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Abstract : Promotion is indispensible and inestimable property of marketing through which different organizations persuade
their prospective customers. The idea of passing information about a product to the consumer at outside the world is known as
promotional activities. A study was determined whether there was relationship between promotional mix and consumer buying
decision, that is may be customers were influenced by promotion. It was investigated to determine whether promotion can be
used to influence competitors’ activities in the market and also research was conducted to determine if there was any problem
encountered by Nigeria bottling company plc, in promoting its beverages products. The various forms of promotional mix
available for an organization were examined and recommended the appropriate promotional mix that company can adopt to
boost the company sales. The research design was depended on the primary and secondary data. The primary data were
information collected from the subjects using methods of data collection, that is through the use of questionnaire, interview,
direct observation, etc. The secondary data consist of information that already exists having been collected for another purpose
by some researchers. These include internal and external sources. The questionnaire was designed and administered to the
staff of production and marketing department of Nigeria bottling company plc., which served as the population of this study,
out of which sample was drawn randomly from the population, using sample random technique. It was deduced that 90% of the
respondents opined that advertising influenced competition in the market and that there was a good sale after they started
advert while 10% of them were not sure. At advertising level, 85% of the respondents chose 81-100% as the increase in the
percentage recorded in their sales level, while 10% of them agreed that increase in the percentage recorded in their sales was
within 61-80% and 5% of them chose 45-60% as the percentage increase in their sales record. Due to unstable economic
condition of the Nigeria, many business organizations adopted the promotional strategies. Apart from advertising, it was
discovered through research that sales promotion served as an incentive to consumers of Nigeria bottling company plc at a
time offer gifts and prizes to consumers which drastically increased their level of sales. Since advertising and sales promotion
increased the level of sales, more money should be allocated for this purpose to maintain market share and thereby increase
profit.
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