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Abstract ‘ e e |
v e promotions and pudHCily pidy an impoy,

ol . ough advertising, 54 es pr | ' B
It is also indisputable that althoug lling serves ds the main selling inslrumemt

; : - sonal s€
] S ] promotional mix, but et SonaLses o ; e
vole in the industrial p different business organizations, critics syj]

espife the immense contributions of personal selling 10 ayj <= . {
/Dtu'/ }to recognize it as a marketing strategy 10 reckon with. This S{ud)’o jl"acused on the impact of
personal selling strategies on the marketing of industrial ,'r)ro.duct using Olam farms Ltd as the cqge
study in lorin, Kwara state. The study determined the significant relattonshz;? between Custome
persuasion stralegy and customer patronage of Olam's product, determined the significan

relationship between Personal relationship strategy and sjales growth of O(am 's product. This study
adopted descriptive and inferential methods of analysis. The population of the study was 48
and findings using multiple regression

respondents. The data collected were analyzed using analysis
For the validity of the research instrument, the face and content

analysis at 0.05evel of si gnificance.

validity methods is adopted. This study shows that there is significant relationship between personal
relationship strategy and sales growth. And it also shows that there is significant relationship
between customer persuasion stralegy and customer patronage. The study therefore concludes that
personal selling strategics is significantly significant to the marketing of industrial products. The
study recommended that Olam farms Ltd should ensure that its marketers make use of customer
persuasion strategy in order to convince customers through gimmick and logics to increase the level

parronage.

Keywords: Customer Patronage Personal Relationshi | '
; nship Strategy, Persone i sion
Strategy, and Industrial Product Marketing ¥ s sodal SRITR e

Introduction

Industrial me | . cPasic

o h‘:g; ]sjtlr ;l‘;;k;tzzss Eiﬁlbglig ;;Lilctzrs to consumer goods alternatively as final goods of a small firm of

consumers are willing to part witﬁg s, sales are important and the demand indicates whethe!

2023). They are willing to pa thel leir cash in exchange of the items they purchase (Obeten et &

i sinon theshoi il the proguct t}())rtl}cl:?, z}nd accept the responsibility of transferring the goods fro?

men and advertisers, this type o fmarkbtp ace“’“hmr consumption, Eliminating the need for midde

the consumer that is certainly a temﬁf :3%;11‘ ggegg%’ genelrlates immediate results and feedb® i
adve : 10 a seller or a manufacturer. This type 02

strategy can be conducted one-on-
one-on-one or by group through face-to-face encounter (lbel €t al 1)
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s that by selling the consumer goods to the end users, the seller is able to motivate the buyer
et 5 i attention and building their interest while talking to them to take positive actions or

| \f,‘.i;ung th : ;
5 ¢ of the offered product.

«dvertising and publicity, which use impersonal methods of communication, personal

“qg makes use of direct pers.onal communications to influence the target customer Of
* pizational buyers. In the same view of Obeten et al. (2023) personal selling serves major roles in
f‘.;:r‘m's overall marketing efforts, sales people are the critical link between the firm and its customers,
;;,;{S colc requires that sales people match company's interest with customers’ needs to satisfy both
sarties 10 the exchange process. Endres et al. (2024) added that, things were different in the 1890's,
put people still bought from people (not from companies) and the salesmen's ability to produce new
pusiness, develop new markets, introduce new products and find new organizational buyers was as
qecessary thenas itis today.

(o] 'u'\.’ u) ¢

[stanti etal. (2023) noted that for personal slling to be effective the personal salesman has to have an
in-depth product knowledge which is indispensable in handling the highly technical and professional
customers that abound in the industrial sector. Similarly, Obeten et al. (2023) holds that an increase In
the competition, and the growing sophistication of the buyer and his/her buying process, is making
personal selling more or less indispensable. Thus, personal selling has been noted to be the most

suitable for the sales of industrial goods which are mostly bought by organizational buyers. Sales

promotion is the only method that makes use of incentives to complete the push-pull promotional
rin transacting a sale. |

strategy of motivating the sales force, the dealer and the consume

Generally speaking, the nature of goods marketed, as well as the distribution system adopted,;
determine the role of personal selling in a firm Heriana et al. (2025). Personal selling is used
extensively in the case of industrial goods, where the salesperson performs functions, such as
assisting the customer in designing the product specifications, product installation, product
commissioning, solving technical problems through providing service after sales and helping the
customer to have optimal utilization of the product as it is in Olam farms Ltd, Ilorin, Kwara state

Nigeria.

However, in the case of consumer goods, the role of personal selling gets usually limited to the dealer
level. The scope of the tasks performed include obtaining periodic orders, ensuring supplies, offering
tips to dealers on product display and attaining desired levels of stock movement. Similarly, the role
played by personal selling is more in a firm, which uses the door-to-door selling method through its
sale force than in the firm, which sells through large stockiest, distributors or sole-selling agents.

The economic realities of Nigeria over the years have exposed the marketers to serious problems. It is
an open fact that industrial products represent the source of other products, most especiall' the
consumer products. It is also indisputable that although advertising, sales pror,notions and pub?icity
EI?I}‘, an important role in the industrial promotional mix, but personal selling serves as the main
dzpler:l% smie;mrrllent. It is no gainsaying therefore, that the level of success of an industrial market
et r%e ¥ on how effective the sellmg efforts are, (Pudjasetia&Hariyanto, 2025). This
oy position occupied by personal selling can be easily understood since while the other

g communication elements such as advertising, sales promotion, and publicity create
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1al selling in response to several major trends: products :
0

sticated and complex. Kapipi (2025) holds that competiy;
eas and demand for quality, value, and se r;:*i Ition
nds, personal selling seems to offer soluzice by
ation with customers. This is the procczn 8
ds, designing and providing Prodz of
nication strategies that facilitate ;::

investments in persol
increasingly soph
has greatly increased in most producu’scrviccs ar

customers has risen sharply. In response to these tre
these trends. Personal selling implies direct communic
developing relationship, through identifying customers' nec
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services are becoming
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keting strategy to reckon with. They tend to lay many cxilphasésu;;

:iggsslfscsxg g{s)ce:d;;atrt;zng, pgb\l{xcxty, sales promotion elc..Thcy believe that personal selling is
Vi i i i 1::% qug:. ;}esponse to product offering and increase sales volume. Tbi:ais
kel v personag) ; nsltlxlan § te custm’ncrs by word of mouth. This persuasion process takes
s 1 et perwa:j i g strategy a slow strategy for boosting sales. However Sals
simal il o0 e poxt)égfgic;;\;ec rcsliitcgmers to buy and do not provide the neéesssi;;
;?)Sm{"] he use of persc?nal relationships with custon?grf ::l) dU;‘S ?m} ey lh:}t e

g time but the starting state of securing the quali ay be effective to retain the customers fota
welland long before the salesman and th galisy selationth p i sustomets mity DY KK wre

¢ customer comes to good term.

Despite the immense contrib
fail to recognize it as a mar

In the same vei
vein, communicati i
v ion skill or face to f:
requires a personnel wi or face to face i 4
with effsétive ace to face presentation of the 5
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F s : ; >0om vt tenng v
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» OY ShQ‘N}ngl
whole fai ess emphas
infbnanégntol understand the fgq S\Safn personal
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0P crlly n’ot only that it was observed that most sales persons lack the ability to possessing self-
confidence:
ccording lf}) Endtr;—; L; al. (20'24”), ﬁ}c bl.‘llk of the selling activities of any industrial products rest
comparative y on the company s sules force much more than is the case with consumer products. This
is 50 bef;ausc with the latter the consumer has already realized the need for such a prod?zct and a{ll the
nceds for the product may not have been known to him. It may thcrct:orc require skilled sales
pcrsqnnel as well as sophisticated equipment for visual displays and practical demonstration to
convince the potential orgaplzatlonal buyers the need for the product (Ibeh et al., 2022). Due to the
ract that manufacturers of industrial goods are not efficiently practicing the elements of personal
sclling and following the selhpg process affected the level of sales, sales objectives and the sales
forecast of manyfacturﬁers. This study investigates the effects of personal selling strategy on sales
erformance of industrial goods Hence, this study investigates the effects of personal selling strategy

on the marketing of industrial products using Olam farms Ltd, Ilorin.

Research Objectives

The main objective of this study is to examine the
goods. Other specific objectives are to:

1. determine the influence of customer persuasion strategy on cus

personal selling strategy on marketing of industrial

tomer patronage of Olam's

products;
ii. examine the impact of personal relationship strategy on the sales growth of Olam's products;
Research Hypotheses
has no significant effect on customer patronage of Olam's product.

H,,: Customer persuasion strategy
11, Personal relationship strategy hasno significant effect on the sales growth of Olam's product.

Literature Review

Personal Selling Strategies

Selling strategies are fundamental for the retention of the customers in any of the organizations.

According to Acch etal. (2025), selling strategies are different approaches undertaken by the seller to
nd outdo the competitors hence improved in its

attract more customers in the organization a
performance. The performance ofthe institutions is achieved when the organizations are in aposition
to expand in its operation by retaining existing customers and attracting the new ones (Herianaetal,,

2025). Maddi and Lusianawati ( 2025) revealed that the customer retention is one of the most difficult

challenges that face many of the organization in the World noting that are many business

organizations which are competing to increase their revenue through expanding their market.

¢ instruments utilized, yet it has been confronting
d and outer issues inside the associations (Maddi
&Lusianawati, 2025). According to Heriana et al. (2025), the problems affecting the execution of the
duties within an institution can be associated with the nature of the company or influenced by the
employees. The organization has command over the procedure, yet the workers on the ground do the
last exccution, Moreover, Aceh et al. (2025) reported that personal selling strategies could be defined
ss the strategics that are applied by the salesperson in the companies to convince the customers 1o

purchase their products.

Furthermore, customer loyalty is one of th
difficultics which are identified with inwar
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b s "'\m;r:’ndt?c;r:rx;ﬂi()n can result 10 {ncrcascd pu:c: cfg;six?:ers dcmo:z’t‘;ﬁ 3“5 A
This pr;_nq;(i!m 10 2 & Hariyanto, 2025). A pnmary‘wﬂy tha e t‘h ¢ “thejr
pepotiation “"“iJ,‘_f’"‘}‘“du 1y increased customer persuasion strategy. In mar‘ly'cb S, the Customg,
increased §aVVY T 1(I‘II?‘E;:'si nals to the customer that @ sales negotialion e x*tEII;lg used 1o eligj,
. b&;dgﬁy‘é‘iu‘siéngwati, 2025; Suleman, 2024). Sxpnlarly, the CPS asserts that salespersoy,
; i::s;a::;&;(’: n'gwlc dee guides the design and delivery of pamcular negotiation strategies.

< are resourceful and rely on a range of experiences 10 similar fashion to hy,

a negotiation stratcgy. The added pressure of the salespersop

(ustomer P
(urremt day consu

Therefore, customer l
calespeople adaptively s¢ ecl potiatic ! ;
ncgoﬁan%n strategy may trigger suspicion, insecurity, and may be a dg;lsbrea;k:rilwuh 'cdustomers who
are high in CPS versus those Jow in CPS (Puspitasafl et a}., 2025). CPS no y gui ?s CUSto’meml
attention 1o aspects of the sales presentation and negotiation but also directs customer's attention to
their own response goals ( 18 ncgotiatc/conccdc),

I’er.mnalRelationship Strategy ) ; o
Managers of proficient companies often ask themselves questions regarding the need for application
and development of certain specific methods and tools for developing long-term relationships with

represents a real challenge that requires

customers. Building relationships with customers ‘ . :
knowledge and understanding of marketing concepts as well as their practical use. Starting from
relationship marketing, several authors aimed to capture the essence of this concept. Thus,

Bayuputra et al. (2025) consider that relationship marketing is applied to a number of different
marketing activities ranging from consumer frequency marketing programs to selling activities
directed toward building partnerships with key business-to-business customers. Alicksieienko and
Shportko (2025) defines relationship marketing by organization efforts directed to establishing,
maintaining and developing relationships with customers and other partners, a relationship that can
be divided into two parts; to attract the customer and to build the relation with the customer, so the!

the business objectives are accomplished.

Marketing of Industrial Products

The cconomic realities of the present day in Nigeria are gradually moving the country away from &
seller's market to a buyer's market. This is because with the Nigerian economy which has beet
subj cch (0 a severe battering, a rational buyer would seek the best bargain in order to get the best
yalue for his scare resources- money! Industrial products which can be safely regarded as the mothe!
of all other products attract an appreciable attention in the marketin Zcene in Nigeria toda)’
Attesting to the place of personal selling in the present setting of markiting activities in Niger®

many more goods will unfortunately; have to chase relatively few buyers (Wilson, 2024) Sales
romotion and personal selling eff . § : : ' etin?
p p g effort must be intensified. It is worthy of note that mafkd e

practitioners especially manufacturers and distributors of industrial products have acceP g
challenges posed by the present economy. P

‘Ihey have been scaring for the best ways sid A " o
[hey he £ ays to turn these challenges to opportunities, hencé, 5\ g

approaches Jiave been evolved by so many industrial manufacturers will the center of a1ter = e g
hallend

sredicated on personal selling intensification (Mathew, 2025). In order to meet these © A
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= competition, organizati ; .
gensive comp ganizations has developed a highly skilled and well equipped sale force for

. strial products all over the country, T icaci

i dustri . untry. The efficacious strate i 1

a7 iper of its sales force / i : us strategy adopted by indust ers 1

b calxbc(o‘d g g Elfuln, 2(}25). Stpce the industrial buyers appré’ciatcc{madh; g?l? u:;h‘x:h‘ii

il require . strial good, it will spread it net far and wide in its bid t ogbgn;c ;?;;,ad
g skille

sersonnel t0 its sales force.

customer Patronage of Industrial Products
.ording to Ruvi
,6;(:;‘5 ?:’;%1 \cthirl\g c()%?xzpsc);gtgs :ggdbcusmme; or cansum er patronage mean a person or thing that eats
or US uys goods and services for personal i ‘
b i Y ) ( consumption or use. People
atrzz; %g ;ﬁa;l;?:lgg)anseproglicts/ services at one time or the other. In the context of this study, we nfay
use ge and loyalty interchangeably because customer patronage precedes loyalty.

There is a strong relationship between patronage and loyalty. Patronage is burn out of a desire to be

committed to an organization either based on i i i ' - i
n its service quality or perceive ol 8
CMathew, 2025). quality or perceived service qualitics

Hence, the extgnt to which a customer will patronize the services of a bank depends on how the
customer perceives the'banks physical environment (services cape) and how the customer also thinks
and feels that the condition of the service environment is consistent with his / her personality. In the
21st century, competition for customers is high in order to increase market share. The aims is hinged
on their ability to evolve products (services) that will satisfy the needs and wants of their chosen
target customers better than their competitors (Mathew, 2025). Also, their service quality and
delivery strategies should be improved while looking for new avenues to regularly attract and retain
their customers. The importance or essence of repeat customer patronage is that an increase in sales
volume will ultimately and significantly impact on the company's profitability level (Kakar et al.,

2025).

Sales growth of Industrial Products
The main goal of leaders in large companics is to maximize the revenue and that the increase in sales

will always continue, even at the expense of lower profits, in both the short and long-term (Sudirjo,

2023). Baumol has provided an addition to the ever-increasing body of oligopoly theory by

substituting sales maximization, with a minimum profit constraint, for profit maximization as the
goal of the large business firm. Baumol had proved that the oligopolist is in equilibrium as the output
and the price where reco gnized profitis equal to the minimum suitable profit (Hossain etal., 2022).

Without concern to the reactions of competitors, the firm varies output by increasing or decreasing
price. Hence, the oligopolist has an independent price policy which can be used to increase sales
revenue by a minimum adequate profit (Hossain et al., 2022). By increasing the advertising budget
and price, oligopolist continues until a maximum revenue is achieved which is just equivalentto total
cost plus the minimum suitable profit. If the firm carried out to extremes, sales maximization could
very well result in bankruptcy, Hossain et al. (2022) note a minimum profits constraint importance:
profits must be at least acceptable to satisfy shareholders and to provide funds for growth.
Oligopolistic firms tend to compete with their rivals[] overseas investments (Tsatarian et al., 202?}.
Oligopolistic reaction or the bandwagon effect is called from the subsequent concentration of entries

o a country, over a short time period.
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ies ing o 'IndustrialProducts . i
Strategies and M. arketing of e than any other promotion Mix, it is releygy

Personal Selling . 4 Y advisab
Personal selling can be said to be muc mor e roducts (Sulema
} Loting than 1t 18 to consumer p Iman, 2024
dustrial products marketing tration because of the high technicz'l

and appropriate to in ‘
This arises from the fact that there is need for prz}ctlcal demons1 O rormed by Rkt
and complex nature of before and after sales services that can only D€ P g . Tt
@ P d inspecting the plants _an equipment of th,

tice to find the sales erson visiting an | equip
common practice p n sometimes Jeads to identification of mqr

industrial buyers (Bayuputra ot al., 2025). This visio nes ) .
cconomical an n(md?rlrll) ways of producing products. The prm(l:lples :fegfézzz?; i;lt%Qg as just
Jescribed are transaction oriented; its aim 18 t0 help salespeople c_(?se ? p Seers ‘mdustnal
buyers (Puspitasari et al. 2025). But in many cases, the company 1> not seeking simply a sale: It hyg

y p y The company would like to shoy,

i jori i i ik in and keep-
targeted major industrial buyers that it would 1§ke to win an )
thagt it has tgxe capabilities to serve the industrial buyers over the 1ong haul in a mutually profitab)e

relationship.

Most industrial buyers today are moving away from trangactiqn marketing, with 1ts emphasis op
making a sale, and instead, they are practicing relanpnshlp marketing, which ; en}phasizes
maintaining profitable long-term rolationships with industrial buyers by cr_ea}tlng superior industrial

2025). They are realizing that when operating

buyers value and satisfaction (Maddi & Lusianawati, :
ts a Jot more to Wrest new industrial buyers

in maturing markets and facing stiffer competition, it €os ‘
Justrial buyers (Aceh et al., 2025). Today's industrial buyers

from competitors than to keep current in :
are large and often global. They prefer suppliers who can sell and deliver a coordinated set of

products and services to many locations.

Theoretical Framework

AIDAS Theory
for this study is the AIDA's theory. The theory was propounded by Elias St. Elmo

The theory adopted
Lewis in the year 1898. This theory was adopted because it is one of the widest known theories of

personal selling and is the basis for training materials fot sales force across numerous organizations
(Roseann, ct al., 2008). The AIDAS theory simply states that a prospect (industrial buyer) goes
through five different stages before finally responding satisfactorily to product (industrial goods);
thus should be led comfortably through the five stages. Maintaining interest is a crucial part of th;
sales process anq hence is included in the AIDAS theory. AIDA model established a positive and
noteworthy re]qtlonshlp with increasing the level of customer attraction and satisfaction through
product promotion. Companies that have used the model as a promotional strategy have improvedvm
the performance level and the growth and sustainability increased over time (Cramphorm 2006).
Therefore, the theory was relevant to the current study since and will helpt lud : 'nﬁ, &y
personal selling strategies on customer loyalty. e i

Empirical Framework

The study by O :

product greien}zaettg; o anaiden ARL) s ea e S of personal selling comPO

g ofindustri;lp - ct k owledgef customer relationships, and follow-up efforts, 0D the

data were collected vi}; strﬁztti;nc? ross River State, Nigeria. Using a cross-sectional survey desié”
‘ ed questionnaires from 278 e ndustr ’

e My T4 : mployee dustrial prot
manufacturer. Descriptive statistics and multiple linear regressiol; a);lali's?ag Erlgv::;led that I:111 fol
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.1 selling factors significantly and positively |
sersondl S€ : positively influenced industrial i
! i ed ¢ bos roduct marketing. The
quthots T :C 0;23::2:‘;‘;1&&‘;2"“0“5;1"3111}“& for Sale.spersons in interpersonalpand prescntationgskills,
cnhﬂﬂi‘i‘: pThis study aligngcc’ligelam%?l?lg specialized salespeople for follow-ups to boost repeat
yatronage: y with the present research b izi
Leah s : § em
person competencies in industrial marketing success y emphasizing the critical role of

sales
Adekunle (2025) investigated advertising strategies' impact on marketing new products within
manufacturing industries in Ogun State, Nigeria. Employing a descriptive survey design, the study
sampled 157 employees from three manufacturing firms using Taro Yamane's formula’. Findings
indicated that p_ersoqal s‘elling remains an effective promotional tool for eliciting desired customer
responses despite shifts in other promotional appeals. The study recommended that manufacturers
increase market share by offering rebates to encourage customer preference over competitors. While
focusing more broadly on advertising strategies, this research supports the present study's emphasis
onpersonal selling as a vital component of industrial product marketing,

[beh, Nnabuko, and Nwajimeje (2022) explored how personal selling and sales promotion strategies
affect mtarket performance among selected manufacturing companies in Lagos State, Nigeria. Using
descriptive resegrch with census sampling of 24 promotional managers and data from annual reports
a_nd .questlonna'l‘res, correlation and multiple regression analyses were conducted. Results showed
significant positive impacts of both personal selling and sales promotion on market performance and
profitability. The authors concluded that dedicated resources toward these strategies are essential for
enhancing company profits. This empirical evidence reinforces the present study's findings on the
positive mfluence of personal selling strategies on industrial product marketing outcomes.

Heriana, Tayo, and Kusumaningrum (2025) conducted a qualitative descriptive study on personal

selling implementation at Lavanda Brownies Karawang SME in Indonesia. Data were gathered

through interviews, observations, and documentation to analyze offline (product sampling, bazaars)

and online (social media platforms) personal selling strategies. The findings highlighted that
combining offline and online approaches fosters trust, expands market reach, builds consumer
loyalty, and strengthens brand image. This study broadens understanding by integrating digital tools
with traditional personal selling methods to enhance marketing effectiveness, a perspective
complementary to the present research's focus on salesperson-customer interactions.

Kapipi (2025) assessed promotional strategies' effects, including personal selling, on leather product
enterprises' performance in Tanzania using a quantitative cross-sectional design with 134 randomly
selected cnterprises from Dodoma and Mwanza regions. Structured questionnaires analyzed via
SPSS multiple linear regression showed that personal selling significantly improved profit and return
on investment (ROI), while sales promotion did not have a significant effect. The study
recommended investing in marketing training and digital infrastructure to strengthen promotional
capabilities. These findings corroborate the present study's conclusion about the importance of

personal selling for financial performance in industrial markets while highlighting regional

applicability beyond Nigeria
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acts directly from gy,

primary of data Was adopted n order to acquirc reason i.nt".onnanor.\ and 1
respondents. The instrument for the study was questionnaire consisting of well-organized apg

structured questions Jaying emphasis mainly on personal selling and marketing of industrial products
2 the case may be. The nstrument reliability was done througha pronbach Alpha test and it resqlteg
n0.78. Inferential statistical tools through mul on technique was conducted to tegt

tiple linear regressi |
the hypotheses at 5% significance levelan d ofstatistical product and service
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Data Analysis
f the study through the fo

This section addresses
regression analysis.

the objectives 0

Hypotheses one: Customer persuasion stratcgy has no significant effect on customer patronage of

Olam's product.

Table 1: Model Summary

Adjusted R | Std. Error of |
Model R R Sauare Sauare the Estimate |
I 8857 870 869 18401

a. Predictors: (Constant). Convince. Logic. Gimmick

Source: SPSS Output, 2025

Table 1 presents the regressi o

was explained by éustomc} )c; ~(L)xa 70. derived showed that 87% variation in customet patronag®
the variables that aru not car})tu: 2 ik oo/ anq the remaining 13% represent residual which &%
that 87% of customer 'jtr(; ; ,L. ‘I'ﬂ % mOddf This implies that the model is fit. The implicatioﬂis
null hypothesis which ft(lecsnll;)%it ::St::q;? plm'x K:d.by customer persuasion strategy. Therefore. ™
patronage was rejected while the a]tcmz;tc hl;;rgg]‘?;g“ \:;Zd;zggplt}gg no significant effect onl custom™ |
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qable 2 ANOVA’
Sl Mean
viodel Sauares Df Cathia ; ;
| Reg el 4 47,560 1404.558 o
Residual : 4VU4.00 .000
Total
. 196097 177

popmmm—— .
2. Dependent Variable: Customer patronage
». Predictors: (Constant), Convince. Logic. Gimmick

Source: SPSS Output, 2025

The F-statistics are shown from the ANOVA table is signi i igni

: significant since the ANOVA significance of
.OfOIOglg 126385 ’fhan the alpha leve'l of .05, thus the result is achieved. Also, the regression sum of square
0 239 is greater than residual sum of square of 5.858, this further show the significance of the
overall model therefore the model is fit.

Table 3: Coefficients’

Unstandardized Standardized
Coeflicients CoefTicients
Model B Std, Error Beta T Sie.
! (Constant) 223 080 2778 006
Convince 251 15 257 2.189 030
Logic 161 062 , 140 2.582 011
Gimmick 286 .050 .326 5.706 000

a. Dependent Variable: Customer patronage

Source: SPSS Output, 2025

In table 3, it is revealed that changes in convince has significant effect on customer patronage, this is
indicated by the Beta (B) value 0f0.257 and P-value 0f 0.030 < 0.05; also, logic has significant effect

on customer patronage, this is indicated by the Beta (B) value of 0.140 and P-value of 0,011 <0.05;
while gimmick has significant offect on customer patronage, this s indicated by the Beta (B) value of
0.326 and P-value 0f 0.000 <0.05. The overall analysis suggests that the performance appraisal used

by marketers has significant effect on worker commitment.

t on the sales growth of

Hypotheses two: Personal relationship strategy has no significant effec

Olam's product.
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Table 4: Model Summary

amework For Labour Market Competitiveness...

e Adjusted R | Std. Error of

¢ R R Square |  Square the Estimate
] 893" 885 885 13910
a.  Predictors:  (Constant),  Quality,  Character,
Communication

Source: SPSS Output, 2025 :

Table 4 presents the regression analysis of the effect of personal relationship strategy o gy
growt‘h. The R square value of 0.885 derived showed that 88.5% variation in sales growty ?NES
explained by personal relationship strategy and the remaining 11.5% represent residual which age tgs
variables that are not captured in the model. This implies that the model is fit. The implication is e
88.5% of sales growth can be explained by personal relationship strategy. Therefore, the nuitl
hypothesis which states that personal relationship strategy has no significant effect on sales groyyy,
was rejected while the alternative hypothesis was accepted.

Table 5: ANOVA*
Sum of Mean
Model Sauares df Sauare F Sia.
1 Regression 223379 4 55.844| 2886.197 .000°
Residual 3347 173 019
Total 226.725 177

a. Dependent Variable: Sales growth
b. Predictors: (Constant). Ouality. Character. Communication
Source: SPSS Output, 2025

The F-statistics are shown from the ANOVA table is significant since the ANOVA significance of
.000 is less than the alpha level of .05, thus the result is achieved. Also, the regression sum of square
0f223.377 is greater than residual sum of square of 3.347, this further show the significance of the
overall model therefore the model is fit.

Table 6: Coefficients’

Unstandardized Standardized
Coeflicients Coefticients
Model 3 Std. Error Beta 1 Sie,
| (Constant) s 118 043 2725 007
Oualiy 480 047 449 10.099 000
Charactet 2006 046 221 4511 000
1‘ Communication 085 038 088 | 2.254 | 025
a. Dependent Variable: Sales growth
Source: SPSS Qutput, 2025
136
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; - able 6, 1t is revealed that changes in quality has significant effect on sales growth, this is indicated

? Lﬂ; e Betd (B) \'ral‘us‘ of .0.449 and P-value of 0.000 < 0.05; also, character has significant effect on

by ' growth, this is indicated by the Beta (B) value of 0.221 and P-valuc of 0.000 < 0.05; while

. munication has significant effect on sales growth, this is indicated by the Beta (B) value of 0.162

4 p-value of0.0QO 5 0.05. The overall analysis suggests that the personal relationship strategy used
py marketers has significant effect on sales growth.

1orin Journai of Human Resource Management (IJHRM) Vol 10, Issuc 1, 2026

piscussion of Research Findings

The analysis of the first objective revealed that customer persuasi
and gimmick have impact on customer patronage. It was observed from the finding that convincing
customers, the use of logic marketing and gimmick as proxies of customer persuasion strategy can
influence customer patronage. The overall analysis suggests that the customer persuasion strategy
used by marketers has significant effect on customer patronage. Therefore, the null hypothesis which
states that customer persuasion strategy has no significant effect on customer patronage was rej ected
while the alternate hypothesis was accepted (Heriana, Tayo, &Kusumaningrum, 2025; Kapipi, 2025;

Obeten, James, &Ndem, 2023),

on strategy such as convince, logic,

The analysis of second objective also demonstrated that personal relationship strategy is influenced

by sales growth, It was observed from the findings that quality relationship, good character, and good
communication skills as proxies of personal relationship strategy determines sales growth. The
overall analysis suggests that the personal relationship strategy used by marketers has significant
effect on sales growth, Therefore, the null hypothesis which states that personal relationship strategy
has no significant effect on sales growth was rejected while the alternative hypothesis was accepted

(Adekunle, 2025; Ibch, Nnabuko, &Nwajimeje, 2022).

Conclusion
In view of the various data collected through the use of questionnaire on personal selling strategy and

marketing of industrial product, customer persuasion strategy should be given consideration when
discussing factors affecting customer patronage. Convincing customers, using logic and gimmick to
market are significant in order to maximize customer patronage. When use this strategy to market
their products, they are persuaded or convinced to buy from the marketer and thus influencing

customers 1o patronize

Also, personal relationship strategy had a significant influence on sales growth of Olam. Personal
relationship strategy such as quality, character, and communication with customer builds
relationship and that makes it important factor affecting sales growth of Olam. When marketers
market through the use of their relationship with their customers they build long term partnership and
sale of the product with their customers as the customers buy from them the more the relationship
becomes more stronger and thereby increasing the rate of sales for both the marketer and Olam farms

Ltd,

CamScanner


https://v3.camscanner.com/user/download

Lflici ;
Jhereney Qf W P
v Of Wage Theory As A F
wy As A Framework For Labour Market Competitiy
'eness. ..

Recommendations
In view of
ofthe findings i
s obves: st e fllulad recommendations were suggested;
bl

1. Olam far
rms .
01-:1 , e Ltd should ensure that1ts customers make use of customer persuasi
er {0 convinee customers through gimmick and logics to incregf ouANOn stragey,
) customer patronage. se the leve] of 01,3’ In
i, Olam farms Ltd should ensure | %
g 2 t'h Ad should ensure its marketers adopt personal relationship g
b Mc ing 1ls_pr0_ducts in order to grow the sales level of Olam as this strate&frateg In
iild and maintain long term relationship with customers and make them biy helps
Y More
as

they relate more with marketers.
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