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ABSTRACT 

This study was conducted to find out how the Tobacco Industry in Nigeria can use 

Sales promotion effectively to stimulate sales volume. 

The Nigerian Tobacco Company was selected as a case study. 

The main instrument of data collection was the questionnaire. Two sets of which 

were designed for the purpose of the study. One set of questionnaires were 

administered on consumers while the second set were administered on marketing 

and sales personnel of NTC Zaria. 

Major findings of the study include the following: 

;i) Sales promotion is very necessary for stimulating short term sales volume. 

b) Sales promotion does not create brand loyalty. 

c) It does not lead consumers to adopt the promoted product. 

d) The most effective sales promotion technique is the one that offers cash prizes. 

Another important finding is that the most effective medium to use for sales 

promotion activities is the television. 
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CHAPTER ONE 

1.0 INTRODUCTION 

Where there are savings and more value for money, customers are attracted. The essence of sales 

promotion is hinged on the above. That is, companies facing teething competition and declining 

sales will use sales promotion more aggressively in showing customers ways to save money and 

gain value in the market place. 

2 

Busch and Houston have noted the increased importance of sales promotion. Strang3 believes 

that the aggregate annual expenditures on sales promotion exceed those for advertising, and are 

increasing at a greater rate as well. 

In Nigeria, sales promotion activities have increased in recent years. Several factors can be said to 

be responsible for this recent growth. The fact that most products are in the maturity stages of 

their Product Life cycle (PEC) is a major factor. Others include : 

a)The acceptance of sales promotion by top management as an effective means of stimulating 

sales. 

b)More product managers have become qualified to use sales promotional tools. 

c)They are also under greater pressure to obtain quick sales response. 

Kotlcr4 identified the following external factors as those also contributory to increased use of sales 

promotion: 

a) Brands have increased in number. 

b) Competitors have become more promotion minded. 

c) Inflation and recession have made customers deal oriented. 

d) Trade pressure for more manufacturer 's deals has grown and 

e) There is a belief that advertising efficiency has declined because of costs, media clutter and 

government control. 

1 Ref. Philip Kotlcr page 526 
Busch and Houston page 629 
Robert A. Strang pages 5-124 

4 Marketing Definitions - Am. Marketing Ass. page 21 
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1.2 OBJECTIVE OF THE STUDY 

Generally, this study is designed to find out how NTC can use sales promotion to attract and 

maintain customers. Specifically, the study aims to fulfil the following objectives. 

1) The relevance of sales promotion to channel members. 

2) The relevant sales promotion tools available at each level of (he distribution channel. 

3) The importance of sales promotion to consumers. 

4) To find out if sales promotion has influence at all levels of the distribution channel. 

1.3 SIGNIFICANCE OF THE STUDY 

Nothing will be more significant than for NTC realising that it can use sales promotion as an 

instrument of attracting and maintaining customers. 

This study will reveal the appropriate tools that are relevant at each stage of customer groupings. 

This will not only sharpen the marketing effort of NTC, but will go a long way to cut cost and 

eliminate the usual waste associated with a situation of trial and error. Other companies, 

especially those in the tobacco industry will benefit from these findings. 

1.4 SCOPE AND LIMITATION OF THE STUDY 

This study, while having an eye on the Tobacco Industry in the country will be restricted to the 

Nigerian Tobacco Company. The area under investigation will also be confined to how NTC can 

effectively use sales promotion to create and maintain customers. 

A study such as this will normally require a lot of time and money to complete. However, the time 

limit set for the completion of this project has been a major limitation in this regard. 

1.5 RESEARCH METHODOLOGY 

The study uses the sample survey method of data collection. Primary data will be collected 

through the administration of questionnaires on customers and marketing and sales personnel of 

NTC. However secondary data will be collected from relevant available literature and 

publications. 
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consumer to the product. 

2) Incentive- They incorporate some concession, inducement, or contribution designed to 

represent value to the receiver. 

3) Invitation- They include a distinct invitation to engage in the transaction now. 

Sellers who adopt incentive promotion do so to attract non-brand users to try the brand and/or to 

reward brand royal users for their loyalty. "Since both types of period, both purposes arc served, 

although the primary purpose is always to attract the non brand users to the brand." Two types 

of non-brand users are identifiable, -namely those who are loyal to other brands and those who arc 

normal brand switches. Incentive promotions arc actually directed at brand switches. 

This is so because the brand loyal notice or act on the promotion. Kotlcr 22 further believes that 

incentive promtions used in markets of high brand similarity produce a high sales response in the 

short run but little permanent gain. In Markets of high brand dissimilarity, incentive promotions 

are more likely to permanently after Market shares." 

"Incentive promotion essentially offer something extra to the customer and therefore attract the 

more price-conscious or premium-conscious customers. The extent to which the offer will be 

taken advantage of vacies with the type of production, size of the incentive, ease of acting or the 

23 
offer, and amount of advertising annoucing of the offer." 

.24 

2.8 IMPORTANCE OF SALES PROMOTION 

Sales promotion activities act as incentive to greater efforts. John Ward*"* has this to sasy in this 

regard: 

Even since the day that Adam was given one apple free, since the traveling saleman in old England 

gave a free toothpick with his elixir of life, to present day when the world is full of such aids to 

Ref: I BID 
Mill) page 528 
IBID 
John Ward, profitable Product Management, page 250 
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2.12 TECHNIQUES OR TOOLS OF SALES PROMOTION 

A wide range of sales promotion tools are available. These tools may be sub-classified into items 

forconsumer promotions (e.g samples, coupons, money refund offers,price-offs, premiums, 

contests, trading stamps, demonstrations). The items for trade promotion include: buying 

allowances, free ( 

goods, cooperative advertising, push-money and dealers sales contests).Those for salesforce 

promotions are bonuses, contests and sale rallies. 

Some of the major items are discussed below : 

a) CONSUMER PROMOTIONAL TOOLS 

i) Sampling 

"Is a free distribution of an item in an attempt to obtain consumer acceptance". The offer is 

usually a miniature size of the product and is expected to last a much shorter time than regular 

package. This may be distributed on a door-to-door basis, by mail,via demonstrations or 

processions, or insertioninto packages containing other products. It is especially useful in 

introducing a new product. The provision of a free sample can break through the noise level and 

stimulate a higher rate of trial than can other promotional efforts. Note, that unless the trails 

translate into repurchase the sampling promotion cannot be deemed a succeess. 

Sampling is most effective when the key product attributes that set the new product apart from its 

competitors arc difficult to describe adequately in or visual media. Scent, taste, consistency, 

balanceand the like are selling points which can be effectively communicated by sampling. 

Therefore, sample distributionis wise, if there are real and demonstrable produt benefits. The 

intend of course, is to build a degree of consumer interest and loyalty. 

Consumer sampling is an effective but rather costly means of introducing a new product. As a 

result of this, research is recommended prior to the launching of a full-scale effort. 

Information as to the proper size of the sample, the most effective means of distribution, and so 

forth , are some of the things to look out for. When used as part of a co-ordinated promotional 







* 
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iv) Sales Contests 

These are arranged for distributors, retailers and salesmen, and desired to stimulate and motivate 

them to greater performance.Prizes awarded may be cash or non-cash, but must be attractive 

enough to induce participation by all sellers. 

2.13 OTHER SALES PROMOTIONAL TECHNIQUES 

a) Exhibitions as Promotional Tool 

A firm may participate in a trade-fair and set up a stand to promote its product. A stand can be 

used as a sales springboard for immediate orders; for enquiries that will later lead to business, and 

a unique opportunity for meeting both customers and consumers face-to-face in both a social and 

business setting. A stand also offers a site where research and promotion can function 

simultaneously side by side. 

Samples of the company's products are diplayed and some of them, as well as descriptive literture 

are handedout to equiring visitors. Orders may be taken from customers, but the emphasis is on 

stimulating interest amond potential buyers. Of course, it is expected that follow up business will 

materialise from the exhibition. 

b) Shows Sports and Sponsorship 

Shows featuring consumer products both inform potential customers and stimulate buyer's 

interests. 

Sports contests may be sponsored by the firm. In return for the publicity received, the fimr 

contributes financially or otherwise to the holding of sporting event. 

Many companies which donnot engage in elaborate sales promotion , at least give away desks pad, 

calendars and other gift items with their company's logo imprinted on them to their customers. 

2.14 S E L E C T I O N O F S A L E S - P R O M O T I O N T O O L S 









24 

or in their travels, but when the time for buying arrives, the impact of the advertisement may be 

have worn-off (or the prospect may not have seen the advertisement). However, sales promotion 

devices at the point of purchase inform, or otherwise stimulate the buyer's interest. People who see 

the promotional devices make excellent prospects. 

Sales promotion's insistent presence is one of its distinct qualities. Many sales-promotion tools have 

an attention getting, sometimes urgent quality that can break through habits of buyers of a chance 

that they won' t have again to get something special. This to the economy minded. 

WEAKNESSES: 

Some sales promotion tools suggest that the seller is anxious for the sale. If they are used too 

frequently or carelessly, they may lead buyers to wonder whether the brand is desirable or 

reasonably priced; which is demeaning the product. Sales promotion activities therefore, "are least 

effective where promotion are already a way of life and on product categories subjected to intense 

34 
promotion by competition 

Philip Kotler points out that when a brand is on deal too much of the time, the dealing dilutes the 

brand image and the consumer begins to think of it as a cheap brand. He suggests that, no one 

knows when this happens but probably, there is a risk to putting a well - know brand on deal more 

than 30 percent of the time. 

Furthermore, that dominant brands should use dealing infrequently, since most of it only gives a 

subsidy to current users. 

34 Ref: R.O. Okumuyide page 22 
38 Kotler page 528 
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Consequently all locally grown tobacco is produced by independent small-scale fanners who sell 

their crops to cigarette manufacturers. The latter supply the farmers with free seeds and subsidised 

in-puts, such as fertilizers and agricultural chemicals. Other benefits extended to farmers include 

free extention services, easy credit, fair prices and a guaranteed market for their tobacco crop. 

3.2 PARTICIPANTS IN THE TOBACCO INDUSTRY. 

The study by NISER identifies three main groups that make-up the Tobacco Industry in Nigeria. 

These are: 

i) The farmers who produce over 9 6 % of the Industry's tobacco requirement. The remaining 4% 

is imported for the purpose of blending only and cannot be produced under Nigerian conditions, 

ii) The manufacturers who convert the tobacco into cigarettes. Two companies manufacturing 

cigarettes in Nigeria namely, Nigerian Tobacco Company PLC and International Tobacco 

Company, 

iii) The distributors and retailers, independent business men and women who form the link 

between 

the manufacturers and consumers. Their activity extend to every town and village in Nigeria. 

Outside these three groups are support industries such as advertising, transportation, energy, 

manufacturers of printed packaging materials, adhesives, paper, building maintenance and farm 

machinery manufacture. There are also the shareholders. A total of 49210 shareholders are in 

Nigeria. 

FARMERS. 

There are 25098 tobacco farmers in Nigeria. These farmers have 150588 dependents who assist 

with the farm work; and jointly derive their livelihood from proceeds of the sale of the tobacco 

crop. 

A total of 10166 hectares of farm land was cultivated by these farmers in 1985, producing 

11573tonncs of tobacco for which they were paid N17.79milIion. 



33 

MANUFACTURERS 

The industry's two cigarette factories, owned and operated by NTC at Zaria and [TC at Ilorin, 

between them give full-time emplyment for 2,920 persons, and casual and seasonal emplyment tor 

another 3,000. These have dependents numbering about 30,000. 

The manufacturers provide contributions to employees' pension schemes. The funds generated by 

these contributions arc invested in companies and institutions which in turn form an integral part 

of the Nigerian economy. 

In addition, indirect employment is given to thousands of others in support industries and services. 

DISTRIBUTORS AND RETAILERS 

The disribution of tobacco products in Nigeria is entirely in the hands of independent Nigerian 

business men and women who are the suppliers to the retail trade in their areas. A total of 98 

distributors with an annual turnover of over N140million are in the business. 

There are also about 1705838 wholesalers and retailers who participate in the chain.These 

middlemen received a total income of N 185.9million in 1985. 

3.3 FUNCTIONS AND OBJECTIVES OF N I C 

The company has the following objectives: 

1. To manufacture their products to suit the customers taste, quality expectation and 

standard. 

2. Profit generation to help in industrilisation and expansion exercise; more dividends 

to share holders. 

3. Privision of good working conditions for its emplyees with maximum job 

satisfaction. 

4. Ensure the lull utilisation ot human and financial resources 










































