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ABSTRACT
The purpose of this project is to make a careful research on the study of “The impact of sales promotion on the sales volume in business organization, using Global com Nigeria, Plc as a case study. This project will explain on promotion and activities, symbol, and signs on the sales volumes in business organization. The reasons for how has promotion helped the product at organization.More also, the suggestion are made to ensure that promotion on the sales volume in business organization is very important. Finally, the study will explain how the impact of sales promotion is positively related to the sales volume in business organization.


CHAPTER ONE
 INTRODUCTION
1.1 BACKGROUND OF THE STUDY
[bookmark: _GoBack]Promotional strategies encompass a range of methods, including signage, symbols, mathematical expressions, and dynamic actions, all employed to effectively inform, persuade, communicate, remind, and raise awareness among potential consumers and the general public regarding a particular product or service. Promotion entails the strategic methods and channels through which a company's product or service is effectively communicated to consumers.Promotion entails the strategic efforts to generate awareness, persuade, influence, and remind both the current and potential customer base, as well as the general public, about the products and services offered. Sales volume refers to the quantity of products sold during a specified period of promotional activities. It represents the total number of goods or services that a company has sold or exchanged for monetary value within the duration of its product-related initiatives. The implementation of promotional strategies, such as promotion, enables a business organisation to efficiently and successfully engage with its intended target market. In order to enhance the effectiveness of our promotion strategy, it is recommended to incorporate the use of promotional tools. For example, sales promotion. A buyer lacking fundamental knowledge about product incentives can become informed about them through promotional activities. Promotion plays a significant role in influencing consumer perception and behaviour towards a product, ultimately yielding a positive impact. It enhances the scalability and market positioning of a business organisation. The primary objective of this study is to demonstrate the efficacy of implementing a sales promotion strategy in order to effectively enhance sales volume within organisations such as Globalcom Nigeria Plc.
1.2     STATEMENT OF PROBLEM
In recent years Globacom Nigeria plc, have invested much into sale promotion aiming at improving the sale volume of the company. Despite of heavy investment in the promotional activities, Globacom has not achieved its targeted sales volume, for instance the target sale of 2013 were fifty million and the actual sale was forty four, which indicated a deficiency in the actual sale. So this study aims at establishing the relationship between promotional activities and sale volume using Globacom Nigeria Plc as a case study.
1.3 OBJECTIVE OF THE STUDY
The aim of this study is to examine the impact of sales promotion on the sales volume of a business organization. Specifically it seeks 
1. To examine different sales promotion strategies used by business organization
2. To investigate  the impact of bonus packs on the sales volume. 
3. To investigate if there is any relationship between sales promotion and sale volume
4. To examine the extent at which sales promotion impacts sales volume
1.4  SIGNIFICANCE OF THE RESEARCH STUDY
This research work has much significance but some of them are:
1. This research work will improve and expand the knowledge and understanding of the researcher on issues surrounding or pertaining to advertising
2. It will provide relevant information for management of any organization in making decision related to advertising.
3. It will help in seeking solution to all problems that arise from poor advertising.
4. It will educate, especially advert personnel on how adverts are really impacting to company’s goods and services, sales revenues.
5. It will serve as reference material to any scholar/student who is willing to know or to add to his/her knowledge and insight of what the real impact of advertising is.
1.5 SCOPE OF THE STUDY
This study aims at examining the impact of sales promotion on the sales volume of a business organization. It will also examine different sales promotion strategies used by business organization. It also investigate  the impact of bonus packs on the sales volume.it investigated if there is any relationship between sales promotion and sale volume and finally it  examined the extent at which sales promotion impacts sales volume. However the study is delimited to Globacom Inc.
1.6 RESEARCH QUESTION
1. What are the different sales promotion strategies used by business organization?
2. What is the impact of bonus packs on the sales volume?
3. Do you think  there is any relationship between sales promotion and sale volume?
4. What is  the extent at which sales promotion impacts sales volume?
1.7 LIMITATION OF THE STUDY
In the course of this study, the researcher encountered few factors that posed to be a limitation. These include financial and time constrain
Financial constraint- Insufficient fund tends to impede the efficiency of the researcher in sourcing for the relevant materials, literature or information and in the process of data collection (internet, questionnaire and interview).
Time constraint- The researcher will simultaneously engage in this study with other academic work. This consequently will cut down on the time devoted for the research work.
1.8 DEFINITION OF TERMS
SALES PROMOTION: Sales promotion can be defined as a broad label that applies special kinds of sales accelerating activity not necessarily classed as advertising and direct selling.
BUSINESS: Business can simply be defined as the totality of all economic activities that are undertaken in the process of producing and distributing goods and services for the purpose of making profit.
ORGANIZATION: Robine (1987) said an organization is a consciously coordinated social entity with a relatively identifiable boundary, that functions on a relatively continuous basis to achieve a common goal or set of goals.
MARKETING: This is the task of creating, promoting, and delivery of goods and services to consumers and businesses.
PRODUCT:  Anything that can be offered to a market to satisfy a want or need.
PRICE/PRICING:  This is the amount of money for which goods or services is brought or sold, as selected by the company as final price from its range of prices.
COMMUNICATION:  this is the act of delivering and receiving messages from people. This includes newspaper, magazine, radio, Television e.t.c.
ADVERTISING:  A form of Communication intended to persuade its viewers, readers, or listeners to take some actions on a product or service.
STRATEGY:  These are plans designed to achieve a long term aim and objectives.
SALES TURNOVER:  This is the rate at which goods are sold.
CONSUMER:  Is a person who buys goods or services that is, the final person who uses a product.
SATISFACTION:  It is a feeling of fulfillment that is gotten from the use of a product.
COMPANY:  This is referred to as a firm. That is, commercial business.
SALES VOLUME: Sales Volume is used to measure the amount, usually incartoons/crates, etc, of the product being sold at a given point in time.






CHAPTER TWO
LITERATURE REVIEW
[bookmark: _Toc43312039]2.1 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.
Precisely, the chapter will be considered in two sub-headings:
· Conceptual Framework 
· Theoretical Framework 
· Empirical Review
2.1	CONCEPTUAL FRAMEWORK
Sales Promotion: 
The main aim of any business is to earn maximum profit and this is possible only through maximum sales. The maximum sales can be achieved by using various techniques of sales promotion. Sales promotion consists of a diverse collection of incentive tools, mostly short-term, designed to stimulate quicker and/or greater purchase of a particular product by consumers or the trade (Kotler,2003). Sales promotion is the direct inducement or incentive to the sales force, the distributor, or the consumer, with the primary objective of creating an immediate sale. Sales Promotion is unique in that it offers an extra incentive for action (Adrian Palmer, 2004).Sales promotion refers to those promotion activities other than advertising, publicity and personal selling that stimulate interest, trial or purchase by final customers or others in the channel (BagavathiPillai, 2007). The American Marketing Association (AMA) define sales promotion as those marketing activities other than personal selling, advertising, publicity that stimulate consumer purchasing and dealer effectiveness such as display, shows and exhibitions, demonstrations and various non-recurrent selling efforts not in the ordinary routine. Sales promotion represents those marketing efforts that are supplementary in nature, are conducted for A limited period of time, and seek to induce buying (Davis et al, 1992). 
Blythe (2006) viewed sales promotion as any activity intended to generate a temporary boost in sales. This includes several communications activities pursued in an attempt to provide added value or incentives to consumers, wholesalers, retailers, or other organizational customers to stimulate immediate sales. Such efforts are usually geared towards stimulating product interest, trial, or purchase. It is specifically designed to boost quick sales and ultimately create loyalty. 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. Sales promotions are comparatively easy to apply, and are likely to have abrupt and considerable effect on the volume of sales (Hanssens et al, 2001). 
Sales promotion represents those marketing efforts that are supplementary in nature, are conducted for A limited period of time, and seek to induce buying (Davis et al, 1992).
 Dimensions of Sales promotion: i. Bonus packs ii. Premium Bonus packs: 
i. To reward existing loyal customers 
ii. To off-load inventory at factory and distribution level (to attain push) 
iii. Bonus pack schemes (Buy one get one free/more for the same price) is used to load the consumers so that they would not buy competitive brand at least for short period. Factory bonus pack according to (Lee, 1963) is used to increase consumer trial of the brand. Although pro-motions tend to be preferred to regular offerings, consumersreact differently to price discounts than to bonus packs.Specifically, in general, people prefer a bonus pack to aprice discount (Diamond & Sanyal 1990). From Bonus packs people get something “free” at same price (Chan- dran & Morwitz 2006). 
iv. Premium (Free Gifts): i. To reward and retain existing loyal customers and to enhance brand image through interactions/associations. ii. To act as a constant reminder of the brand. iii. To encourage brand switching amongst deal prone consumers through innovative gifts. iv. To induce trial of new products of the company by leveraging on the existing brand and its equity. Premiums: are promotional items—toys, collectables, souvenirs and household products—that are link to a product, and often require box tops, tokens or proofs of purchase to acquire(Lamb, Hair & McDaniel 2008, pp. 540).
The consumer generally has to pay at least the shipping and handling costs to receive the premium. Premiums are sometimes refers to as prizes, although historically the word "prize" has been used to denote (as opposed to a premium) an item that is packaged with the product (or available from the retailer at the time of purchase) and requires no additional payment over the cost of the product(Kotler& Armstrong 2010,pp. 504). 
According Kotler and Armstrong (2002), consumer promotion is a category of sales promotion including free samples, winning contests, different price packs, and sweep stakes. Sales promotion is projected to increase the sales of final ultimate consumers of the product. Some kinds of sales promotion are based on some sort of benefit whereas some are very communicative in type. (Kotler et al. 1999).
While writing on major objectives of sales promotion,
Odunlami and Ogunsiji, (2011) succinctly capture objectives of sales promotion as:
i. To increase sales of product, especially at the time when normal sales are sluggishly to periodically (e.g. annually or semi-annually).
ii. Clear goals in a warehouse before new inventory taking and restocking;
iii. To introduce new product to afford the opportunity of being accepted into the market;
iv. To encourage the purchase of large size unit;
v. To generate trials among non-users;
vi. To persuade retailers to carry new items and higher level of inventory;
vi. To encourage off season buying; and building brand loyalty.
They added that companies use sales promotion to create a stronger and quicker response. Sales promotion can be used to dramatize products, offer and boost sagging sales.
Acknowledging the indispensable role of sales promotion in influencing sales in marketing of goods and services, Ozor (1999) declared that producers of goods and services are presently aware that promotion does not only inform and persuade, but can strive towards profit making through increased sales. In the same parlance, Kotler (2001) outline three distinctive characteristics of certain sales promotion tools as follows:
i. Communication: they gain attention and usually provide information that may lead the consumer to the product;
ii. Incentives: they incorporate some concession, inducement, or contribution that gives value to the consumer and 
iii. Engage in the transaction now.
Types of Sales of Promotion
Essentially, sales promotions are categorized into threedepending on the initiator and the target of the promotion. These include:
Consumer promotions
Consumer promotion are those efforts aimed at influencing the trial consumer (Bamiduro, 2001). They arepromotions offered by manufacturers directly to consumers (Blattberg and Neslin, 1990). Such promotions are designed to motivate consumers to immediate (or nearly immediate) action (Courtland and John, 1992). Consumer's promotion techniques can be used to draw people into a particular store, to induce new product or to promote established products. To accomplish this task, markets have developed quite a variety of sales promotion techniques or tools.
Retailer promotions
Retailer promotions are promotions offered by retailers to consumers. These include allowances and discounts, factory-sponsored in-store demonstration, trade shows, sales contests, cooperative advertising, etc.

Trade promotions
Trade promotions are promotions offered by manufacturers to retailers or other trade entities (Blattberg and Neslin, 1990). They are the aspect where the manufacturer is concerned not only with promoting the product to the consumers but also with whether the product is on the retailers’ shelves when the customers go to the store to buy (Osuala, 1998). Retailer promotion and consumer promotion are directed toward the consumers by retailers and manufacturers, respectively. The manufacturers direct trade promotion to the retailers.Sales promotion consists of a diverse collection of incentive tools, mostly short-term, designed to stimulate quicker and/or greater purchase of a particular product by consumers or the trade (Kotler 2003). Sales promotion is the direct inducement or incentive to the sales force, the distributor, or the consumer, with the primary objective of creating an immediate sale. Sales promotion is unique in that it offers an extra incentive for action (Adrian Palmer, 2004). Sales promotion refers to those promotion activities other than advertising, publicity and personal selling that stimulate interest, trial or purchase by final customers or others in the channel (Bagavathi Pillai, 2007). The American Marketing Association (AMA) defined sales promotion as those marketing activities other than personal selling, advertising, publicity that stimulate consumer purchasing and dealer effectiveness such as display, shows and exhibitions, demonstrations and various non-recurrent selling efforts not in the ordinary routine. Sales promotion represents those marketing efforts that are supplementary in nature, are conducted for a limited period of time, and seek to induce buying (Davis et al, 1994). Blattberg and Neslin (1990) defined sales promotion as an action-focused marketing event whose purpose is to have a direct impact on the behavior of the firm's customers. Ailawadi and Neslin (1998) posted that sales promotion is to induce the present customers to visit the store more often. And Blattberg and Neslin (1990) also agreed that sales promotion is to increase brand awareness, attract new customers, and increase sales to present customers. Oyedapo et al, (2012 ) posited that sales promotion is a direct inducement that offers an extra value or incentive for the product to the sales force, distributors or the ultimate consumer with the primary objective of creating an immediate sale. 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. Also, Blythe (2006) viewed sales promotion as any activity intended to generate a temporary boost in sales. Shimp (3003) said sales promotion refers to any incentive used by a manufacturer to buy a brand and to encourage the sales force to aggressively sell it. Totten and Block (1994) stated that the term sales promotion refers to many kinds of selling incentives and techniques intended to produce immediate or short-term sales effects. Sales promotion refers to those promotional activities other than advertising, publicity and personal selling that stimulate interest, trial or purchase by final customers or others in the channel (Bagavathi Pillai, 2007).
Sales Volume
Sales Volume is used to measure the amount, usually incartoons/crates, etc, of the product being sold at a given point in time. Thisis commonly used as well with products but it could be as used within a service company.
While some researchers believe that sales promotion dimensions have positive effect on sales volume (Ailawadi, 2001; Ailawadi & Neslin 1998; Oyedapo et al, 2012; Odunlami & Ogunsiji, 2011; Bamiduro, 2001). (Bamiduro, 2001) confirm that there is positive significant relationship between sales promotion dimensions and sales volume of the beverage industry.Moreover, (Wayne, 2002) found a link between sales promotion dimensions and producttrial which eventually lead to increase in sales volume. (Pauwels et al, 2002) also discovered that sales promotion dimensions have permanent effect on sales volume.
Promotion Strategy Use By Telecommunication Industry
The Promotional Mix 
The promotional mix is a marketing promotion framework utilized by telecommunication industry. These includes 
· Advertising 
· Direct Marketing 
· Interactive/Internet marketing 
· Sales Promotion Publicity/Public relations 
· Personal Selling
Advertising 
Advertising is one of the best known and most discussed form of promotional mix. Advertising is very important tools for companies whose products and services are targeted at mass consumer markets. Advertising is the most cost effective for the company to reach large audiences (Belch & Belch, 2009,pp.18-19). The residential broadband internet market is one of the largest consumer markets for ISP firms. According to (Jobber, 2007) Advertising is “any paid form of non-personal communication of ideas or products in the prime media, i.e. television, the press, outdoor, cinema and radio.” The nature and purposes of advertising differ from one industry to another and across the situation of the market. Advertising can be base on the consumers markets and also business and professional markets (Belch & Belch, 2009, p. 19). TV advertisement can influence consumer´s taste and perception is pervasive.TV advertisement can reach large audience in a cost effective manner. For example, according to Aaker & Myers, (1982) as cited in (Ramalingam, Palaniappan, Panchanatham & Palanivel, 2005,p.159) one million dollar is huge money for one product advertisement, but when advertisers are reaching over 250 million people, the cost is not so extreme. Through TV advertisement, advertiser can present their product with proof in front of consumer. According to Richard Vaughan, (1986) as cited in Ramalingam, Palaniappan, Panchanatham & Palanivel (2005) “Clients expect proof, and, for the most part, that proof must lead to or actually produce sales” National newspapers advertisements are effective tools to spread the product or service information quickly to a large audience (Altstiel & Grow, 2006, p.210). 
 Direct Marketing 
In recent years direct marketing one of the major components of the promotional mix. Direct marketing is used to target the consumers and influence them to get response quickly. Through using direct marketing techniques, marketers can gain and keep customer without the use an intermediary (Jobber, 2007,pp.592-593). According to Jobber (2007) direct marketing can be defined as “The distribution of products, information and promotional benefits to target consumers through interactive communication in a way that allows response to be measured.” Direct marketing is a valuable tool for service and product marketing where immediate response is required and in mass competitive market (Belch & Belch, 2009,p.458). Direct marketing covers a wide range of methods.These includes
· Tele marketing 
· Direct response advertising 
· Catalogue marketing 
· Mobile marketing
· Electronic media Inserts (leaflets in magazines) 
· Door-todoor leafleting
Direct mail information sent through postal service to recipient´s address for promote a product or service or to keep an ongoing relationships. Quality of the mailing list is one of the key factors for effectiveness of direct mail. Direct mail is also one of the cost effective way to communicate with present and potential consumers (Jobber, 2007). Direct marketing activities are one of the most valuable promotional tools for marketers. For example: In 2004 American companies spent more than USD 200 billon on direct marketing activities for B2B and B2C products/Services and, this generate sales around USD 2 trillion (Altstiel & Grow, 2006,p.229). Telemarketing becomes more effective if other direct response media can combined. For example, one experience shows, when telemarketing is combined with direct mail then usually minimum 10 percent response increase- often a lot (Arens, Schaefer & Weigold, 2009, p.445). Direct response advertising includes the prime media like; television, newspapers and magazines. Direct advertising is designed to obtain a direct response such as an order, enquiry or request for a visit (Jobber, 2007) Sale of products through catalogues distributed to agents and customers, usually by mail is called catalogue marketing. Catalogue marketing helps consumers to take decision after discussion with their family members in relax time and avoid crowed shops and streets (Jobber, 2007, p.617). In mobile advertising “Short messaging services” (SMS) is most effective buzz-phrase businessto-consumer markets. Many companies add text message numbers to capture the interest of the consumers through their marketing massages. Mobile advertising is using to enhance customer relationships and to carry out the direct marketing and promotional activities. This kind of text message is very successful for B2C marketing (Jobber, 2007, p.743).
Sales Promotion
 Sales promotion is one type of stimulus that provides an extra incentive to buy product or service. Sales promotion can be defined as “a direct inducement that offers an extra value or incentive for the product to the sales force, distributors, or the ultimate consumer with the primary objective of creating an immediate sale.” According to Laroche et al., (2003) sales promotion is an action-focused marketing event whose purpose is to have an impact on the behavior of the firm‟s customers.‟‟ Sales promotion is designed to speed up the selling process and create maximize sales volume through providing extra incentives (Belch & Belch, 2009, p.509). 
i. Event Marketing The purpose of event marketing is to create experiences for consumers and promote the product/service through linked to an event (Belch & Belch, 2009, p.522-539). 
Consumer-oriented advertising encourage consumers to purchase specific brand and create demand for it like pull strategy, but on the other hands trade-oriented sales advertising motivate wholesalers and retailers to push the customers to carry a product or service (Jobber, 2007,p.643). Sales promotion techniques are designed to produce outcome quickly as a result accelerates the selling process and brings maximizes sales (Altstiel & Grow, 2006, pp.323-324). e) Publicity/Public Relation 
Public relation is concerned with people´s attitudes toward the firm or specific issues and designed to sell a product or service and help marketing activities. Public relation activities include raising awareness, informing and educating, gaining understanding, building trust, giving consumers a reason to buy, and motivation consumer acceptance (Belch & Belch, 2009, p.561). According to Jobber (2007) public relations can be defined as “the management of communications and relationships to establish goodwill and mutual understanding between an organization and its public.” Public relations activities build a favorable company image with firm’s publications through publicity (Zeithaml, Bitner & Gremler, 2006, p.498). “Publicity represents one of the most visible elements of public relations and as such draws a lot of attention from both within and outside the profession” (Vercic, Vercic,& Laco, 2008,p.381). Publicity is a subset of the public relations. “Publicity refers to the generation of news about a person, product, or service that appears in broadcast or print media”. Publicity is so much more powerful than advertising or sales promotion because publicity is highly credible for its news value and the frequency of exposure of product or service (Belch & Belch, 2009, p.574).  
Personal Selling 
In personal selling, sales persons are directly involved with potential buyer and get feedback swiftly. In personal selling, company promotes their products directly to consumers through advertising and promotions or indirectly through resellers or salespeople. For example: Sales people of the insurance industry and real estate sales people (Belch & Belch, 2009, p.593). Personal selling can be classified in various ways like: retail selling, field selling, telemarketing and inside selling (Belch & Belch, 2009, pp.592-596). According to Zeithaml, Bitner & Gremler (2006) “personal selling is face to face presentation by a representative from the firm to make sales and build customer relationships.” Personal selling is very secure in selling to consumers and resellers. The face to face conversation facilitates instant feedback. In personal direct selling, representatives can present the product or service to the customer, they can convinces the customer through showing the service value, and last if successful, they close the sales. Personal contact is vital for technical consumer products like; computer, internet etc. In these cases, personal selling is high value- because it gets the sales close (Arens, Schaefer & Weigold, 2009, pp.444-448). 
Online Promotional Activities /Interactive / 
Internet Marketing One of the newest forms of direct marketing is internet marketing. The internet provides opportunity for both consumers and marketers to interact more and individualization. This is two way communication channels marketing where consumers can reply after receiving the message from marketers. Now the world is age of information. “Customers will define what information they need, what offerings they are interested in, and what prices they are willing to pay” (Kotler & Keller, 2006, p.612). In various way companies can promote their products and services through internet. According to Belch & Belch (2009) in many ways advertising on the internet can forms as interactive marketing. Advertising on the Internet 
i. Banners:The most familiar form of advertising on web is banner ads. Banner ads generally used for creating awareness, entering viewers into contests and sweepstakes.
ii. Sponsorships: Sponsorship are divided in regular sponsorships where a company pays to sponsor a section of a site and another is the content sponsorship, in which sponsor not only provides money in return for name association but participates in providing the content itself. 
iii. Pop-Ups/Pop-Under This ad is almost similar to banner ads but here user will see some ads when he/she access some sites. Pop-Under are ads appear underneath the web page and visible when user leaves the sites. 
iv. Interstitial ads: Interstitials are ads that appear on screen while user waiting for site´s content to download. v. Push Technologies Marketers use web casting or push technologies for dispatch web pages and news updates and video geared to specific audiences or individuals.
v. Link: Links appears when users search specific links then automatically provide users additional links or related topics. 
vi. Paid Search Marketers paid for each consumer’s clicks on their ads or links from a search engine page. 
vii. Behavioral Targeting Marketers use behavioral targeting advertising for target consumers through their web site surfing behaviors. 
viii. Contextual Ads Advertisers who target their ads based on the content of the web page are using. 
ix. Rich Media A broad range of interactive digital that exhibit dynamic motion, taking advantage of enhanced sensory features such as video, audio and animation. Online commercials, video on demand and webisodes are the main types of rich media. The increased penetration of broadband into households has increased the attention given to streaming video.
2.2 THEORITICAL FRAMEWORK
Sales Promotion Theory 
This is the study of increasing short-term sales revenue. This study can be conducted readily and effectively as the results can be measured quickly and, because of the narrow focus of the promotion, other factors can be tightly controlled for. Sales promotions are a source of some debate, as some argue that increasing short-term sales does not lead to long-term profitability. Others argue that the benefits of creating more income for the company in the short term allows that company to more rapidly grow to gain a larger market share. While promotions come in many different forms, most fall into three categories: Push, Pull, and Combination
Push Theory
Using the Push Theory, you can increase sales by creating incentives to wholesalers or retailers to sell more of your product. In this method you would offer discounts to wholesalers or retailers who buy your product in bulk. This leaves them with more of your merchandise on hand and drives them to sell more of your product. Giving them the discount “pushes” them to buy more of your product at a lower price to increase the amount of money they make. In turn they must “push” your products to customers because they will make a better return on them than on similar products supplied to them by your competitors.
Pull Theory
The Pull Theory is about trying to market directly to customers to increase their demand for your product. Advertising and tie-ins with other products or services is the key to this strategy. The theory goes that if you increase the demand for your product by consumers, they will in turn demand the product from retailers, retailers will demand more of your product from wholesalers and wholesalers will demand more products from you. This is a way to increase your sales without decreasing the sale value of your merchandise. Most of the costs are in advertising, so using a tie-in with a related product or service can disperse this cost across both companies.
Combination Theory
This theory requires both of the above theories working together. The "push" is used to get more products into the hands of retailers and wholesalers while advertising and product tie-ins with other products are used as a "pull" to get more people buy the product. Grocery stores often use this tactic. They fill stores with products they have a high profit margin on (the push) and run commercials that advertise the store ("A great place to shop" or "Your hometown grocery") rather than a specific product (the pull).
The car industry provides an excellent example of combination sales promotion theory. Manufacturers advertise and tie-in with television shows to market directly to customers (pull) and offer deals to dealerships to move more products (push). This leads to "dealer overstocks" and special "factory deals" while the commercials generate more interest in the car brand.
2.3 EMPIRICAL STUDIES ON THE RELATIONSHIP BETWEEN SALES PROMOTION DIMENSIONS AND SALE VOLUME
 Previous studies on the effect of sales promotion dimensions on sale volume are inconclusive. Most researchers agreed that sales promotion dimensions have no significant effect on sales volume (Davis et al. 1992; Dekimpe, Hanssens and Silva-Risso 1999; Pauwels et al. 2002; Gilbert and Jackaria, 2002; Srinivasan et al. 2000). While some research believed that sales promotion dimensions have positive effect on sales volume (Ailawadi, 2001; Ailawadi and Neslin 1998; Oyedapo et al, 2012; Odunlami and Ogunsiji, 2011; Bamiduro, 2001). The findings of Bamiduro (2001) confirmed that there is positive significant relationship between sales promotion dimensions and sales volume of the beverage industry. Oyedapo et al, (2012) conducted a research on the impact of sales promotion on organization effectiveness in Nigerian manufacturing industry and their findings revealed that the adoption of sales promotion dimensions significantly influence the effectiveness of beverage drink industry. According to Ailawadi (2001), sales promotions have a positive long-term effect on sales because promotions persuade consumers to change brands and to buy in larger quantity. Odunlami and Ogunsiji (20011) who researched on the effect of sales promotion as a tool on organizational performance. They concluded that the effective implementation of sales promotion dimensions lead to increase in sales volume. Moreover, Wayne (2002) found a link between sales promotion dimensions and product trial which eventually lead to increase in sales volume. Pauwels et al (2002) also discovered that sales promotion dimensions have permanent effect on sales volume. However, long-term effects are under an academic debate and different research shows opposing results. Some of the research shows that after a promotional purchase probability for a repeat purchase is lower than after a non-promotional purchase. Totten and Block (1994) found that sales promotion dimensions have no long term effect on sales volume. Dekimpe, et al (1999) and Srinivasan et al. (2000) their findings proved that sales promotion dimensions do not change the structure of sales volume over the long run. Sales promotion dimensions are considered to be an external stimulus and after when it is gone consumers are less likely to re-purchase (Dodson et al. 1978).
2.4 SUMMARY OF LITERATURE
t has been established in literature that only consumers with repeat purchases are profitable (Nagar, 2009). It is not every repeat purchase that is connected to consumer’s commitment of a brand. However,
consumer’s commitment is important for a repeat purchase. Therefore, business operators need to develop
marketing program that will not only reinforce customer’s commitment but also encourage repeat purchases. A part of the functions of sales promotion is not only to reinforce commitment of consumers but to encourage repeat purchase. 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., 2000) 
Thus, sales promotion becomes an integral part of the marketing strategy for reaching the target market and it is the responsibility of marketing managers to combine elements of promotional strategies, which is promotional mix into coordinated plans. Sales promotion efforts are directed at final consumers and
designed to motivate, persuade, and remind them of the goods and receives that are offered. Sales promotion which is a major force in marketing is widely use by Network companies such as globacom. The importance of the excessive promotion in a competitive market environment has generated a lot of interest in marketers and firms to develop numerous and comprehensive promotional approaches


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	AREA OF STUDY
Globacom Limited, commonly known as glo, is a Nigerian multinational telecommunications company founded on 29 August 2003 by Mike Adenuga. As of June 2018, the company employs more than 3,500 people worldwide.GLO has over 45 million subscribers (December 2018), making it the second largest network operator in Nigeria.In 2011, GLO became the first telecommunication company to build an $800 million high-capacity fibre-optic cable known as Glo-1, a submarine cable from the United Kingdom to Nigeria. It is the first successful submarine cable from the United Kingdom to Nigeria.Globacom has the following strategic business units: Glo mobile, Glo Broad Access, Glo Gateway and Glo-1.
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.
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. 
This study examines the impact of sales promotion on sales volume of an organization using globacom Inc as a case study. The staffs of Globacom Inc form the population of this study. 
Statistics derived from the website of Globacom Inc shows that the population is 3,500.
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 simple random sampling (srs.) method to determine the sample size. 
3.5	SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE
The Taro Yamane (1967:886) provides a simplified formula to calculate sample sizes.
Assumption
95% confidence level 
 P = .5
[image: ]
n= 3500/1+3500 (0.05)2
n= 3500/1+3500 (0.0025)
n= 3500/1+8.75
n=358
Therefore, for this study, the sample size is 358
3.6	SOURCES OF DATA COLLECTION
The research instrument used in this study is the questionnaire. A 10 minutes survey containing 19 questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired 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.
3.7	METHOD OF DATA ANALYSIS
The responses were analysed using the frequency tables, which provided answers to the research questions. 
3.8	VALIDITY AND RELIABILITY OF THE STUDY
The reliability and validity 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.
3.9 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 and analyze data collated from the field survey. 358 questionnaires was issued to the respondent who are staff of Globacom Inc, however only 205 questionnaire was retrieved and validated for the study. This is as result of staffs not willing to respond to all the questions and most of them could not fill and return the questionnaires as at the time the field study was carried out.
4.1	DATA PRESENTATION
Table 4.1: Demographic data of respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	140
	68.3%

	Female
	65
	31.7%

	Religion
	
	

	Christian
	130
	63.4%

	Muslim
	75
	36.6%

	Age
	
	

	22-32
	100
	49%

	33-42
	80
	39%

	43+
	25
	12%


Source: Field Survey, 2021
From the demographic information above,  68.3% of the respondents are male, 32.7% of the respondent are female. 63.4% of the respondent are Christian.36.6% of the respondent are Muslim.49% of the respondent are aged 22-32years. 39% of the respondent are aged 33-42years. 12% of the respondent are aged 43years and above
4.2	ANSWERING RESEARCH QUESTIONS
QUESTION 1: What are the different sales promotion strategies used by business organization?
Table 4.2: Respondent on question 1
	Options
	YES
	NO
	TOTAL %

	Social Media advertisement and Promotion. 
	205
(100%)
	00
	205
(100%)

	Scratch and win coupons
	205
(100%)
	00
	205
(100%)

	Product Giveaways and Samples
	205
(100%)
	00
	205
(100%)

	Special Sales and price off
	205
(100%)
	00
	205
(100%)

	Branded Promotional Gifts
	205
(100%)
	00
	205
(100%)


Field Survey, 2021
From the responses obtained as expressed in the table above, All the respondents constituting 100% said yes. There was no record of no.

QUESTION 2: What is the impact of bonus packs on the sales volume?
Table 4.3: Respondent on question 2
	Options
	YES

	NO
	TOTAL %	

	Sales promotion tools such as  coupon  stimulates customers to patronize  product
	205
(100%)
	00
	205
(100%)

	free samples and premiums are sales promotion techniques that persuade the
Customers to buy and use more of the product.
	205
(100%)
	00
	205
(100%)

	Price reduction motivates patronage; Increases Higher Sales and Greater Market Shares
	205
(100%)
	00
	205
(100%)


Field Survey, 2021
From the responses obtained as expressed in the table above, All the respondents constituting 100% said yes. There was no record of no.
QUESTION 3: Do you think  there is any relationship between sales promotion and sale volume?
Table 4.4: answer to question 3
	Options
	Frequency
	Percentage

	Yes
	200
	97.5

	No
	00
	00

	Undecided
	05
	2.5

	Total
	205
	100


Field Survey 2021
From the responses obtained as expressed in the table above, 97.5% of the respondent said Yes. 2.5% of the respondent were Uncertain. There was no record of No.
QUESTION 4: What is  the extent at which sales promotion impacts sales volume?
Table 4.5: answer to question 4
	Options
	Frequency
	Percentage

	Very High Extent 
	33
	16

	High Extent
	167
	81

	Low Extent 
	05
	3

	Uncertain 
	00
	00

	Total
	205
	100


Field Survey 2021
From the responses derived in the table above, 16% of the respondent said Very High Extent. 81% of the respondent said High Extent. 3% of the said Low Extent. There was no record for Uncertain.


CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:
5.1 Introduction
This chapter summarizes the findings into the “study examines sales promotion and its effects on organizational effectiveness in Nigerian manufacturing industry. The chapter consists of summary of the study, conclusions, recommendations and suggestions for further studies. 
5.2 Summary of the Study
[bookmark: _Hlk62391420]This study aimed at examining the impact of sales promotion on the sales volume of a business organization using Globacom Inc as a case Study.it  also examined different sales promotion strategies used by business organization. It also investigated  the impact of bonus packs on the sales volume.it investigated if there is any relationship between sales promotion and sale volume and finally it  examined the extent at which sales promotion impacts sales volume. However, the study made use of survey design and random sampling  technique in selecting the respondents comprising management and staff of Globacom Inc.
In all 205 respondents were used as the sample size. Self-constructed and validated questionnaire was used for data collection. The collected and validated questionnaires were analyzed with frequency tables and percentage.

5.3 Conclusions
Based on the finding of this study, the following conclusions were made:
1. That there’s been an increase in the usage of sales promotion by telecommunication companies.
2. That Sales promotion is normally used to boost sales thereby increasing the profit.
3. That companies effectiveness can be enhanced when the right promotional strategies are  applied
4. That the most significant sales promotion strategy that contributed to higher performance in the company are product giveaway, special sales, price off and branded promotional gift.
5. That sales promotional strategy enables telecommunication companies to gain greater market shares and higher sales.
6. That there is a significant relationship between sales promotion and sales volume
5.4 Recommendations
Based on the responses obtained, the researcher proffers recommends that:
1. Globacom Inc and other telecommunication companies should engage always in more promotional mix strategies.
2. That sales promotion should be made creative to customers especially during social adverts which will in turn would enhance and boost sales revenue. 
3. 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.
4.  Sales promotions budget should always be adequate in organizations which would also give sales representatives and consumers alike performance to participate.
5. 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.
5.5 Suggestions for further studies
The main focus of this study was the impact of sales promotion on sales volume using Globacom Inc.  Lagos State as case study . The researcher therefore suggests for further research be conducted to explore this in different beverage companies and other telecommunication companies  in Nigeria.
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QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE (s) ON A QUESTION
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]	Female [  ]
Age 
22-32	[  ]
33-42	[  ]
43 and above[  ]
Religion
Christanity [  ]
Muslim [   ]
Section B
QUESTION 1: What are the different sales promotion strategies used by business organization?
	Options
	YES
	NO
	Uncertain 

	Social Media advertisement and Promotion. 
	
	
	

	Scratch and win coupons
	
	
	

	Product Giveaways and Samples
	
	
	

	Special Sales and price off
	
	
	

	Branded Promotional Gifts
	
	
	



QUESTION 2: What is the impact of bonus packs on the sales volume?
	Options
	YES

	NO
	Uncertain 	

	Sales promotion tools such as  coupon  stimulates customers to patronize  product
	
	
	

	free samples and premiums are sales promotion techniques that persuade the
Customers to buy and use more of the product.
	
	
	

	Price reduction motivates patronage; Increases Higher Sales and Greater Market Shares
	
	
	



QUESTION 3: Do you think  there is any relationship between sales promotion and sale volume?
	Options
	PLEASE TICK

	Yes
	

	No
	

	Undecided
	



QUESTION 4: What is  the extent at which sales promotion impacts sales volume?
	Options
	PLEASE TICK

	Very High Extent 
	

	High Extent
	

	Low Extent 
	

	Uncertain 
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