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ABSTRACT

Promotion is one of the marketing tools e
response and increase company
Biggs Foods use sales promoti

mployed by organizations to influence consumers’
sales and profitability. Service oriented companies like Mr.

on as a strategy for attracting and retaining consumers’
profitability. Thus, this study seek to determine whether sales promotion influences customers

response. increased sales and profit of Mr. Biggs Foods located in Taiwo Road, Tanke Junction
and Muritala Road in llorin, Metropolis. Three hundred and fifty questionnaires were
adminisiered to customers but only two hundred and eighty were returned by the respondents to
the researcher. The data collected were analyzed using simple percentage and Z- Test statistical
Techniques. The results revealed that sales promotion strategy of the company influence
consumers response and increase company sales and profitability. . Based on the findings, it was
recommended that sales promotion strategy of Mr. Biggs should be improved to increase
customer 's patronage and boost organizations sales and profit.

Key Words: Marketing, Profitability, Sales Promotion, Foods

1.0 INTRODUCTION

1 P PO Ap—— very important whe-n it comes to the pm{.iuclion of any pz&ciuct or
services. There are many manufacturers of different pl:OdUClS targeting cmpmemhln same
market and only the manufacturers with the most appealing ma:keungfst!sm_iegl\‘:irfu‘lez::f.;ﬂf:e's
£y on top of competition. In order to cover cost and ma'ke SOII'I!(:HP i 21(;113 kel the mn ;]“Y
like Nigeria. company have to embark on sales promotion. Wi fa'lll]l]: (roduz:el:rm::lzh ¥ sit P;:
promotion has been one of the most heawI-y uscc! w;apon 0 p

considered as the most effective ways of boosting their sales.
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e in sales volume due to increase i,
i i iti thaps decline in s i
Recently, increase in competition and Pc,qdﬂrers who are producers of products to cfremmc;

varieties in Nigeria have forced manuf R i
ion i i i services

adopt sales promotion in marketing their products an .
embark on full time sales promoyy, :

iy ; to
In fact, it is observed that many companies now have ; 4
their lilarketing policy. Market{ng policies involve marketing efforts that stimulate or pery,

romotion
the consumers to buy a given pl‘OdUCI._ So, the process of sales p as one of the
promotional mix is very fundamental and important.

In recent times, studies have shown that many companies especially service oriented compapjeg
are involved in all form of aggressive sales promotion as their SUIVI}'E{I _depends largely on j
(Belch & Belch, 2004). Promotion is the coordination of all sellers initiated efforts 10 set yp
channel of information and persuasion in order to sell goods and services or promote an idea,

The questions that really comes to mind are:

i What are the factors responsible for market-alliance among sellers in sales promotion?
How realistic is the sales promotion as a whole?

ii. Does the success of the sales promotion programme really justify the company’s effort
in terms of profits, time and labout?

iii. What are the consumers’ level of awareness and response to sales campaigns by Mr.
Biggs?

1.1 Objectives of the Study

The main objective of the study is to detenmine customer’s response and company profitability in
a service oriented company, while the specific objectives include:

i To investigate the factors responsible for market alliance among sellers in sales
promotion and how realistic is the sales promotion as a whole.,

ii. To examine the consumers level of awareness and response to sales campaigns by Mr
Biggs. U

iii. To assess the success of the sales

promotion progra iusti effors
in terms of profits, time and labour? VRIS AR Justily: ie patipony

1.2 Research Hypotheses

The hypothesis used in this research was tested based on the data drawn from ¥

research question. Based on that, the research hypothesis is formulated
Hoi:  Sales promotion has no significant effect on cust

omer’s response of Mr. Biggs
Hoz:  Sales Promotion has ng signifi i

cant effect on
2.0 THE CONCEPT OF SALES PROMOT]ON

Promotion is one of the key factors in the
Azl marketing m;i ; s
s used to g mix and has a arket SUCc=”
Pron‘!otlon i ‘ensu:e.that consumers are aware of th key role inm ¥
offering. The promotional mix is the comp, ¢ products that the organ!

communicate the promotional massage 1, llhle’a‘;fm Of the different channels that can be U
onsumers name|y- i . rk

; advertising, direct ma

Y g 1998)

public relations and publicity, persong| sellin
8, Sponsorship ang gg] i
€s promotion (ROMCY-
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One °f. the most important of chan.nels is sales promotion. Sales promotion is action- focused
marketing events whose purpose is to have a direct impact on the behavior of the firm's

There are three major types of sales i i
SUMErS. ; pPromotion; consumer i
Dﬂ B ol Il WIOHGEEA promotion, retailer

Consumer promotions are promotions offered by manufacturers directly to consumers (Blattberg

and Neslin, 19901_ Thrm'.lghout the world, sales promotion offered to consumers are an integral
part of the marketing mix for many consumer products (Huff and Alden, 1998; Chandon et al,
2000) studies that stnve to understand the impact of sales promotion on consumers are very
important. Thus, sales promotion tools are amply employed by retailers and manufacturer to

achieve their commercial objectives in terms of sales volume, market share, category
penetration, and so forth.

Brassignton and Pefit (2000) provide a revised definitions for sales promotion as “a range of
marketing techniques designed within a strategic marketing frame work to add extra value to a
product or scrice over and above the “normal” offering in order to achieve specific sales and
marketing objectiv 2s: This extra value maybe a short-term tactical nature or it may be part of a
longer term franchise building program. William (2010) points that sales promotion has been one
of the most heavily used weapon of the producer that is counted amongst of their most effective
ways of boosting their sales. According to Low and Mohr (2000), manufacturers continue to
spend a large amount from their communication budget on sales promotion. They allocate
around 75 percent of their marketing communication budget to szles promotion (Hellman, 2005).
In order to develop a successful sales promotion strategy a clear definition of the targeted market
must be included. It is important to note that the character of sales promotion has been changing
slightly overtime, with the arising of relationship marketing. Sales promotion, like other
traditional forms of marketing activities has been mass offer (Mitchell, 2000).

Our major concern is solely on an indigenous company Mr. Biggs Foods in_whlch sales
promotion is more widely adopted in order to create substantial awareness and varying .degrcc of
response on the consumer. Mr. Biggs Foods has engaged in tradf: off, in which exercise books
Were given to the consumers along with product bought. Mr. Biggs Foods has carried out the
introduction of trade offers (e.g. souvenir) type of sales promotion (0 wholesalers anq relmlc_rs, to
encourage them to take on more than their usual stock level, and created awareness in the life of
consumers, as well as increase sales volume of their products.

21 Objectives of Sales Promotion

According to John (1994), the various objectives derived from sales promotion are:

L Stimulation of impulse purchasing: one of the objectives of sales promotional tools is to

induce the consumer to buy a particular product. . e
Altracting customer to the firm: this process of sales promotion makes it easy to attract

the customer to the point of purchase and the p rc'xiuct neechy. to penetrate through
Penetrating into new market: if a new market 1S i R

sales promotion.
Increasing the rate of purchasin
more product.

g sales promotion encourage customer o demand for
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Others include

a To identify and attract customers ; beand: and
b.  To increase the total numbers of users for a cm:zlr:f::td
c. To educate customers regarding product Impro .

21.1 Benefits of Sales Promotion '
According to Farris (1989), sales promotion provides benefits that are important to manufactp,

as well as consumers. They are: .

i Sales promotions can provide consumers with an amay of h_ednmc bcne{ils and fewe
utilitarian benefits than beyond monetary saving. Hedonic benefits include valy
expressions entertainment. and exploration along Wll_h simple _monetary  savings,
utilitarian benefits also includes product quality and shopping convenience

i Non- monetary promotions provides more hedonic benefits and fewer utilitarian benefis,
except quality, contribute to the overall evaluation of monetary promotions. However,
each types of promotion is preliminary evaluated based on the dominant benefits it
provides.

iil. For high-quality brands, sales promotions are more effective when they provide benefis
that are congruent with these provided by the product being promoted.

Specifically. monetary promotions are more effective for utilitarian products than for hedonx

products. Conversely, non-monetary promotions are relatively more effective for hedonic than
for utilitarian products.

2.1.2 Concept of Customer Response

The consumer is faced with infinite number of choices in his buying behavior. He makes 2
decision whether to spend his money or save it. If he chooses to spend it he has a wide range of
product choices available to him. The consumer bestows his favor on those who give him what
he wants in products, prices. promotion. and convenience, The penalty to disobey his mandates i
almost certain failure. Obviously, the consumer seldom directly commands a manufacturer 10
make a certain item. A more accurate view is to consider him a judge who passes sentence on the
life or death of a product. In any event, it is he whom to the manufacturer n??m look for guidance
in detcrmining whiat will be masde and how 1 will be distributed, The all eomerful position of the
comsuner (8,00 . ogtionl beramize the sid of Wl marketinng sciiviiies unst be fo ot the desk®
of the people. Any other goal would be illogical, and society would not | OISa'ls.}f[ Since the
desires of the consumer are all- impontant in determininge : no.t ong tolerate it. S1 o
g iy . g marketing efforts, it becomes axioma!
that if marketing manager desires to be successful he must ¢ h ci lthough thi
undertaken may seem easy to accomplish, actually, it is diffiey] fgprc end them. A odocs .
always make his desires readily known. A tremendous o1 L because the consumer does o
to determine just exactly what the consumer wa ount of research and insight is requir

2.1.3 Concept of Profitability

nts.

ional expenditures on profits. M3

! e €Xpense to be mini

promotional program, when it 1s effective, shoulq muft{;’ﬁﬁ: - H“‘-"evt?r, a wc_ll forﬂ:]‘“

should thus not look on promotional expenditures an( other expmgrosff nmhrcgm lhﬂ:};::‘ -~
S5 In the same light.
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4.0  ANALYSIS

. . s . 1] : o
This section analyses the sex distribution, ag¢
qualification of the respondents.

distribution, marital status, and "dmalimﬂ

4.1  Bio Data of Respondents
Table 1: Sex Distribution

- Attribute ~ Frequency __Pg_rc_e_;;;agle (%)
S — N N
Female C 120 ] ___T-E};G_____
Total ) T 280 -

Source: Research Administered Questionnaire, 2007

The above table shows that out of 280 consumers, 160 (57.1%) were males ar}d 120 (42.9%)
were females. This indicates that male dominates the number of respondents. This may enhanee
continual patronage of customers to selected Mr. Biggs Foods.

Table 2: Age Distribution

Attribute ___ Frequency Percentage (%)
Under 20 2 7.1
2130 ] 0 14.3

3140 100 35.7

41-50 80 28.6

51 and above 40 14.3

Total 280 100

Source: Research Administered Questionnaire. 2007

Table 2 shows that 40 (14.3%) were within the age of 21-30 vears, for customers 100 (35.7%)
were within the ages of 31-40 years, 80 (28.6%) were 41-30years, 20 (7.1%) were between
20years while 40(14.3%) are Slyears and above. The above analysis indicates that majority of
the respondents were matured which implies that their decision can be considered valid ad

reliable.

Table 3: Marital Status Distribution
Attribute _ Frequenc
Single —HJ}B——J{] ___*____Ps;rs;ﬂtaaﬂ)__
Widow I .,?2
Married 120 R s
Divorce _______-5[_}—_'—_“ “‘*“———i—————_
Total ' I T 1(;4

Source: Research Administered Questio 3

bove table revealed 1l reirs, 2007
The above table revealed that out of 280 Customers, § : 04) Wer
widowed while 20(7.14%) were divorce. For the Clls;omogss-ﬁ%) was single, 60 (211'4;1:3{'6 p
highest number of 120(42.9%). Hence, mo » married respondents also "

: by st of s .
enable the information gathered considered reliabtil: customers were matured and married »
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Table 4: Educational Qualification Distribution

%cduc ation "ﬁliTq\P"ml:‘-ﬂﬂﬁ)‘
“primary education 40 _———-__T«%_""——"
Secondary education SO\W
Hizher education 120 \TQ_\-J,
[Total _ 280 T e

Source: Research Administered Questionnaire, 2007 '

[he sbove revealed that out of 280 customers 40(14.3%
éﬁ:ﬂ education. 80(28'6:%). Were secondary school leavers while 120(42.9%) B AJHN)D“;:
wccraduate. This is an indication that majority of the respondents (cu.slomer-s) were well
i gathered valid and reliable.

Table 5: Occupational Distribution

) no formal education, 40(14.3%

s

.iweated and which enable the information

Attribute Frequency __Percentage |
Cwvil servant 100 [ 35 |
Students 80 [ 28.6 i
House wife 60 | 21.4 |
Self employed 40 | 14.3 |
Total 280 | 100 |

Source: Research Administered Questionnaire, 2007
The zbove shows that out of 280 respondents, 100(35%) were civil servants. 80(28.6%) were

45

sudents. 60(21.4%) were house wife while 40(14.3%) were self employed. This implies that
mzjonity of respondents (customers) were civil servants which assisted in information gathering
11 TEST OF HYPOTHESIS

HYPOTHESIS I

Table 6: Respondents view \about Sales Promotion Campaign of Mr Biggs
_Products as a Whole

Attribute | Frequency i Percentage
_Allractive | 92 ! 32,9
Rewarding 80 1 22.6
_Commendable 60 ; f;:

_Need for improvement 48 I lliD i

Total 280
e e

Source: Research Administered Questionnaire, 2007

Tah]e 7. T T

il ’ - P, 'x
Resvenser X F FX XX O [ aiil
Renles 360 £ 20 - 398
Altractive 5 | 9 . 320 023 005 | 40
Rewarding 4 1 B0 T ol | 059 | 354
Commendable § L 60 i 177 3.13 150.2
M@L@E’venwm 2 | 4 0 2.1 167 $
Uncertain ] : yor 329.4

0 o

N - 2007

5 i ire
Source; Research Administered Questionnaire,
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e

5o fx _1056 |
T F T 280
=377
- Vilx=x)F V3294
Y S 7T
= 1.084

SD = V3294 = 18.1193

_ 18.14393
T 280
=0.06

Population mean = (N) = X=1.966/VN
=3.77 +1.966(0.1084)
=371 £2.12
=3.77+2.12=5.89

Or =377-2.12=1.65
X-Y

= Standard Error Mean
3.77 — 5.89

SE

= -__0(-16_— = =35.33

Or

_3.77 - 1.65 — +3533

006 ;
The above an

alysis shows that the results obtained falls
indicates that the calculated value of 7 (35) is higher

Therefore the null hypothesis (Ho) is hereby rejected

outside the acceptable region, Which
tlllan the tabulated value of Z (1‘31?5.
: £ : while the ative which says s
promotion strategy has stgmﬁc::ml effect on customers® reg ﬂllcrl;’llwc gl}l,clh is)hcrt‘bf
accepted. The implication of this is that ponse of Mr., Biggs

¢ _ there is significs alati : won the sales
promotion campaign by Mr. BlggS and the Customers® I‘ESDOE‘;::“ l‘dﬂllonShlp s

1 T . e
rlsil not disregard he position of the consumers “‘hj
Mprovement iy the promotion campaign. The

nts. It ﬁlcrefm‘c Biggs
campaj gn beir lat managemen 5

18 embarke ; n satisly
ustomers, 8 embarked upon in order to

However, the management of M, Biggs m
are of the opinion that there is need fo

customers represent 17.1% of the responde
should improve on the current Promotional

yearning and aspiration of the remaining ¢
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qyPOTHESIS TWO
Table 8: Respondents view on Company Sales and Profitabjji
Responses F _-""‘u)-f——-_
Undecided 50 -'__""2‘!-‘-‘-———-—-_
e 3 —
ELro_ngl}’ Dinares 70 14.3 |
Total ‘__‘—_ﬁﬁ_-__“‘“'“_“_l‘.%aj—-—‘
Source: researchers Administered Questionnaire (2007)
Table 9:
Responses X F
Stror zly Agree 3 90 E;f) f:; (2);4)( L T}:s’ql
Agee 2 60 240 043 To. ’
g;ja;ied I I T T Ton i
‘ 40 80 -l
srmnlg,ly Disagree 1 40 80 -2 :; zzg g::
Tota 280 | 1000 ' '
7o fx 1.000 e
S~ 280
=3.57
. Jf(x = x)? _ V8728
f 280
= 1.430
SD = V5728 = 28,9332
23.93:
SE = 3.9332
280
=0.09

Population mean = (N) = X = 1.966/VN
=357 +1.966(0.1430)
=357 +2.81

=3.57+2.81 =638
Or =3.57-2.81=0.76

9 i ________X -Y
_ Standard Error Mean
357 - 6,38
= -31.22
0.09
Or
<357 -0.76
h“-"‘"‘—-—:_._ —
0.09 = 431.22
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In the statistical test carried out and as shown in the table (?} above, the cnlculalc'd 7 V:nllm 31
is higher than that of the tabulated value of Z (1.96). '”“”c“"“_“’c. I.“'” hypolhc;ns W}."Ch States
that sales promotion strategy have no effect on sales and profitability n.f' Mrr. I lggsl is I'L‘J‘ected
meaning that sales promotion strategy have effect on tlu,t sales i‘lml prolit “n Mr. Biggs Foods.
This finding is in positive relationship with the findings of Agbo (2000) that state hy
promotional strategics are the combination of ]':rumulio[ml clements that the company uses 1,

realize its objectives in the target market.

4.2 Discussion of Findings
Based on the analysis of the data and the review of related literature, the data gathered are
discussed below:

i. The management of Mr. Biggs spent millions of naira in promoting their products yet the
awareness campaign is still inadequate.

ii.  Sales promotions policy such as samples, coupons, price off. premiums, trade deal,
demonstration, display, money refunds offers, point for purchase and product warranties
in promotion were mainly used to capture the attention of the customers. These
promotional tools enhance greater participation towards the effectiveness of Mr. Biggs. It
encourages productivity, increased sales, profitability growth and the overll
development of Mr. Biggs image practically in [lorin metropolis.

iil.  The day — to — day activities of Mr. Biggs were relished with the process of sales
promotion but in view of this, sales promotion cannot be segregated from advertisement.
The potential customer continues to buy the product while sales promotion deals with
building favourable image towards the company.

5.0 CONCLUSIONS

Mr. Biggs has various types of products which they produce as rendering services to consumers,
whichever way the organization is planning to achieve its sales promotion objectives. The core
value of the strategy must be to identify the needs of the targeted customers and position Mr.
Biggs products in such a way that product wil satisfy the needs of the consumers.

The conclusion can then be that the degree and kind of response consumers give 10 a iV
product, is dependent on the test of strategy applied, which is sales promotion. Although, the
business environment is dynamic with entrance of new manufacturers and nc;w products Of

brands, competing with existing ones, if sales promotion s effectively utilized and proficiency
oriented forms their marketing problem wil| be alleviated

51 RECOMMENDATIONS
From the foregoing research finding, the followy,

e were : ent
of Mr. Biggs product in Taiwo road, Tanke Juncj e recommended for upward improver

on and Muritala Road in Ilorin:
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Sgles promotion should be wel designed 10 "
type of problem facing the product, if i
rrespective. of the  promotional cfforts used, the extens 10 which ;
communication achieve its desired cfforts o final consumers, largel; d 3e:zmkcu:3
anitude they have towards the source of message, the way in which i iipemndm;dl c
translated 1o them, and the confidence thay they have in the source of the MSagc "
5. Finally. the producers are also advised 1o be con ;

dvised cious of sales force enthusiasm. A sales
promotional programme can fail if it is noy fully supported by the company’s own sales
ed, trained and assigned to do the ta«
hat of the products,

uit marketing and

: should be
1S.an existing one. based on the

men competent and other staff should be employ

k s0
as toncrease the goodness of the company and t
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