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CHAPTER ONE
INTRODUCTION

1.1.BackgroundoftheStudy

Promotion has been defined as the coordinatiohl eelers initiated efforts to setup channels of
information and persuasion in order to sell goaus services or promote ideas. The basic tools
used to accomplish an Organization communicatiofeablves are oftenreferred to as
promotional mix. Promotional mix includes four elemts:- Advertising, Sales promotion,
Publicity, Public relation and Personal sellingl®e& Belch, 2005).

According to Pride, (2008) sales promotion is aivag or material or both, that acts as a direct
inducement offering added value or incentive foe firoduct, to resellers, sales people or
consumers. The incentives includes: demonstratontests, price-offs, coupons, free samples,
money refund offers. Likewise, David. J, (2004) pwinted that sales promotions are incentive
to consumers or the trade that are designed taulstien purchase, it includes trade discounts,
sales contests, trade allowance, training. FurtbeznKumar and Mittal,(2002) stated that sales
promotion aims directly at inducing purchasers ug b product. It involves coupons, price off,

free samples, special package, demonstration andeynoefund offers. Sales promotion

activities are designed to encourage consumersraders to sell the product. It is different from

personal selling and advertising in the senseghlats promotion is non-recurrent in nature and is

for a short period.

AL-SAM Private Limited Company, the mother comparfyLENA PLC, is a national company
founded by Mr. SabirArgaw, it was established i99.@t a paid up capital of birr 2,000,000.00.
The company is engaged in import, export, reakbstaid domestic trade investment following
this objective, AL-SAM has succeed in forming anjoventure manufacturing facility of its
leading brand B-29 soap in Ethiopia so as to crdt@pportunity and technological knowhow
transfer. AL-SAM is known with its major brands KjvEveredy and energizer dry cell batteries,

S-26 infant formula, Colgate, Bic pen, Kanny crdastant milk and many more.



Sales promotion is intended to create an immededponse from the market, it consists of all
marketing activities that attempt to stimulate §ubriyer action or in other words attempt to

promote immediate sales of a product.( Hoffman,&2@05)

It's through the effective implementation of sajgemotion that the consumer will be aware,
persuaded and interested to buy the product sortakdeg this research will help the student
researcher to assess the sales promotion praétile-8AM PLC and will help the company to

be more successful within its sales promotion fract

1.2.Statement of the Problem

Unlike other promotional mix sales promotion is effective sales tool. Internal and external
factors have assisted in the adoption of sales @iom successfully. The other promotion
medias are costly and not very effective, salesnptmn is both economical and effective.
Moreover, sales promotion is more personal thansnaamvertising so that it provides more

opportunities for the development of sales. (MisWite2004).

According to Frain, (2004), Sales promotion commatas the other communication elements,
especially in the field of fast moving consumer @®olt includes those activities designed to
encourage user-purchase at point of sale, to iserdaaler effectiveness and to reward customer
loyalty, include in store-displays, demonstratioasd exhibition. Moreover, lamb.et.al (2005)
stated that sales promotion is a marketing actithigt stimulates consumer purchasing and
dealer productivity through contests, demonstratioiiscounts, exhibitions or trade shows, point

of sale displays, and merchandising, special ofeerd similar activities.

AL-SAM PLC is one of major companies engaged iriritigting consumer goods that require
high sales promotion. The company use sales promobecause of many reasons like, when
there is over stock situation, to introduce newdpid, by watching competitors attitudes,
product awareness creating. A preliminary obseswatade by the researcher shows that there
is low sales promotion budget and due to complatentompany give less attention to pull its

products through customers only they have an atent pushing its products through traders.



The study was taken to assess sales promotioriqggaétAL-SAM PLC.

1.3Research Questions

The following are the basic research questionsthieastudent researcher tried to give answers:

* What is the company’s sales promotion strategy lo@

* What are the feedbacks of business customers tewlaedsales promotion practice?
* What kind of sales promotion tools does the compes®yto push its products?

» How does the case company allocate budget tolés paomotion practice?

1.40bjectiveof the study

The research paper has both general and specjéctofes as stated below.

1.4.1General Objective

The general objective of the study is to assessdles promotion practice in the case of AL-
SAM plc.

1.4.2Specific Objectives
The following are the specific objectives that hedent researcher tried to give answer.

* To indicate what the sales promotion strategy efdabmpany look like.

* To identifyfeedback of customers towards the sptemotion practice.

* To point out what sales promotion tools uses thepzaoy.

* To point out how the case company allocate budgis tsales promotion practice.

1.5.Significance of the Study

The student researcher believes that the studydaevthe following significance:
» It will help the company to analyze the differeattors that affects their sales promotion
practice.
* It will help the student researcher to developgkdi about research undertakings.
* It will give a clue for those who will be interedt¢o conduct on in depth study on the

issue.



1.6.Delimitation of the study

This research has been focusedon sales promotemifisplly trade sales promotion practices of
AL-SAM PLC. This study covered the period from Smpber 2008- April 2013 because the
student researcher will get a relevant informatthning this period, the company sales its
products to traders all over Ethiopia but addrepsi@l is difficult so the student
researcherrestricted only on the retailers in Addiaba within four areaslocated in Mesalemiya,
Piassa, Kasanchis and Merkato because the stusbmarcher believes these four areas are main

market places.

1.7. Research Design and Methodology

1.7.1ResearchDesign

In this research paper descriptive research ddsagnbeen primarily used, because the student
researcher believes it helps to describe the feaiture of sales promotion practice in AL-SAM
Plc.

1.7.2Population and Sampling Technique

In this study retailers and Marketing Manager of-8AM PLC were considered as participants
of the study. Because of the fact that the exaotbar and list of the retailer is not known the
student researcher used non-probability samplipgoaeh, based on the recommendation given
by Malhotra (2006) and a total number of 200 resigoits were taken as a reliable sample size.
The student researcher used convenience samptihgi¢eie or accidental sampling because it

helps to choose samples based on the respondemesntences in terms of time and place.

1.7.3Types of Data Collected

The student researcher uses primary and secondtaysdurce. The primary data was collected
by conducting personal interview with the marketimgnager and questionnaire has been
distributed to the retailer respondents. The semondiata were collected from books and

company records.



1.7.4Method of Data Collection

The student researcher collected primary and secgndata. The primary data consists of
qualitative and quantitative data. The qualitatile¢a was collected from marketing manager by
conducting an interview. To obtain quantitative adahe student researcher distributed
guestionnaires to retailer respondents. The secpndata was collected from publication,

broachers, and company records.

1.7.5Data Analysis Methods

To analyze data obtained through questionnairstiident researcher quantitative approach. To
summarize data, percentage and tables were usetkoMw, the student researcher used
gualitative analysis for all qualitative data thats collected from an interview that was

conducted with the manager and data that has lmdected from an open ended question of the

guestionnaire.

1.8.Limitation of the study

While conducting the styd the student researcher had experienced certaitations, among
others, the following are the major limitations euotered by the student researcher: some
respondents were not able to complete the questianrihe time schedule outlined to collect the
guestionnaire was not mate because of respondimteermore, there was constraint and

availability of information from the corporationsde.

1.9.0Organizationof the Study

This paper contains fourchapters. The first chaplesals with introduction which include:
background of the study, statement of the problesearch questions, objective of the study,
significance of the study, delimitation of the studesearch design and methodology, method of
data collection, types of data to be collecteda @atalysis method and organization of the study.
The second chapter contains review of literature;third chapter contains presentation, analysis
and interpretation of data. The last chapter costaisummary, conclusions and

recommendations.



CHAPTER TWO
REVIEW OF THE RELATED LITRATURE

The importance of this section is to review litarat related to the study. Therefore, the
researcher tries to see the work of different wsiteegarding sales promotion and definition,

objective, significance, forms of sales promotion &s strategies.
2.1. Overview of Sales Promotion

2.1.1. Definition of Sales Promotion

According to Brassington and Pettitt,(2005), Salesnotion is a range of marketing techniques
designed within a strategic marketing frameworladal value to a product or service over and
above the ‘normal’ offering in order to achieve dfie sales and marketing objectives this extra
value may be a short-term tactical nature or it rhaypart of a long-term franchise-building
program.Furthermore, Mullins, (2004) stated thagsigned to boost the sales of a product or
service it may include advertising campaigns, iasesl public relations activity, setting up
competitions with attractive prizes, free-samplenpaign, offering free gifts, temporary price
reduction, demonstrations or exhibitions, door-b@dcalling, and other. Likewise, Ensor and
Drummond, (2006) pin pointed that sales promotiaresincentives, inducements and point of
sale material designed to stimulate trade and/oswmer demand, includes free samples,

discount vouchers, demonstrations and exhibitiomthérmore,
2.1.2. Sales Promotion Objectives

According to Jobber, (2004) the most basic objectiffany sales promotion is to provide extra
value that encourages purchase. When targeted reuic@rs the intention is to stimulate
Consumer Pull; when the trade is targeted DistidipuPush is the objective. Specific sales

promotion objectives are:

i. Fast sales boastpromotions that gives large immediate benefitshsas money off or
bonus packs have bigger effects on sales volume rii@e distant promotions such as

competitions or self-liquidations.



ii.  Encourage Trial- sales promotion can be source full by encouragiag tf new buyers
like the brand, the long-term effect of the prorantmay be positive.

iii.  Encourage repeat purchaseany offer that require the collection of packetsap labels
( e.g. Free mail-ins and promotions such as birgoes) is attempting to raise repeat
purchase during the promotional period. Loyaltydsaare designed to offer consumers
an incentive to repeat purchase at a store.

iv.  Gain distribution and shelf space-trade promotions are designed to gain distribution
and shelf-space. Discounts, free gifts and joinéssg@romotion are methods used to
encourage distributors to stock brands. Also, coresypromotions that provide sizeable
extra value may also persuade distributors to sbogive extra shelf space.

2.1.3.Sales Promotional Push and Pull Strategy

¢ Push strategy

According to Kotler et.al, (2005), push strategyaipromotion strategy that calls for using the
sales force and trade promotion to push the pratiwetigh channels. The producer promotes the
product to wholesalers, the wholesalers promoteetailers and the retailers promote to
consumers. Furthermore, Boone and Kurtz, (2005)edithat the objective of push strategy is
promoting the product to the members of the mamgethannel rather than to final users. To
achieve this, marketers employ cooperative adwegtisllowances, trade discounts, personal

selling efforts by sales people and other dealppsus.

s Pull strategy

Is a promotion strategy that calls for spending@taoh advertising and consumer promotion to
build up consumer demand. If the strategy is ssfaesonsumers will ask their retailer for the
product, the retailers will ask the wholesalersd &élme wholesalers will ask the producers or
manufacturers.(Kotler.et.al , 2005)



2.1.4. Planning for Sales Promotion

According to Palmer, (2004) effective sales prommtinvolves an ongoing process with a

number of stages:

1.

Establishing objectivesd the target is thecustomer, objective could include the
encouragement of increased usage or the buildingabfimong non-users or other brand
users. If the target istermediaries, objective could be to encourage off-season sates,
off-selling competitive advantage.

Planning the sales promotion programmet+his is related to the timing and how long
the sales promotion tools are to be used. Also rlapbare the size of the incentive, rule
for entry and the overall budget for the promotion.

Selection the promotion toolsselecting the most appropriate tools require asgptse
cost and effectiveness of each tools.

Pre-testing- this should be undertaken in order to ensure tlodenpially expensive
problems are discovered before the full launch pifcamotion.

Implementation- implementation includes two time factofgst, the ‘lead time’- the
time necessary to bring the pragramme up to thet pdiere the incentive is to be made
available to the public. Second, the ‘sell-in timehich is the period of time from the
date of release to when approximately 90 percemaantive material has been receives
by potential customers.

Evaluation- at last, the performance of the promotion needset@ssessed against the

objective set.

2.2. The promotion mix

Promotional mix is one of basic instruments of ne#irlg that has a purpose to inform about

other instruments of marketing mix and to contebtt sales increase on the long term. The

promotion is always serving to specific goal. Thgeals can be public informing, demand

increasing, product differentiation, and produdiueaincreasing or sales stabilizing. Promotion

mix is combination of personal selling, advertisipgblic relation and sales promotion to reach

a target market. The proper promotional mix isdhe that management believes will meet the

needs of the target market and fulfill the orgaires overall goals.(lamb.et.al ,2006)



Types of Promotional Mix

There are Fivetypes of promotion
I. Advertising
li. Public relation
lii. Personal selling
Iv. Direct marketing

v. Sales promotion

2.2.1. Advertising

2.2.1.1. Definition of Advertising

Advertising is any paid up form of non-personalger@ation and promotion of ideas, goods, or
services by identified sponsor. Advertising carabmost-effective way to disseminate messages,
whether to build a brand preference or to educatple. (Kotler.P. and Lane.K ,2006)

Advertising is a promotion via an advertisementiichosen advertising medium, guaranteeing
exposure to a general or specific target audianagturn for an advertising rate changed by the
media owner plus the cost of producing the adwartent. (Kumar.N. and Mittal.R, 2002)

Advertising is any form of paid communication inialin the sponsor or company is identified.
Traditional media such as, television, radio, magzy books, direct mail and bill boards are
most commonly used to transmit advertisement ttocusrs. (McDaniel. et.al ,2006)

2.2.2Public relation

2.2.1.2. Definition of Public Relation

According to kotler.et.al, (2005) Public relatianbuilding good relationship with the company’s
various publics by obtaining favourable publicityjilding up a good ‘corporate image’ and
handling or heading off unfavourable rumors, swrmd events. Major public relation tools
include press relations, product publicity, corpera&ommunication, lobbying. Moreover,
Pride,(2006) described that public relation is anpked and sustained effort to establish and

maintain goodwill and mutual understanding betwaemrganization and its target publics.Also,



Jefkins, (1983) gives a revised definition ’'pubtelation is the art and social science of
analyzing trends, predicting their consequencesyunseling organization leaders, and
implementing planned programs of action which w#l serve both the organization and public
interest. Correspondingly McDaniel.et.al, (2006]icated that public relation is the element in
the promotional mix that evaluates public attitydekentifies issues that may elicit public

concern, and executes programs to gain public steteting and acceptance.

2.2.3. Personal Selling

2.2.1.3. Definition of Personal Selling

According to Belch and Belch, (2003) personal sglli is a form of personto person
communication in which a seller attempts to asaisti/or persuade prospective buyers to
purchase the company’s product or service it in@slgirect contact between buyers and sellers,
either face to face or through some form of commation. Personal selling is also involved
more immediate and precise feedback because trectrpthe sales presentation can generally
be assessed from the customers reaction. Moreldeéiman.et.al, (2005) indicated that personal
selling is person to person communication in whackeller informs and educates prospective
customers and attempts to influence their purckhsece. Similarly, Ensor and Drummond pin
pointed that personal selling is the process oftifieng customer needs and matching such
needs with the benefits offered by a providers pct&l the process consists of direct person to

person interaction and communication.

2.2.4.Sales Promotion

2.2.4.1.Definition of Sales Promotion

According to Brassington (2000) Sales promotionng of four key marketing communication

tools, along with advertising, public relations,dapersonal selling. It offers a set of tactical
options that can be uses separately or in combmatlthough these tactics are constantly
evolving, they continue to fall into two broad agees: consumer and trade. Moreover, Kotler
(2006) stated that sales promotion is a key ingradin marketing campaigns and consists of

incentive tools, mostly short term designed to state quicker or greater purchase particular



products or services by consumers. Sales promogimgrammes are those activities other than
stimulate consumer purchase. Additionally, Jona#taal (2004) indicated that sales promotion
is incentive-offering and interest-creating actast which are generally short-term marketing
events by motivating, stimulating, and influencithgg purchase and other desired behavioral
responses of the firm’s customers other than aduayt personal selling, publicity and direct

marketing.
Types Of Sales Promotion

2.2.4.2.Consumer Oriented Sales Promotion

A sales promotion designed to stimulate consumechasing. It may offer samples, rebates,

gifts, high value trade-in credit, coupons etc.
According to Kotler.et.al,(2005) consumer promotinay be used to:

1) Increase short-term sales

2) Help build long-term market share

3) Entice consumers to try a new product

4) Lure consumers away from competitor’s products

5) Encourage consumers to ‘load up’ on a mature pitoduc

6) Hold and reward loyal customers
Consumer promotion tools
Samples-Offers a consumer of trial amount of a product.
Coupons- ertificatesthat gives buyers a saving when theglpase a product.

Cash refund offers (rebates)effers to refund part of the purchase price off radpct to

consumers who send ‘proof of purchase’ to the natufers.
Price packs-reduced prices that are marked by the producecttiren the label or package.

Premiums- goods offered either free or at lower cost as itiecerto buy a product.



Advertising specialtiesuseful articles imprinted with an advertiser’s nargeven as gifts to

consumers.

Point of purchase promotion (pop)-displays and demonstrations that take place gvdh@ of

purchase or sale.

Product warranties- explicit and implicit promises by sellers that gweduct will perform as

specified or that seller will fix it or refund tleeistomer’s money during a specific period.

Competitors , sweepstakes lotteries and gamgsromotion that offers customers the chance to

win something-cash, goods or trips by luck or exffart.
2.2.4.3. Trade Promotion

Trade promotion encourages buyers to buy a largatdy of the product. Also known as buying
quantity. It is also known as buying allowance hesesit is an offer of some discounts on item of

purchase above a minimum quantity. (Mishra.M. 2004)
According to kotler.p. et.al (2005) objectiveofdeapromotion includes:

1) Motivating retailers to carry new items and mockt
2) Inducing them to advertise the product and givedte shelf space
3) Persuading them to buy ahead and

4) New product launch
Trade Promotion Tools

According to lamb.et.al, (2000) sales promotiorigaan be:

Trade Allowance-is a price reduction offered by manufacturers terimediaries such as, for
distributing something specific. E.g. allocatingasp for a new product, buying something
during special periods.

Push money-intermediaries receive push money as a bonus famhpaing the manufacturer’'s
brand through distribution channel.

Free merchandize-offers to retailers free merchandise in lieu cdmfity discounts.



Tradeshows and conventions-industry associations organize annual tradeshowd an
conventions. Firms selling products and servicethéoparticular industry buy space and set up

booths and displays to demonstrate their products.

Sales contentsaims at including the sales force or dealers toeiase their sales results over a
stated period with prizes going to those who sutcee

Training- Train intermediary’s personnel if the product iheax complex.
2.3. Role of Sales Promotion

The role of sales promotion is to provide an ins@nto consumers and or/ trade buyers to
purchase the firm’s product right away. Especialhyen directed to consumers, it can also help
to encourage brand switching, this is differentnfr@dvertising, which is used to build a
product’s visibility and enhance its images ovandi Sales promotion is generally less

expensive, effective and easier to track and giyafitelch and belch, 2005)

2.3.1. Benefits of Sales Promotion

According to Shultz and Robinson, (1998) sales toon advantages includes:

A sales promotion increase sales in the short-terimging in higher revenue to the

business.

* The word ‘sale’ often attracts new segments ofntiagket who are attracted to the idea of
getting bargain.

» Sales can create a buzz around the store thahceease footfall and purchase.

» Sales promotions encourage word of mouth marketing.

» Sales promotion creates differentiation, when yaunth new product or ask customers
to engage with your business in anew days, thssyset apart from your competition.

» Creates new content and communication opportunitiee of the easy way to create

content for your customers is to create news.



» Drives customers decisions, limited availabilityfen§ can create a sense of urgency
buying.

» Creates training activity for your staffs.

» Create testing opportunity

» Growth revenue, sales promotions are a great wdyild year-over-year and month-

over-month revenue growth.

2.3.2. Budget allocation

Budget allocation depends on number of factordyudicg the specific promotional objectives of
the campaign, the market and competitive situatiand the brand’s stage in its life cycle. In the
introductory stage, a large amount of the budget beallocated to sales promotion techniques
such as sampling and couponing to induce trialthin growth stage, however, promotional
money may be used primarily for advertising to sgrérand differences and keep the brand
name in customer’'s mind. When a brand moves torthtirity stage, advertising is primarily a
reminder to keep customers aware of the brand. s@oar-oriented sales promotion such as
coupons, price-offs, premiums, and bonus packs bmyneeded periodically to maintain
consumer loyalty, attract new users, and proteeingy competition. Trade oriented sales
promotions are needed to maintain shelf space aodmanodate retailers demands for better

margins as well as encourage them to promote #redbiKotler, 2006).

According to Frank, (1983) there are five techngjukat determine/allocate funds to sales

promotion:
1. Percentage of sales method

The percentage of sales is used to determine thmgtional budget of the company, so the
company more or less pull certain percentage of#es made in a fixed period it can be for say

last year or for several past years.
2. Unit of sales method

Here the base is UNITS of sales that are made figlhees of in its multiplied by fixed amount

of money to reach the budget amount.



3. Competitive parity method

The logic attributed of this method is that thelective minds of the companies in the industry
probably generate promotion budget that are closeptimal and any departure from the

industry norms may lead to promotion war.
4. All you can afford method

In other words it means all you are left with, $latfzat is left after all other relevant allocat®n
have been made, this approach is used by smallamegpwith small budget or may be by some

other firms that are big when they are introdudimgnew product.
5. Objective end task method

In this approach, first a thorough study will bendd understanding the market, the product, the
offerings, the most crucial competition and consurnehavior in order to set the ultimate
promotion objectives. These objectives may relatedreach short term sales objectives,
ultimately drives sales, introducing new produtitnalate trial, etc. within a specific time. Now
you determine how much money would be requiredutblifeach of these tasks in order to

achieve these promotion objectives.
2.3.3. Growth of Sales Promotion

Sales promotion tools are used in organization, ufeurers, distributors, retailers, trade
associations and not-for-profit institutions. Thaye targeted toward final buyers(consumer
promotion), retailers and wholesalers (trade praong), business customers (business
promotion) and member of the sales force (salesef@romotions). Today, in the average
consumer packaged-goods company, sales promotamumis for 76 percent of all marketing

expenditures.(Kotler and Armstrong, 2008).
According to Jobber, (2006) reason to the grovithates promotions are:
* Increasing competition

Due to increase in competitions it is increasingdlificult to compete on quality, they are

therefore restoring to more and innovation methafdsales promotion.



» Consumers acceptance

As competition intensifies and promotions prolitetaconsumers have learnt to earn the rewards

of being smart shoppers.
» Expectation of price decrease

With the entry of many different brands of consurderable products in the same product

category, consumers anticipate that the priceamithe down. This encourages them to postpone
their purchase. To speed up the purchase in thimesat of consumers, sales promotions are an
effective and attractive method. Consumer evaltleencentives associated with their purchase

decision and are motivated to act now, rather thait for the anticipated decrease in price.
» Advertising is more expensive and less effective

All the advertising media have become quite expensales promotion is a more cost-effective

promotion method to produce sales results.
» Trade has become more power

Retailers and wholesalers have become powerfulfiaddthemselves in a position to demand
extra facilities from the companies. The channemiers demand more incentives to get the

desired result.
» Emphasis on Sales Volume

Compared to other promotional method, sales pramas a more method to generate short-term

sales volume.
* Sales Promotion Maximize Profit

A company can maximize profits by using sales proong such promotions can permit price
discrimination by allowing the brand to competéwo or more different market segments.



* Introducing an Element of Interest

Interest promotion techniques are samples, contasts sweepstakes, free premiums and mail-
in premiums these promotions create an elementtefast and excitement that customers enjoy
it.

» Excess Stocks

Because of increasing number of brands, it isdififor manufacturers and dealers to anticipate
future sales, This, at times, leads to excessivenitories, and quickest way to clear that, is to go

for sales promotion.
2.3.4. Sales Promotion and Consumer behavior

According to Blatteberg and Neslin (1990) salesywtions are action-focused marketing events
whose purpose is to have a direct on the behavithredfirm’s consumers. There are three major
types of sales promotions; consumer promotion, etrgdomotion and retail promotion.
Moreover, Brassington and Pettitt, (2000) provideedsed definition for sales promotion ‘ a
range of marketing techniques designed within atesjic marketing framework to add extra
value to a product or service over and above toemal’ offering in order to achieve specific
sales and marketing objectives. This extra valug be a short-term tactical nature or it may

part of a longer-term franchise-building program.

Sales promotion generally works on a direct behavioasis rather than effecting awareness or
attitude. Business consumers are larger than ihg@iconsumers, meaning that each business
consumers is more important to the economic sdnatf the business marketers company.
There are also few business, so each businessmersis also more important to the economic
situations of the company; unhappy consumers ciactahe business marketers business in a

noteworthy way.(Palmer.A, 2004)



2.3.5.Culture and consumer behavior

Culture has significant effect on the behavior wdividuals; the culture may have possible
impact: perception, motivation, learning and memagye, self-concept, group influence, social
class, sex roles, attitude change, decision malking;hase and post-purchase behavior. Brand
loyalty might be influenced by cultural values.(8fthan.G and Kanuk.L,2004).

Perception-is the process by which a person selects, orgaaizé interprets information. When
consumers collect information about a high-involeemservice such as a cruise, they follow a

series of steps or a hierarchy of efforts.(Kotled &Armstrong, 2005).
According to Mooji, (2004) social characteristidsconsumers are:

Culture- is the set of values, norms, attitudes and otieaningful symbols that shape human
behavior, as well as the artifacts, or productshat behavior as they are transmitted from one

generation to the next.
Sub group-is a homogenous group of people who share elerneigse to their own group.

Sub culture-is a distinct cultural group that exists as amtdimable segment within a large, more

complex society.

Reference groupss one that influences a person’s thoughts or astié-or many goods and

services references groups have an important ingragurchase behavior. A reference group
may be aspiration, membership or disactive. Anraipn group is one to which a person does
not belong but wishes to belong such as fratermptpfessional society or a social club. A
membership group i.e. one to which the person do¢svant to belong such as an unpopular

social group, school dropouts or a low achieverngeoup.

Opinion leaders-these are people to whom other consumers turndfiace and information via

face to face communication. Opinion leaders turte@ospent about a product category, social
accepted, long standing members of the communiggagious, active, and trusted and tend to
seek approval from others. Opinion leaders normiaslye an impact over a narrow range of

products, they are perceived as more credible¢barpany sponsored sources of information.



Family- family is an orderly series of stages through whiohsumer’s attitudes and behavioral

tendencies evolve, through maturity, experienceduathging income and status.

i.  Social classis a group of people who are considered neaniakiq status or community
esteem, who regularly socializes among themsele#is formally and informally and
who share behavioral norms.

ii.  Upper class-consists of the very rich and well-to-do.

iii.  Middle class middle class consumers have a much differenpeets/e on life.
iv.  The working class the working class depends heavily on relatived @smmunity for
economic and emotional support.

v. The lower class fall at or below the poverty level.



CHAPTER THREE
DATA PRESENTATION, ANALYSIS, AND INTERPRETATION

This chapter deals with data presentation, analgeid interpretation of data gathered from
guestionnaires and interviews. In order to collezdponses related with the subject under
consideration, 200 questionnaires were distribtitete filled by retailers who directly related
with the study. However, among the sample questimes distributed only 175 questionnaires
were collected that being filled out by retailereomvere willing and able to cooperate, 25 of
them were not able to fill because of unknown in@mence. Finally, interviews was made with

the manager of AL-SAM and will be dealt accordingl/part of this chapter.



Table 1: General Characteristics of the Respondents

Item Question Demographic Distribiion
Gender Frequency | Percent (%)

1 Male 102 58%
Female 78 42%
Total 175 100%
Age
18-25 30 17%

2. | 26-30 36 21%
31-36 56 33%
37-42 32 19%
Above 42 19 11%
Total 175 100%
Education Background
Grade 12 complete 01 52%

3. | Below 12 8 5%
Certificate 3¢ 22%
Diploma level 14 8%
Degree and above 23 13%

Total 175 100%
Experience in the field of the business
1-2 years 46 26%

4. | 3-5 years 83 47%
6-8 years 38 22%
9-above 8 5%
Total 175 100%




According to item 1 of table 1 in the previous pagdich indicates gender of respondents,
102(58%) of the respondents indicated that theynzake, while the remaining 73(42%) of the
respondents were female. Based on the data, masteofiluestionnaires were filled by male
respondents.

According to item 2 of table 1 in the previous pagéhich designates age category of
respondents, 30(17%) of the respondents specliegdthey are between 18-25years, 36(21%) of
them said they are between 26-30years, 56(33%h)esh tpoint out that they are between 31-
36years, 32(19%) of the respondents stated thgtatee between 37-42years, whereas the rest
said they are above 42. Based on the data indiedtede the student researcher understands that

majority of respondents age category found betv@3e86 years.

As indicated in item 3 of table 1 of the previowe, which indicates educational qualification
of respondents, 91(52%) of the respondents indicduat they are below 12, 8(5%) of them said
they are grade 12, 39(22%) of them pointed out ey have certificate, 14 (8%) of them said
they are diploma holders, while the rest 23(13%j}hef respondents pin pointed that they are
degree and above holders. From the above datautiens researcher can infer that majority of
the respondents are below grade 12.

According to item 4 of table 1 of the previous pagaich indicates respondent’s experience in
the field of the business, 8(5%) of the respondemdgated that from 1-2 years, 83(47%) of
them said from 3-5 years, 38(22%) of the resporsdenint out from 6-8 years, whereas the
remaining 46(26%) of the respondents said 9 angeabo



Table 2.Knowing customers attitude.

Item Question Number | Percent(%)
1. For what reason do you purchase from AL-
SAM plc.?
e Quality of the product 40 23%
» Reasonable selling price o1 29%
« Because of the reward 84 48%
Total 17% 100%

According to item 1 of table 2, respondents weladgheir reason for buying a product from
AL-SAM. To this end, 40(23%) said because of thaligy of the product, 51(29%) indicated
that the reasonable selling price, while the reingii84(48%) of the respondents indicated that

the reason for buying the product from the compa&nyhe reward. This implies that the

respondents were attracted by the company’s promgtiactice to buy a product.

Table 3.Sales promotion tool used by the company.

Item Question Number | Percent(%)
1. What kind of incentives does the company
offers you?
Trade allowance 31 18%
Price discount a7 27%
BOGOF 77 44%
Sales contest 11 6%
Training 9 5%
Total 175% 100¢




According to item 1 of table 3, in the previous @a81(18%) of the respondents customers

indicated that they receive trade allowance from tdompany, 47(27%) of the respondents

customers said they receive price discount 77(44ffo)them pointed that they receive

BOGOF(buy one get one free), 11(6%) of the respoisdsaid that they receive sales contest

while the remaining 9(5%) of the respondents pimigal that they receive training. Based on the

data indicated above the student researcher canthmdt the majority of the business customers

of the receive BOGOF (buy one get one free) methind, implies that the company rewards

intermediaries but mainly focused on this method.

Tabel 4. Customer responses due to the company’deapromotion practice.

ltem Question
Very good| Good | Medium |Low | Verylow | Total
Trade allowance
1. * No of respondents 77 48 50 175
» Percentage (%) 44% 27% 29% 100%
Price discount
2. * No of respondents 77 59 39 175
» Percentage (%) 44%  34% 22% 100%
BOGOF(buy one get one freg)
3. » No of respondents 153 22 175
* Percentage(%) 87% 13% 100%
Sales contest
4. * No of respondents 53 45 47 30 175
» Percentage (%) 30% 26% 27%| 17% 100%
5. | Training
* No of respondents 59 73 43 175
» Percentage 34% 41% 25% 100%




According to item 1 of table 4, respondents wereedshow much they are attracted to trade
allowance 77(44%) of respondents responses repéisdgood, 48(27%) of respondents replied
good and 50(29%) of respondents said medium, nbnespondents responses neither low nor

very low. This implies most of respondents wereaated.

According to the above findings of item 2 tablerdspondents were asked how much they are
attracted to price discount ,77(44%) of respondezgponses very high, 59(34%) of respondents
responses good and 39(22%) of respondents areetin@ining and none of respondents

responses neither low or very low.

From item 3 of table 4, respondents were askedrhaeh they are attracted to BOGOF (buy one
get one free), 153(87%) of respondents responses high and the remaining 22(13%) of
respondents responses good, the student reseamutherstands that majority of responds very
high this implies that the company’s business custs are highly attracted by BOGOF(buy one
get one free) sales promotion tool.

Regarding the above table 4 item 4, respondents asked how much they are attracted by
sales contest, 53(30%) of respondents responsgshigir, 45(26%) of respondents responses

high, 47(27%) of respondents responses mediumrengemaining 30(17%) responses low.

According to item 5 of table 4 in the previous pagspondents were asked how much they are
attracted by training, 59(34%) of respondents resps very high, 73(41%) of respondents
responses high, and the remaining 43(25%) respdmses

In general, the student researcher can infer that majority of the business customer
respondents of AL-SAM plc. are highly attractedBYGOF (buy one get one free) although the
company is using this method widely, this implidmtt the company is highly attracting
customers by offering an extra good.



Table 5.Customers response towards the company’swarding effort

Item Question No of respondents Percent(%)
1. Does the reward initiate you to buy more of thedpici?
Yes 153 87%
No 22 13%
Total 175 100%
2. If yes, what do think your feedback of the reward?
| carry new items and i stock more 57 37%
| give it more shelf space 43 28%
| persuade the buyers to buy the product 53 35%
Other 0 0
Total 175 100%
3 If AL-SAM stops giving the reward?
I will not purchase anymore 85 60%
I will still buy the product 7 27%
| don’t know what | am going to do 33 13%
Total 175 1009

According to the above table 5 of item 1, Respotglevere asked whether the company’s

reward initiated them to buy more of the comparpreduct or not, 153(87%) of respondents

indicated that they are initiated, while and theaeing 22(13%) of the respondents pin pointed

that they are not initiated. Based on the abova tfe¢ student researcher understands that the

majority of the company's business customers aigated by the company’s method of

rewarding.



Regarding to the above table 5 of item 2, respotsdemre asked their feedback about the
reward, 57 (37%) of respondents said they carryiteEws and stock more, 43(28%) respondents
said they give it more shelf space, the remainiB@5%) respondents said they persuade buyers
to buy the product. This indicates that majority@$pondents responses due to the reward carry

new items and stock more. This have a positiveigapbn for the company’s success.

According to item 3 of table 5, respondents werkedswhether they continue or stops
purchasing if the company stops offering the rew8&{60%) of respondents said they will not
purchase anymore, 57(27%) of respondents repliegt thill still by the product, the rest

33(13%) of respondents replied that they don’t kivalwat they will do. The student researcher
understands that majority of the respondents resgmthat they will not buy the product if the

company stops offering the reward.

Table 6. Collecting of feedback

Item | Question No of respondents Percentage(%o)

1.l How do you rate the company
method of collecting feedbagk

after offering the reward?

Very high 7 4%
High 21 12%
Medium 68 39%
Low 79 45%
Very low

Total 175 100%

As shown in the above table 6 of item 1, resporglevére asked the company’s method of
collecting feedback after offering a reward, 7(48byespondents replied very high, 21(12%) of
respondents responses high, 68(39%) of respondesp®nses medium while the remaining

other 79(45%) of the respondents responses veryfdowithe company’s method of collecting



feedback .The student researcher understands #jatity of the respondents responses low, this

have a negative implication for the company.

Table 7.Evaluation of the company’s sales promotiopractice.

Customers Evaluation
ltem Question Number Percent (%)
1. | How do you evaluate the value that you
receive from the company's sales
promotion?
Very good
Gooé 89 51%
Very low ” L
Total 175 100%
2. | Howdo you evaluate the company’s sdles
promotion practice compared to |ts
competitors?
Very good 38 19%
Good 23 13%
Medium 56 32%
Low 63 369
Very low
Total 175 a0

Respondents were asked to evaluate the value hlgt receive from the company’'s sales

promotion, to this end 89 (51%) of them repliedyvgood, 67(38%) of respondents responses



medium, and the remaining 19(11%) of respondengpameses low. The student researcher
understands that majority of business custometieftompany are satisfied by the value that
they receive from the company. This implies tha tompany have implemented the sales

promotion successfully.

According to item 2 of table 7, respondents werkedsto evaluate the company’s sales
promotion practice compared to its competitors les tend, 33(19%) of the respondents
responses very good, 23(13%) of respondents respguod, 56(32%) of respondents responses
medium while the remaining 63(36%) of the respotsieesponses low. This indicates that the
respondents were less attracted by the companiés gaomotion practice compared to it's

competitors.

Table 8. Suggesting customers

Item Item No of respondents Percentage(%)

1. |How often do you suggest the
company’s product when your
customer’'s ask for a product |n

your outlet?

Very often 6} 38%
Often 78 459
Average D 0
Sometimes 30 17%
Rarely

Total 175 100%

Regarding the table 8 item 1, customers were ask®d often they suggest the company’s
product when their customers ask for a produdbéirtout let, 67(38%) of respondents responses
very often, 78(45%) of the respondents responses,080(17%) of the respondents responses
sometimes, none of the customers responses avenagerarely. The student researcher

understands that most of respondents responsas, tifis implies business customers of the



company often recall a product when their custorasks, this implies that the company already

made a strong relationship with its business custem
Analysis of responses gathered from open ended qtiess

Q.What is your reason to buy a product from AL-SAM PLC after the sales promotion

over?

Sometimes sales promotions are good public-relatigghicles, and can generate interest and
return customers. They may be able to add to cuestdirand awareness at a lower cost than
other promotional means. In this case the goabisadditional profits but rather additional sales
over the long term, as more customers become familith the advantages of the particular
brand. Customers surveys to determine brand faityliaefore and after the sales promotion

give an accurate evaluation of the immediate sgcotthe promotion.

In the longer term through, the measure of sucoess be continued higher sales. Such sales
increases should already appear following the gal@siotion, and a continued evaluation of the
level of sales will give a good indication of theceess of the promotion as far as a brand
awareness is concerned, the respondents replieththanain reason to buy a product from the
company after the sales promotion over is thathef company’s high brand awareness and

preference.
Q. What kind of product do you purchase from the conpany?
Generally, retailers of the company use productsiwigive category

1) Food items
2) Sanitary Products-
3) Household.
4) Stationary Goods

5) Local Products



Q.What do you think is your main reason that affec$ your perception about the company’s

sales promotion?

As respondents responses that they think the ptadayg be nearly expired products or expired,
the other is price sensitivity this means that whiem sales promotion over, and the retailers
starts to buy the product within the actual priteéhés time it feels like for them buying with

expensive price.
Q. If you have any comment towards the company sad¢ promotion practice?

Customer’'srespondent’s responses that the salesofiom by itself needs care and the time is
adjusted because sales promotion gave incentivceaddhitional product this is good but not all
customers accept this one. May be doubt this ptodudefect or expired so the company
perform for the effectiveness of sales promotigst fivill show the quality of the product and
announce widely the main aim of this for retaintoosers the products not detect or expired so

everybody purchase it like this sentence announdeetain customers.

Analysis of Responses Gathered From the Manager

Q.What kind of Sales Promotion strategy does your copany use?

As per the interview held with the manager of ALASALC in Addis Ababa, first he said that

sales promotion aims directly at inducing purchaserbuy a product. It involves coupons, price
off, free samples, special package, demonstratr@h raoney refund offers. Sales promotion
activities are designed to encourage consumersraders to sell the product.

The manager responses for the question that thpammyruses both pull and push strategies, the
company uses push strategy by using the sales &mddrade promotion to push the product
through channels. The producer promotes the pradusholesalers, the wholesalers promote to

retailers and the retailers promote to consumer.

The second one is pull strategy, this strategypsoaotion strategy that calls for spending a lot
on advertising and consumer promotion to build wmscmer demand. If the strategy is

successful consumers will ask their retailer far pinoduct, the retailers will ask the wholesalers,



and the wholesalers will ask the producers or namtufers. Because of confrontation the

company only focuses on traders.

Q. What kind of Sales Promotion tools does your copany use to push its products through

intermediaries?

As the manager response the company rewards irderies to build high brand awareness the
company uses trade promotion, like BOGOF(buy one oye free), trade allowance, sales
contests, training, coupons, rebates but mostlyctapany is successful by implementing
BOGOF tool.

Q. How do you measure the effects of Sales Promati®

The marketing manager replied that measuring tfeetedf a sales promotion is relatively easy

but requires careful analysis of sales data bedoik after the promotion, he said there is also
need to keep track of what of that other marketind communication efforts and funds the firm

is undertaking at the same time as the sales promdiecause sales promotion deal in tangible
things such as, cash refunds, rebates. To knowfthets, count those and see how many sales
were results of those promotions, next compareetlsages figures to those the company had
before the promotion to see if the promotion rexiiin increased sales. To understand the true
effect of the promotion keep other media expendgwand types the same during the promotion

as before.
Q. What is your sales promotion objective?

He replied that the proliferation of brands in desumer market, there is fierce competitive for
shelf space, sales promotion can help a firm gdtral distribution and shelf space traders need
a reason to ‘choose’ one brand over the other vithemmes to allocating shelf space, the other
objective is encourage wholesaler and retailer riteioin large quantities, thus shifting the
inventory burden to the channel and giving themelissiof economics of scale, at least retailers
increase traffic through sales promotion or eveAtpromotion that generates a lot of interest

within a target audience can drive consumers tol retitlets.



Q. How do you set the sales promotion budget?

He replied that, setting sales promotion budgetiireq for new products they set high budget
and for mature brands lower budget, they implenadjéective-and-task method the company
sets its promotion budget based on what it wansctmmplish with promotion, he underlined
that this budgeting method entails i) defining sfi@@romotion objectives, ii) determining the
tasks needed to achieve these objectives andstitating the costs of performing these tasks.
He said the sum of these costs is proposed prombtidget. But he said the company have low

sales promotion budget.



CHAPTER FOUR

SUMMARY, CONCLUSION AND RECOMMENDATION

This chapter is the last part of the study , the af this study is to assess the sales promotion
practice of AL-SAM Private limited company. To aagglish this study some basic questions

were raised, related literature were reviewed veeieinterview areas conducted, and more over
150 questionnaires were distributed to busineswomess as well. The data were presented and
analyzed qualitatively and quantitatively. Based tba analysis and findings, the following

summaries were prepared, conclusions are drawnegndhmendations were warmly forwarded.

4.1. Summary of the major findings:

* AL-SAM private limited company’s majority customewgere male 102(58%) and the
rest respondents 73(42%) were female. The partioipaof male respondents were
higher than the female respondents. Due to the cagegory,56(33%) majority of
respondents were from 31-36.

» Along with educational status, majority of respoms$e91(52%) were below 12, while 8
(5%) of the customers are 12 grade completed. inkisates that majority customers of
the company were below 12.

» According to the experience in the field of theibass, majority of respondents 83(47%)
were from 3-5 whereas,8(5%) were from 9 years dwvait. So this indicates most of
retailers of the company’s experienced in the kessrfor 3 and 5 years.

* Majority of the customer’'s 153(87%) select BOGOR(lmne get one free) as the most
attractive method, whereas, minority of custome3§45%) select sales contest. This
indicates that most of the customers are highlgregted in BOGOF(buy one get one
free) method.

» Majority of respondents 153(87%), responses thatélward initiated them to buy more
of the company’s products, whereas, 22(13%) ofaedents responses that the reward
did not initiated them to buy the product this ireplthat the company’s customers are
highly initiated by the reward.

» 53(35%) of respondents responses, because oéwerd i persuade the buyers to buy

the product whereas, 43(28%) of respondents respaifiey give it more shelf space.



4.2.

This implies that majority of the business cust@nare initiated by the company’s
offering method and persuade buyers to buy theymtodat this point we can see that
sales promotion have a an influential power in bes$ customers mind.
Regarding the question if AL-SAM stops giving thewvard, 85(60% of respondents
responses that they will still buy the product w8B(13%) of respondents responses that
they will not buy anymore.
Regarding the question, how do you evaluate theievdhat you receive from the
company'’s sales promotion? Majority of respond@&&1%) responses good whereas,
19(11%) low.
Majority of customers’ 63(36%) responses low widgard to the question howdo you
evaluate the company’s sales promotion practicepaped to its competitors? While
23(13%) responses low.
According to the rate of the company’s method dfecting feedback after offering the
reward majority of respondents 79(45%) low, whilenanity respondents 7(4%) said
very low.
Based on the question that how often they sugdestcompany’s product when their
customer’s ask for a product in their outlet? Miyoof them 67(38%) said very often,
whereas 30(17%) responses sometimes.

CONCLUSIONS

Based on the analysis of the data collected frofferdnt respondents and the aforementioned

major finding of research the following conclusiars drawn:

From the above findings we can say that BOGOFasntlost attractive sales promotion
method for the business customers the companydsddfering this tool widely, due to
this it is obvious that the company is highly attiag customers.

Based on majority of respondents respond, theyhaylely initiated by the company’s
method of rewarding them, this indicates that sssftg# implementation of sales
promotion makes the company more profit able asd hélps its customers to choose the
product.

From the report its understandable that the compeeyg sales promotion tools to push
its products through intermediaries.



4.3.

Regarding the reason why customers buy a prodoot #L-SAM PlIc after the sales
promotion over majority of themreplied that the g@ny’s is not only offering them but
also helps them to have a high brand awarenesprafetence in their mind.
Due to the manager’'s answer company has lessed pedmotion budget.
The company mainly focuses on push strategy.
According to the survey the company’s method ofeabing feedback after the reward
offered is low.
Due to the report, factors affecting the custonpenseption about the company’s sales
promotion practice is that they think it will be pgred or nearly expired, and price
sensitivity.

RECCOMENDATION
Because of the company is acting complacent witkiproducts mainly focus to push
its products through intermediaries but only rewagdhem is not enough for a company
to be successful, so the company must not sit dawechwatch till other company’s get
over them by attracting customers buy using puditegy.
The company should implement appropriate sales gtiomal budget because it is
through a proper sales promotion budget that thepemy will get an attractive sales.
The company should often make a survey or a mawketisearch to know the business
customers feedback of their reward after offerihngm, because this helps them to
analyze their weakness and strength.
The company should check whether the expected deisadirectly given to the retail
customers.
The company should implement an attractive salesnption method to have a high
competitive advantage from the competitors, by roffe customers attractive sales
promotion tools that the competitors don’t have.
Finally, the company should create high awarene#lset customers that the products are

not nearly expired.
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Appendix- A
ST.MARY’S UNIVERSITY COLLEGE
BUSINESS FACULTY
DEPARTEMENT OF MARKETING MANAGEMENT
Questionnaires to be filled by the Trader (Retailey of AL-SAM Private

Limited Company

This questionnaire is prepared by St.Mary’s Uniigr€ollege undergraduate degree student in
Marketing Management. It's aimed to understand tustomer’'s response regarding the
company'’s sales promotional practice. The purpdski® questionnaire is to collect data which

is relevant and important to get complete resuthefresearch paper.

Thank you in advance for your consideration andhdjpe your valuable time to fill out this
guestionnaire.
Notice:

* You are not requested to write your name.

» Please ticky) for your choice in the space provided.

Part | :General Characteristics

1. Gender
a. Mald_l b. Femald

2. Age
a. 18-24 lc. 31-36 [le. Above 42[]
b. 26-3d_] d.37-42 [

3. Education background

a. Complete 12 [lc. Certificaté_]
b. Below 12 Cld, diploma level [e. Degree and abovel



4. Experience in the field of your business

a. 1-2 years [ b. 3-5 yealslc. 6-8 yeard 1d. 9-aboved_]

Part II: The following questions are related to theSales promotional practice
5. What is your reason for purchasing a product froendompany?
a. Quality of the product [] c. because of the rewhrh

b. Reasonable selling pridel

6. What kind of incentives does the company use th tggproducts?

a. Trade allowancel ] d. sales contest [
b. Price discount [ le. BOGOF []
c. Training ]

7. Among the question below , point out the most ativa sales promotion tool.

Description Very good Good Medium Low yéow

Trade allowance

Price discount

BOGOF

Sales contest

Training

8. Does the reward initiate you to buy more of the pany’s product?
a. Yes [] b. No[]
9. If yes, what do you think your feedback of the redfa

a. | carry new items and i stock more L]

b. 1 give it more shelf space ]



c. | persuade the buyers to buy the prodldt
10.How do you evaluate the value that you receive ftoencompany’s sales promotion?

a. Verygood L[] c. NeutrdLle. Very low []
b. Good [d. Lowl]

11. How do you evaluate the company’s sales promgiractice compared to its

competitors?
a. Very goodl]c. Medium Lle. Very low []
b. Good [ld. Low [
12. Do you buy a product when the sales promotionver
a. Yes L] b.No [l

13.1f yes, what is your reason?

14.1f AL-SAM PLC stops giving the reward:
a. | will not purchase anymore[]
b. 1 will still buy the product [

c. |l don’t know what i am going to dd ]

15.What do you think the main factors that affect yparception about the company’s sales

promotion ?

16.How do you rate the company’s method of collecohfeedback after offering the

reward?

a. Very high] Cow []
b. High [d. Very low[]



17.What kind of product do you purchase from the camy?

18.Do you recall the company’s product whenever yastamers ask for a product in your

outlet?
a. Yes [b. Nol]

19.1f you have any comment towards the sales promgdrantice of the company?
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Appendix-3
ST.MARY’S UNIVERSITY COLLEGE
BUSINESS FACULTY
DEPARTEMENT OF MARKETING MANAGEMENT

Interview held with interview checklist of the Marketing Manager of ALSAM



Private Limited Company

| am a student in the Business Faculty at St.Makyrsversity College. | am carrying out

research of sales promotion in the case of youmpemm

Your genuine and current views are very importantthe success of the research. Therefore,
you are politely asked to express your opinions arperience as openly as possible. This
information that you provide will be treated forethresearch purpose only and with full

confidence.

The outcome of this interview is intended to supparesearch report to the partial fulfillment of
the Degree of Art in the field of Marketing Managam

Thank you, in advance for giving me your valuedetiand energy to answer the interview with

me.

What kind of Sales Promotion strategy does yourpzomyg use?
What kind of Sales Promotion tools does your compese?

How do you measure the effects of Sales Promotigiour company?

A 0N PF

What is the reaction/feedback/response of the basioustomers towards the company’s
Sales Promotion practice?

How do you motivate and reward your intermediaaied how often you do this?

For how long time does your company gives SalemBtion?

What is your Sales Promotion objective?

How do you evaluate the effectiveness of your SRfesnotion practice?

© © N o 0

How do you set the Sales Promotion budget?
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