) interfere in the relationship between sales promotion and organizational growth in the table water industry.
1.4  RESEARCH QUESTIONS
How adequate are the sales promotional incentives used in the achievement of organizational objective?
What is the degree of effect of sales promotional timing in enhancing the business growth of an organization?
Does the cost structure of sales promotion commensurate with organizational objectives of the table water industry?
Do moderating factors interfere in the relationship between sales promotion and organizational growth?
1.5  STATEMENT OF HYPOTHESIS
Oxford advanced dictionary defines hypothesis as an idea or a suggestion that is based on known facts and used as a basis for reasoning or further investigation. There are two types of hypotheses, (Hi) alternative and (Ho) null hypothesis is the one that say that there is no significance difference between the objective of contention while the alternative hypothesis is the one formulated to contradict the null hypothesis for the purpose of this study we shall put to test.
Ho1: There is no significance relationship between sales promotion and marketing growth in medium scale business enterprise.
Ho2: Moderating variables do not interfere in the relationship between sales promotion and organization performance.
1.6         SIGNIFICANCE OF THE STUDY
This study was conduced to investigate the relationship existing between sales promotion and organizational performance and believing that the findings will proffer lasting solution to any ineffective operations of Up Dike industry limited.
Furthermore, the findings and recommendations of this study will benefit other companies in the same industries consumers and readers alike will also find this piece inspiring as it will broaden their understanding on the subject matter.
Finally, students and expert who have interest in this area can build on the outcome of this study.
1.7  SCOPE AND LIMITATION OF STUDY
The extent of coverage of this study is defined within the frame of the research topic, the effective of sales promotion in achieving customers brand loyalty in sachet water industry in Owerri Imo state. In carrying out this study, the following were the constraints faced by the researcher minor constraints were time, finance needed to carry out the research successfully.
Major constraints faced include non availability of current literature and difficulty to access the internet for journal and articles, bias responses, refusal of respondents to return questionnaires and audience/shying away from the interview, difficulty in arriving at an appropriate statistical tool to test hypothesis.
1.8  OPERATION DEFINITION OF TERMS
ADVERTISING: Is any paid form of non personal presentation and promotional ides, good or services by an identified sponsor.
BRAND: Is a name, term, sign, symbols intended to identify the goods or services of one seller or groups of sellers and to differentiate them from those at the competitors.
COUPONS: Is a piece of paper from the manufacturer or his intermediary entitling its holder to discount on a particular product. They are certificate that give buyers a saving when purchased a specified product merely to invite quest.
SALES PROMOTION: The use of short term incentive to induce sales.
EXHIBITION: Putting on display of firm’s goods or services for promotional purpose, particularly the gathering of number of such display which are either on view to the public in general or merely to invite quest.
ORGANIZATION: A profit oriented outfit that produces goods and services for the society.
PRIVATE/PUBLIC VENTURES: Business project or activities performed by individual or government establishment.
WORLD CLASS MULTINATIONAL: Business organization existing in or involving many countries.
PROFIT/NON PROFIT MAKING ORGANIZATION: A company or business that makes or will make a profit, business that is not profit oriented socio-economic, political dispensation. The study of society, its economy and politics.
COMMUNICATION MIX: Variables used by the marketer to reach the target markets.
SHORT TERM INCENTIVE: An inducement that encourage an individual in the short period.

CHAPTER TWO

LITERATURE REVIEW

2.0 INTRODUCTION

Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

2.1 CONCEPTUAL FRAMEWORK

The concept of promotion

The concept of promotion is regarded as having the same meaning in most of the literature on the subject; Shimp (2013) makes a distinction between these concepts. He describes promotion as the aspect of general marketing that promotion management explicitly deals with. Promotion, on the other hand, is a “more encompassing term” that includes communications via any or all of the marketing mix elements. Promotion represents the collection of all elements in an organization‟s marketing mix that facilitate exchanges by establishing shared meaning with the organization‟s customers or clients (Makale, 2014). Promotion in marketing is aimed at creating an awareness of the organization and its products and/or services in order to increase sales and make a profit. The sender (organization) conveys messages about the organization‟s products and/or services to the receiver (customer) in order to persuade the customer to buy the organization‟s products or to make use of its services. In order to create a lasting relationship, messages focus on the brand, customers‟ needs and the organization‟s commitment to society. A brand is the sum of all emotions, thoughts and recognitions that people in the target audience have about an organization (McNamara, 2011).

Concept of Sales Promotion 

The power of sales promotion at influencing sales and customer's patronage has been acknowledged in the literature of marketing and sales management. Hardie (1991) explains that sales promotion gives a short-term inducement of value offered to arouse interest in buying a good or service. It is offered to intermediaries as well as consumers inform of coupons, rebates samples and sweepstakes‟. Foskett (1999) argues that sales promotions cannot be the sole basis for campaign because gains are often temporary and sales drop off when the deal ends so that advertisement is often used to convert the customer who tried the product because of sales promotion into a long-term buyer. Kotler (1994) noted that if sales promotion is conducted continuously, they lose their effect. Customers begin to delay until a coupon is offered or they question the product‟s value. When organizing sales promotion firms‟ can direct sales promotion to ultimate consumers, that is, Consumer-oriented sales promotion to support a company‟s rebates and personal selling. On the other hand firms‟ can also direct their sales promotion to traders like the wholesalers, retailers or distributors. This can be done by giving the traders allowances and discounts. They can also carry out cooperative rebates whereby manufacturer pays a percentage of the retailers‟ local rebates expenses for rebates the manufacturer‟s products and lastly, firms can train distributor sales forces to increase their performance (Hardie, 1991). 

To Moemeke 20(17), besides advertisement, sales promotion is the next available marketing strategy that help to promote sales, increase product life cycle, sales growth and enhance customers' goodwill. Modern marketing management calls for more than developing good quality product, attractive price and making brands accessible to target customers. Companies engage in integrated marketing communication to attract and retain customers' loyalty. Nwankwo (2016) observes that sales promotion as those marketing activities other than personal selling, rebates and publicity, which stimulate consumer purchasing and dealer effectiveness, such as display, shows and exposition, demonstrations and various nonrecurring selling efforts not in the ordinary routine. Achumba (2002) defined sales promotion as those marketing activities, other than personal selling, rebates and publicity that stimulate consumer purchasing and dealer effectiveness, such displays, shows and exposition, and demonstration. Sales promotion is one of the ways used by firms to communicate with intended target audience. Sales promotion is unique in that it offers an extra incentive for action (Adrian, 2004). 

According to Orji, Akhaine, Ezinmuo & Boman (2019), there are different ways to classify sales promotions; the most basic is to classify them between trade promotions and consumer promotions. Consumer promotion as defined by Joseph (2018) as a marketing technique that is used to entice customers to purchase a product. Such promotions usually last for a set period of time and are used to achieve a specific purpose, such as increasing market share or for unveiling a new product. Such consumer promotions tools include sampling, free trials, free gifts, contests, and special pricing.

Types of Sales Promotion 

Trade Discounts: The most common type of sales promotions is consumer discounts or trade discounts. Discounts refer to when products are temporarily offered at a lower price. Examples of a discount would be clothing items marked at „15% off‟ within a store. An organization may use this form of promotion in order to increase sales and attract new customers. I don‟t even need to to explain this to everyone because we are bombarded with discount offers everyday (Blattberg & Neslin 2010). Be it E-commerce stores, retail stores or anything else. The reason discount is most used is because it actually works! If there is a 10% discount on the product for the consumer, then it is known as consumer discount (Blattberg & Neslin 2010). However, if there is a 10% discount to the dealer when he is purchasing from the company, it is known as trade discount. In trade discounts, the dealer may or may not forward the discount to the customer. It is not necessary that the dealer will give additional 5% discount to customers when he is himself receiving 10% additional discount. However, many dealers know the importance of achieving sales volumes hence they pass on discounts to customers whenever they receive trade discounts.

Gifting: One of the most common ways to promote your store during festival time or when there is a huge walk in expected is Gifting. It is also a way to increase the sales of the products because customers have an anticipation that they might win a gift from the store. Another popular way to use gifting is to advertise “Assured gifts (Ogilvy 2013). Basically, you have different gifts on offer like a mixer grinder or a steam iron. A customer who purchases a set amount of products will get the “Assured gift” from you. This creates excitement in the mind of the customer and he received something for “free”. He might visit again and again. 

Coupons: Quite commonly used to motivate people to purchase when they think the price is high or it can be incentive to buy your product above the competitors. Coupons are vouchers that allow consumers to purchase products at a discounted price (Shoemaker and Shoaf 2007). A common example of coupons would be discount vouchers distributed to fast food chains. An organization may use this form of promotion to advertise a new product. Domino‟s, Pizza hut and McDonalds very prominently use coupons in their marketing. If you have their coupon in hand, you get a discount of X amount on the purchase. What the coupon does is, it instigates you to take action. If today i get a coup on saying i will get 10% off on whatever i purchase from an XYZ store, then i will surely get off my butt and go purchasing. I will purchase all those products anyways. But the coupon got me purchasing from the XYZ showroom. That‟s the objective of the coupon which it has accomplished. Financing: Financing is ingenious amongst the various types of sales promotions. It is a combination of various factors. Companies which have huge resources generally act as financers (Dodson, Tybout, & Stemthal 2008). They allow customers to purchase a product from Cocoa-cola or on different financing options. All this happens for a minor processing fee and less interest. As a result, the customer, who does not have complete money to buy the product, will likely purchase the product using financing options. Such financing helps the dealer to liquidate the product faster and also helps the customer in making purchasing decisions (Dodson, Tybout, and Stemthal 2008).

 Sampling: It is predominantly used in the Cocoa-cola industry for perfumes, deodorants, soaps or even eatables. Sampling is an excellent way to introduce your product in the market and at the same time to increase the awareness of the product. The customers who are being targeted by sampling carry a huge lifetime value. Once they get hooked onto your product, they won‟t leave it that early. Hence, Sampling might be of higher cost to the company but it is quite successful in the various types of sales promotions. 

Bundling: Bundling is when you put a combination of products on sale for the same price. So, for example, normally a 100 Naria might buy you just a shirt. However, with product bundling, 100 dollars might buy you a set of shirt and pants. As a result, the consumer is much more likely to buy this bundled offer as compared to a single offer. We see bundling strongly in retail where a shampoo might be bundled with a soap or we can see a bundled combinations of many different items. The disadvantage of bundling is that customer might think one of the products is of poor quality. However, if the products are bundled together and both products are of an excellent brand, then the bundled product will sell much higher quantities and will defeat competition in numbers. Hence, Bundling is commonly used as a type of sales promotion.

Contests: There are different forms of contests which can be run to gather more customer information or to motivate the customer to try the product or to create awareness about the new retail place. Contests can be as simple as winning a gift through a scratch card or it can be an in house game in a retail showroom or it can be an online contest for which users have to enter their information. Due to the phenomenal rise of the internet, online contests have become very easy and important. They also penetrate faster and reach a lot of customers.

Free Trial: Chances are, you have come across several software or online programs which offer a free trial to you before you purchase the product. Shareware programs are also a kind of free trial programs where you can use the product for some time but later on have to purchase the product to use it completely Tversky and Kahneman (2004). This is done so that the customer gets a chance to trial run the product before he pays for the product in full. Programs like Adobe Photoshop, Microsoft office 365 and others are known to give free trial programs of upto a month so that the customer can know more about the product, he can try it and then purchase (Uhl & Brown 2011) 

Email Marketing: Email marketing was, is and is touted to always be one of the best ways to promote your business. It is one of the most commonly used types of sales promotions across the world because of its ease of implementation and because of its penetration Sawyer and Dickson (2014). Each and every one of us has an email account which we access regularly. Thus, an Email is personal to us when received in our phone and we are bound to check it out. Chances are, email marketing bundled with an exciting and irresistible offer can really entice the customer in purchasing your product (Gurumurthy and Little 2019). As a result, Email marketing is actually widely used, be it online industry or offline.

 Exhibitions: More commonly used in Food, Jewellery, Clothing, Chemicals and similar such industries where sellers want to showcase the products they have to their buyers. These buyers might be consumers or they may be industrial buyers. An exhibition generally consists of one player who is exhibiting his goods Raman and Bass (2018) and Helson's (2014). However, it can also be a combination of players who are all there to showcase their wares. 

Trade Shows: While exhibitions are targeted towards individual buyers, Trade shows are targeted towards resellers, dealers, distributors and bulk buyers. A trade show is typically a display point for all top companies within an industry. These companies are there to compete and grab the maximum eyeballs of retailers, dealers and distributors. While Exhibitions are concentrated mostly on individual buyers, trade shows are concentrated towards bulk buyers (Neslin and Shoemaker 2009). Demonstrations: One of the most popular products to be sold through product demonstrations were vaccumm cleaners which used to be sold house to house. However, because of privacy concerns, such type of promotional activities were stopped. Instead, now you will see water purifiers being promoted through demonstrations in malls, showrooms and other places. Demonstrations are an excellent way to create more awareness of the product and to make customers comfortable towards a technical product(Dodson, Tybout, and Sternthal 2008). Technicality of the product can be a barrier to purchase. By demonstrating the actual working of a product, you are removing a barrier to purchase. Hence demonstration is a type of sales promotion mostly used for technical type of products.

Concept of Brand  Loyalty 

Jacoby and Kyner, (1973) described loyalty as the biased behavioural response expressed over time, by some decision making unit, with respect to one or more alternative brands out of a set of such brands, and is a function of psychological processes. Dick and Basu (1994) argued that loyalty is determined by the strength of the relationship between relative attitude and repeat patronage, and that it has both attitudinal and behavioral elements. Oliver (1997) defines loyalty as “A deeply held commitment to re-buy or re-patronize a preferred product or service consistently in the future, despite situational influences and marketing efforts having the potential to cause switching behavior”. Mascarenhas et al. (2006) as cited in Shanka and Chin (2011) added a third dimension to total customer experience which is value besides the physical and emotional aspects. The contention is that by blending all three aspects of physical, emotional and value elements toward target customers and achieving positive total customer experience will build lasting customer loyalty. “We submit that when marketers offer products and services that consistently have strong physical attributes-based satisfaction, provide high emotional experience and high perceived value summing to a high total customer experience they will automatically generate high and lasting customer loyalty” Mascarenhas et al. (2006). Based on the three major total customer experience variables of value differentiation, provider-interaction and engaging experiences, Mascarenhas et al. (2006) developed a multidimensional loyalty ladder and suggested this ladder of customer loyalty a function of customer experience.

CUSTOMER PATRONAGE

In the context of marketing, patronage is an exchange process where one receives a service or goods in exchange for money or other considerations. Customer patronage is therefore, the purchase of goods and service from a vendor by a customer or a business. The customer purchases and expects to derive benefits or satisfaction from the goods or services as consideration for the exchange for money paid. According to  Gerpott Rams & Schindler (2019), customer expectations of satisfaction leads to an increase in tendencies to purchasing a particular brand. They reiterated that firms that provide high quality products and services on a regular basis will have more satisfied customers and these customers will likely re-patronize the service and products next time. These assertions are supported by Wansink,  and Ray (2016), when indicating that comparatively, firms that offer service of superior quality is bound to get their customers satisfied as well as get higher economic returns more than their competitors. Oftentimes managers use customer satisfaction to forecast brand loyalty that ultimately lead to repurchase.

THE EFFECT OF SALES PROMOTION AS A TOOL FOR ACHIEVING CUSTOMERS BRAND LOYALTY.

`
The world of business is going to complex day to day. Competition in every sector is increasing high. In this situation, especially companies find the situation cry though to sell their product in the market smoothly. So, the businessmen are using various tools and techniques to sell their products. Today market is growing so rapidly. Many products are being introduced in the market day by day. Few decades back situation was not like this; market was limited to few products. Market was growing means that a plentiful of supply of new costumers and company could attract those new costumers without worrying of losing old ones. But now competitions are though and market is sophisticated and companies are facing some marketing realities. “Sales promotions consist of a diverse collection of incentive tools, mostly short-term, designed to stimulate quicker and/or greater purchase of particular products/services by consumers or the trade” (Kotler, 1997). 

In fact, sales promotion works as a quick stimulator, which stimulates the consumer on the trade to buy the particular products. Sales promotion can promote organization effectiveness through increase in profitability from higher sales. Okoli (2011) explains that the “essence of setting up a business organization is to make profit. Without profit, a business is bound to fail”. Loudon and 
Bitta (2002) said that sales promotion plays a significant effect on decisions which help in achieving the organizational objectives. Organization effectiveness is a totality of organization. goodness, a sum of such elements as production, cost performance, turnover, quality of output, profitability, efficiency and the like (Katz and Kahn, 1966). It is the ability of an organization to achieve its objectives and meet the needs of its various stakeholders (Khandwalla, 1995). In real sales promotion have a method of making communication other than rebates and personnel selling. Although in marketing communication mix, the entire element like rebates, personal selling, publicity and sales promotion come together. Sales promotion has effects on various aspects of consumer‟s purchase decisions such as brand choice, purchase time, quantity, and brand switching (Nijs, et al., 2001). 
Bamiduro (2001) established the positive relationship between sales promotion and consumption rate of soft drink products as well as the sales volume of the beverage industry in Nigeria. Oyedapo, et al. (2012) found that organization promotion strategies enhance consumer buying pattern. Syeda, et al. (2012) explore the short term and long term impact of sales promotion in Nigeria companies from two diverse industries, i.e. Nigeria bottling company by regressing mean of brand loyalty on mean perception about promotion obtained through financial analysis and consumer survey respectively.

 Aham (2008) is of the opinion that sales promotion emerged as a reaction by manufacturers marketers, and marketing strategies alike to find a short term solution to the problems of excess stock of goods which are available in variables manufacturer‟s warehouses but are not demanded by consumers and organization. Pauwels, et al. (2002) are of the opinion that when a consumer is exposed to a sales promotion offer majority of the time, the consumer has already purchased and practiced a particular brand so the impact of learning form the that purchase is minimal and is easily balanced by a simultaneous and similar competitive offering.
2.3 THEORETICAL FRAMEWORK 

The theoretical framework upon which the study was based is Reasoned action theory and Engel, Kollet, Blackwell (EKB) model. Reasoned Action theory 
Reasoned Action theory was propounded by Martin Fishbein and Icek Ajzen in the late 1960s, the Theory of Reasoned Action centers its analysis on the importance of pre-existing attitudes in the decision-making process. The core of the theory posits that consumers act on a behavior based on their intention to create or receive a particular outcome. In this analysis, consumers are rational actors who choose to act in their best interests. According to the theory, specificity is critical in the decision-making process. A consumer only takes a specific action when there is an equally specific result expected. From the time the consumer decides to act to the time the action is completed, the consumer retains the ability to change his or her mind and decide on a different course of action. 

Sales personnel‟s learn several lessons from the Theory of Reasoned Action. First, when marketing a product to consumers, personnel‟s must associate a purchase with a positive result, and that result must be specific. Axe Body Spray used this concept very effectively by linking its product to desirability with women. Second, the theory highlights the importance of moving consumers through the sales pipeline. Sales personnel must understand that long lags between initial intention and the completion of the action allow consumers plenty of choice or decision (Ahungwa, 2018). 

The EKB Model (1968) 

The EKB Model (1968) expands on the Theory of Reasoned Action, and lays out a five step process that consumers use when making a purchase. The first step, input, is where consumers absorb most of the marketing materials they see on television, newspapers or online. Once the consumer collects the data, he or she moves into information processing, where the consumer compares the input to past experiences and expectations. Consumers move to the decision-making stage after a period of thought, choosing to make a purchase based on rational insight. Consumers are affected in the decision-making phase by process variables and external influences, including how the consumer envisions his or herself after making the purchase. Under the EKB Model, marketers have two periods where their input is the most valuable. During the initial information stage, marketers must provide consumers with enough information about the product to drive the consumer to keep the company‟s products under consideration for purchase.

2.3 EMPIRICAL REVIEW 

Orji, Oyenuga and Ahungwa, (2020) examine the effects of sales promotion on the consumer buying behavior of food seasoning among Nigerian households using Nestle Nigeria Plc Maggi NAIJA POT brand as a case study. The study employed cross sectional research design and the population consists of consumers of Nestle product (Maggi seasoning) in Bwari Area Council, Abuja. The sample size is 246 determined using Topman‟s formula. Primary data was used through administration of questionnaire and regression analysis was used to test the relationship between the study variables. The findings revealed that most of the consumers enjoy the rebates which influence their decision before, during and after the purchase; there is a positive effect of free trial and free gift on consumer buying behavior of Maggi NAIJAPOT in Bwari Area Council, Abuja. The study concluded that that sales promotion through rebates, free trial and free gifts is one significant tool marketing companies should give attention to in order to influence their consumers‟ buying behavior, and recommended among others that providing free samples for food seasoning is a good technique to use in introducing new products to the Nigerian marketplace, also free gift should be included in the outer part of the product packaging to serve as a visual attraction to Nigerian consumers. 

Aryal, (2018) examined sales promotion adopted by Nepalese business organizations and its effects on sales of soft drink in Kathmandu valley. This study is based on the primary data through convenience sampling technique. The primary data collected from the different places of Kathmandu valley by face to face field survey of 150 respondents. It is found that the sales promotion activities play positive impact on sales of soft drink brands. It is believed that the findings of this study may facilitate the Nepalese business organizations for formulating policies of sales promotion on sales of soft drinks products. 

Uloko, A. (2019) assessed the impact of promotion on the profitability of the Nigeria Bottling Company Plc, Enugu Plant. The population of the study was made up of 56 management staff drawn from marketing, sales and accounting/finance departments of the company. Employing a census technique, the whole population of 56 management staff constituted the sample size of the study and data obtained from the 56 copies of the questionnaire were presented using descriptive statistics whereas, multiple regression analysis with the aid of the Statistical Package for Social Science (SPSS) was conducted to test both the company‟s financial statement from the year 2003 to 2012 and the hypotheses. The findings from data analysis of company‟s financial statement shows that, profit is slightly influenced by the variables of sales income not necessary cost of promotion, while the results of the hypotheses testing indicated that, rebates has no significant impact on profitability; sales promotion has a significant impact on profitability; personal selling has no significant impact on profitability; public relations has a significant impact on profitability. The need for an organization to properly coordinate its promotional strategies to achieve a clear consistent and competitive message about itself and its products has become an issue of concern to every result driving firm. The study concluded that, promotion is an important tool that helps companies to improve their profitability. We recommended that there is the need for organizations to increasingly integrate effective promotion in their activities to improved their profitability and competitive advantage. 

Ya-Ping (2017) examined the Effects of Sales Promotion on Consumer Involvement and Purchase Intention in Tourism Industry. Sales Promotion has been the routine marketing of businesses appealing consumers to making orders and increasing media exposure in recent years. Sales Promotion is a tactic for the sales of goods with price or non-price discounts. There are various sales promotions in the market, but not all of them are effective in marketing, as brand image, perceived value, and purchase intention are also associated. Sales Promotion therefore has become a primary issue for marketing. Aiming at 2014 Kaohsiung International Travel Fair, 1000 copies of questionnaires are distributed to the customers, and 421 valid copies are retrieved, with the retrieval rate 42%. The research results present the significant correlations between sales promotion and consumer involvement, consumer involvement and purchase intention, and sales promotion and purchase intention. 

Pembi, Fudamu, and Ibrahim (2017) studied the impact of sales promotional strategies on organizational performance in Nigeria. The objectives of this study are to examine the impact of sales promotional strategies on organizational performance with reference to Flour Mills Maiduguri, Borno State Nigeria. The population of this study was carved out of the entire staff of the Flour Mills of Nigeria Maiduguri, Borno State branch cutting across the Top, Middle and lower level management. The study employed both the primary and secondary sources of data collection. Questionnaires were administered to twenty (20) staff using random sampling techniques. The data collected were subjected to descriptive statistics such as percentage analysis in order to analyse the data and regression analyses were used for testing hypotheses. The result signifies that sales promotional strategies have positive and significant effects on organizational performance. The study recommend that company should at all time have to planned, organized, directed and controlled their sales promotion programme in place as this will help them to make such promotional strategies effective and efficient. Also, they should take advantage of festival period or events by developing effective sales promotional tools that can influence consumers‟ awareness about the product in the events
CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION

In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY

According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description.

The main focus of this study is to examine the effect of sales promotion as a tool for achieving customers brand loyalty in the table water industry in Owerri Imo state as case study. Therefore, staff of  table water industry in Owerri Imo state forms the population of the study.

3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size.
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of   table water industry in Owerri Imo state the researcher conveniently selected thirty-seven (37) staff  as the sample size for this study. 

According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section inquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analyzed using the frequency, tables and simple percentage which provided answers to the research questions. Hypothesis was tested using ANOVA statistical package for social science (SPSS v.2.3)
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

4.0 INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of  thirty-seven (37) questionnaires were administered to respondents of which all were returned and validated.  For this study a total of 37 was validated for the analysis.

4.1
DATA PRESENTATION

Table 4.1: Instrument Administration

	Questionnaire 
	Quantity
	Percentage

	Qty Issued
	37
	100%

	Qty retrieved 
	37
	100%

	Qty Validated
	37
	100%


Source: Field Survey, 2022
Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	21
	56.8+%

	Female
	16
	43.2%

	Age
	
	

	20-25
	10
	27%

	26-31
	08
	21.6%

	32-37
	12
	32.4%

	38+
	07
	19%

	Marital Status
	
	

	Single
	16
	43%

	Married
	20
	54%

	Separated/Widow
	01
	3%

	Education Level
	
	

	WAEC/NCE/OND
	10
	27%

	B.Sc/B.Ed
	23
	62.2%

	M.Sc/ P.hd
	04
	10.8%


Source: Field Survey, 2022
4.2 DESCRIPTIVE ANALYSIS

Question 1: How adequate are the sales promotional incentives used in the achievement of organizational objective?

Table 4.3:  Respondent on  the  the motivational packages used by your institution

	Options
	Frequency
	Percentage

	Very Adequate
	10
	27%

	Average Adequate
	23
	62.2%

	Not Adequate
	04
	10.8%

	Total 
	37
	100


Source: Field Survey, 2022
From the responses derived in the table above, 27% of the respondent said very Adequate, 33% of the respondent said average adequate, 6% of the respondent ticked not Adequate.
Question 2: What is the degree of effect of sales promotional timing in enhancing the business growth of an organization?

Table 4.4:  Respondent on the degree of effect of sales promotional timing in enhancing the business growth of an organization.

	Options
	Frequency
	Percentage

	High degree
	20
	54%

	Average
	10
	27%

	Low
	07
	19%

	Total 
	37
	100


Source: Field Survey, 2022
From the responses derived in the table above, 54% of the respondent said high degree, 23% of the respondent said average, 19% of the respondent ticked uncertain.

Question 3: Does the cost structure of sales promotion commensurate with organizational objectives of the table water industry?

Table 4.4:  Respondent on the the cost structure of sales promotion commensurate with organizational objectives of the table water industry.

	Options
	Frequency
	Percentage

	Yes
	23
	62.2%

	No
	09
	24.3%

	Undecided
	05
	13.5%

	Total 
	37
	100


Source: Field Survey, 2022
From the responses derived in the table above, 62.2% of the respondent said yes, 24.3% of the respondent said, 13.5% of the respondent ticked uncertain.

Question 4: Do moderating factors interfere in the relationship between sales promotion and organizational growth?

Table 4.5:  Respondent on the degree of effect of sales promotional timing in enhancing the business growth of an organization.

	Options
	Frequency
	Percentage

	High degree
	20
	54%

	Average
	10
	27%

	Low
	07
	19%

	Total 
	37
	100


Source: Field Survey, 2022
From the responses derived in the table above, 54% of the respondent said high degree, 23% of the respondent said average, 19% of the respondent ticked uncertain.

4.3 TEST OF HYPOTHESE
HYPOTHESIS ONE

Ho1: There is no significance relationship between sales promotion and marketing growth in medium scale business enterprise.

4.6:  Relationship between sales promotion and marketing growth in medium scale business enterprise
	Model 1
	R = 0.831
	R2 = 0.952
	Adj.R2 = 0.688
	Std. Error estimation

= 0.308
	Durbin- Watson =

1.688

	Regression Residual Total
	Sum of

Square
	Df
	Mean Square
	F
	Sig.

	
	6089.247

2744.948

8834.194
	1

35

37
	6089.247

18.547
	328.316
	.000b

	Constant

Marketing Growth
	Unstandardized

Coefficients
	Standardized

Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	-11.418

.896
	2.943

.017
	.830
	-3.999

18.120
	.000

.000


Source: Author’s Data Analysis, 2021

The table above shows that there is a significance relationship between sales promotion and marketing growth in medium scale business enterprise at (β = 0.896, R2 = 0.952, P = .000). The P value of 0.000 is less than significant level of 0.05. The result shows that There is no significance relationship between sales promotion and marketing growth in medium scale business enterprise. Therefore H01 is rejected.
HYPOTHESIS TWO

Ho2: Moderating variables do not interfere in the relationship between sales promotion and organization performance.

4.7: Moderating variables do not interfere in the relationship between sales promotion and organization performance
	Model 2
	R = .809a
	R2 = .917
	Adj.R2 = .652
	Std. Error estimation

= 3.873
	Durbin-Watson

= 1.790

	Regression Residual Total
	Sum of

Square
	Df
	Mean Square
	F
	Sig.

	
	4195.645

2219.689

6415.333
	1

35

37
	4195.645

14.998
	279.749
	.000b

	Constant

Organizational Growth 
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	-6.981

.768
	2.641

.014
	.809
	-2.644

16.726
	.009

.000


Source: Author’s Data Analysis, 2021

The table above shows that moderating variables do interfere in the relationship between sales promotion and organization performance. at (β = 0.768, R2 = 0.917, P = .000). Furthermore, result reveals that financial statement has 68.9% decisive important in analyzing reports. The P value of 0.000 is less than significant level of 0.05. The result shows that moderating variables do interfere in the relationship between sales promotion and organization performance. Therefore H02 is rejected.
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 SUMMARY

The study has its main concern with investing the effect of sales promotion as a tool for achieving customers brand loyalty in the table water industry in Imo State. Furthermore, it determines the  effect of sales promotional timing in enhancing the business growth of an organization, established whether the cost structure of sales promotion commensurate with organizational growth of the industry and ascertained if moderating factors (competition, technology, economic factors and government policy) interfere in the relationship between sales promotion and organizational growth in the table water industry.
Survey research design was the methodology employed for the study and with the aid of convenience sampling technique 37 participant who are staff of selected table water factory in Imo State were selected for study.  The research instrument was issued to the respondent of which all were retrieved and validated for the study. Both primary and secondary data were used in the study. To collect the data, a set of questionnaire was designed and administered to a sample of respondents. Data was analyzed using simple percentage, frequencies and tables. Hypotheses was tested using ANOVA statistical package for social science (SPSS v.23).

5.2 CONCLUSION

Now-a-days people are conscious to look for the best products and that‟s why their fluctuating mind may switch on to new brands with a simple stimulus. In this case an extra incentive can be added to a product by different promotional activities.For a company to surpass her competitors in a highly competitive market, it has to improve and prove some certain level of marketing competences to gain the attention and interest of the consumers. Consequently, effective sales promotion usually yields positive results: that impact on profit ratio; hence the product that gets to the final consumer must satisfy his or her want.

Findings of the study reveals that  There is a strong relationship between effective sales promotion and customers satisfaction in the table water industry and that goals of table water producers are related to their performance. More so,  moderating factors (competition, technology, economic factors and government policy) interfere in the relationship between sales promotion and organizational growth in the table water industry.

5.3 RECOMMENDATIONS

The study provides recommendations for the purpose of improving the personal selling on marketing communication mix strategies of table water companies. 

In line with the study objective, the researcher suggests that soft drink companies should consider integration of rebates strategies such as public visibility and public attention seeking since these strategies influence the level of sales performance. 

The study recommends that it is important for table water companies continue investing in trade discounts activities that help the customer to remain faithful to the company.

That organization should set up more and effective sales promotion department with experience staff with the view of developing more promotional strategies in line with the company’s objectives.

Sales promotions budget should always be adequate in organizations which would also give sales representatives and consumers alike performance to participate.

That there should be enhanced and computerized distribution system, this strategy create performance and proficiency on field managers and supervisors monitoring sales on consumers and complaint.
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PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]
Female [  ]

Age 

20-25 [  ]
26-31 [  ]
32-37 [  ]
38 and above[  ]

Marital Status

Single  [  ]

Married [  ]

Widowed/ Separated [  ]

Qualification

WAEC/NCE/OND  [  ]
B.Sc/B.Ed  [  ]
M.Sc  [  ]
P.hd  [  ]
SECTION B

Question 1: How adequate are the sales promotional incentives used in the achievement of organizational objective?

	OPTIONS
	PLEASE TICK

	Very Adequate
	

	Average Adequate
	

	Not Adequate
	


Question 2: What is the degree of effect of sales promotional timing in enhancing the business growth of an organization?

	OPTIONS
	PLEASE TICK

	High degree
	

	Average
	

	Low
	


Question 3: Does the cost structure of sales promotion commensurate with organizational objectives of the table water industry?

	OPTIONS
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	


Question 4: Do moderating factors interfere in the relationship between sales promotion and organizational growth?

	OPTIONS
	PLEASE TICK

	High degree
	

	Average
	

	Low
	


