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IMPACT OF SALES PROMOTION STRATEGIES ON SALES PERFORMANCE OF PHARMACEUTICAL FIRM IN LAGOS AND OGUN STATES, NIGERIA                                       
                                       		M. O. Oladejo, J. O. Onigbinde, and O. G. Oyegbami 
Abstract: This study investigates the impact of sales promotion strategies on the sales performance of pharmaceutical firms in Lagos and Ogun States, Nigeria. A descriptive survey research design was employed, with data collected via a structured questionnaire administered to 192 staff members selected through a multi-stage sampling technique from 32 randomly selected pharmaceutical firms. The data were analyzed using both descriptive and inferential statistics, with multiple regression analysis employed to test the hypothesis. The findings reveal a strong positive relationship between sales promotion methods and sales performance (R = 0.862, R² = 0.726), indicating that the promotional strategies explain 72.6% of the variance in sales performance. Specifically, discount rates, discount offers, and free samples and bonuses were found to have a significant positive impact on sales. In contrast, demonstrations, loyalty programs, and premium promotions showed no significant effect. Surprisingly, innovation and social media shows had a statistically significant negative relationship with sales performance, suggesting a potential misalignment with the target market or ineffective execution in this context. The study concludes that while sales promotions are potent tools for driving sales performance in the Nigerian pharmaceutical industry, their effectiveness is highly dependent on the type of promotion used. The study recommends that firms conduct regular market research, tailor promotions to specific customer segments, and continuously evaluate campaign effectiveness.
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Introduction 
Every business aims primarily to attain growth and increase profits. To achieve this, organisations work to draw in as many clients as possible to their offerings. One reliable approach to doing this is through the use of strategic and carefully developed promotional methods. These methods are central to marketing functions because they help firms build visibility and stir up interest in their goods or services. For example, Ezenyilimba et al. (2019) studied how promotional tools influence customer engagement with alcoholic drink brands, concluding that tactics such as pricing strategies, packaging, competitions, and vouchers had a strong impact on consumer participation.

Several studies on sales promotion have largely concentrated on how promotional tools influence consumer behaviour, especially in contexts outside Nigeria (Karthikeyan and Panchanatham, 2020; Alam and Faruqui, 2019; Yin et al., 2019). Much of the earlier research has also focused on product-specific outcomes such as brand equity and customer loyalty (Joseph et al., 2020; Peng et al., 2019). This study builds on that foundation by exploring not only the immediate effects but also the long-term viability of sales promotion methods in improving overall sales performance.

The increasing use of social media and other digital platforms has introduced new dynamics into sales promotion. Digital channels support a multi-faceted approach that includes self- promotional tools, user-generated reviews, price discounts, loyalty schemes, drop-shipping incentives, and promotions aimed at resellers (Valos et al., 2016). Researchers have shown that promotional activities on social platforms can influence brand equity (Prasad et al., 2022) and enhance customer engagement (Jung et al., 2021). Sales promotions tend to deliver both hedonic and utilitarian benefits. Monetary incentives usually trigger utilitarian responses, while non-monetary incentives appeal to emotional and experiential aspects such as pleasure and self-worth (Chandon et al., 2000).
Non-monetary incentives, in particular, have been found to enhance emotional engagement with a brand and build stronger associations, leading to higher brand equity (Montaner and Pina, 2008; Palazón-Vidal and Delgado-Ballester, 2005). Brand image, which represents the mental associations consumers form around a brand, is significantly shaped by social media communications (Bruhn et al., 2012). However, monetary promotions on digital platforms may sometimes harm brand image (Montaner et al., 2007). Research in sectors such as tourism has further demonstrated that online promotions can influence customer loyalty and repeat purchase behaviour, especially when the information is clear and trustworthy (Godey et al., 2016; Maggon and Chaudhry, 2015; Melania and Ellyawati, 2018). The positive impact of social media on destination marketing and heritage promotion has also been confirmed (Azazz, 2018).

Despite these broad insights, there is limited research that specifically examines how different forms of sales promotion affect the sales performance of pharmaceutical products in Nigeria. Scholars argue that various types of sales promotions generate different customer responses (Hendel and Nevo, 2020; Kiir, 2024). Furthermore, most of the existing literature is based on studies conducted in Western countries where cultural settings are significantly different from those in developing nations like Nigeria. Promotional strategies often vary by region and industry. For instance, Kiir (2024) studied Melcom products in Ghana; Kinoti et al. (2019) investigated sales promotions in the insurance sector; Kadiri (2024) examined the telecommunications industry in Nigeria; and Nadube et al. (2020) focused on fast-moving consumer goods in Rivers State. These studies underscore the importance of contextualising promotional strategies to industry-specific and cultural realities. Therefore, this study aims to address the gap by investigating the types of sales promotion adopted by pharmaceutical firms in Nigeria and how these influence customer patronage.

The focus of this study is to examine the relationship between sales promotion methods being used by pharmaceutical products firms and their impact on sales performance. The study covers promotional strategies of pharmaceutical products firms with offices in Lagos and Ogun states, Nigeria. The independent variables shall be the sales promotion methods identified in the literature including rebates, discounts, premium, demonstration and innovative publicity. The only dependent variable shall be sales performance proxied by customers sales response and patronage. The study was limited to responses from selected pharmaceutical products firms located in Lagos and Ogun States, Nigeria.

Literature Review
Similarly, Abdul Majeed and Haseena (2015) explored promotional activities aimed at end users by either producers or sellers and discovered that such techniques alone do not necessarily foster brand loyalty if the brand does not deliver meaningful value to the customer. Despite this, these promotional methods remain valuable tools for informing potential users about a brand by highlighting its distinct features and advantages.
A different study by Awoniyi, Olufayo, Oyekunle, and Osanyintolu (2021) confirmed that consumer-targeted sales techniques, including rebates, bonuses, and price reductions, significantly influence customer behaviour in the pharmaceutical sector. These measures were effective in increasing purchase decisions in that industry. The academic literature also highlights other promotional tools such as digital and online sales campaigns and customer reward systems. Furthermore, Pembi, Fudamu, and Adamu (2021) evaluated how these strategies affect company success in the Nigerian context. Their research revealed that promotional efforts contributed significantly to enhanced performance outcomes for firms. They found a strong correlation between promotional practices and improved sales outcomes in the insurance industry, though they noted that public relations, on its own, did not contribute meaningfully to individual sales figures.
Amoako-Kwakye (2021) noted a growing interest among companies in finding powerful marketing approaches that help them win and keep consumers. In line with this, Kadiri (2024) and Kiir (2024) both identified consumer-focused promotional tactics as one of the preferred methods employed by businesses. Supporting this, Gedenk and Neslin (2020) portrayed sales promotion as a form of targeted messaging aimed at increasing purchases. They outlined an extensive set of tools such as product trials, discount vouchers, money-back
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offers, bundled pricing, reward gifts, prize competitions, loyalty incentives, branded giveaways, in-store campaigns, dealer incentives like stock bonuses, display allowances, performance bonuses, and retailer-focused competitions (Mela, George, and Lehmann, 2017), all designed to drive short-term consumer response (Acquaye, 2021).
According to Kotler (2001), promotion refers to every activity a firm undertakes to communicate the benefits of its offerings to its intended market. This includes advertising, public relations, and sales-related tactics. Within this broader group, sales promotion refers to those initiatives that don’t clearly fall into other parts of the promotional mix. In today’s competitive market space, Ezenyilimba et al. (2019) described sales promotion as having three key arms: consumer promotions, trade incentives, and employee-directed programs, all capable of swaying consumer preferences and boosting sales volume.
A promotional strategy defines how businesses utilise tools within the marketing communications toolkit. These include adverts, incentives, direct engagement, interpersonal selling, and corporate image-building efforts. The aim is to strengthen brand visibility and improve how the business connects with its market. While some global companies maintain a uniform brand name worldwide, others retain region-specific labels for cultural or historical reasons. Rebranding such names could lead to losing loyal customers. In these cases, businesses may prefer to create consistent promotional content rooted in market research, especially where global audiences share common needs. When similar drivers of consumer behaviour are found, a unified message can be crafted to reflect those shared values and needs.
The research by Aremu and Lawal (2012) found a strong relationship between strategic marketing and company growth, showing that well-executed marketing can improve profit margins. It reinforced the importance of marketing tools and competencies in driving commercial success. While the components of promotional strategy have been widely studied, researchers have reported different outcomes regarding their effect on company results. Santhosh (2018), for instance, found that these elements were particularly influential in shaping consumer preferences and actions.
The pharmaceutical industry has become a critical and fast-growing part of Nigeria’s economy. It is one of the more dynamic sectors due to the essential nature of healthcare products, which are always in demand. This makes the industry both highly profitable and easier to monitor in terms of market activity. Because access to medicines affects the country’s health and development, pharmaceutical firms hold a unique place in society. Although studies like those by Awoniyi et al. (2021) and Pembi et al. (2021) have explored consumer promotions, most focus on developed countries. African settings remain underexplored. This study therefore seeks to investigate the promotional practices of pharmaceutical firms in Nigeria and their effect on attracting customers.

Promotion and promotional mix
Promotion refers to the deliberate coordination of all efforts initiated by a seller to create communication channels aimed at informing, persuading, and motivating the target audience to purchase a product, service, or adopt an idea. Although certain aspects of communication happen implicitly through the broader marketing mix, a significant portion of a company's interaction with its market is the result of a structured and carefully managed promotional strategy (Belch and Belch, 2009). Traditionally, the promotional mix was composed of four core elements: advertising, sales promotion, publicity, and personal selling, along with exhibitions and trade shows. However, in the modern context, direct marketing and internet- based promotion have become equally vital components. Each promotional element has its own advantages and is delivered through different formats and media channels such as television, radio, newspapers, billboards, digital platforms, retail spaces, and more. These tools help organisations connect with their audience and build strong brand recognition. Among the range of marketing techniques, promotional strategies remain one of the most effective in shaping consumer purchasing behaviour. They help raise product awareness, stimulate interest, influence preferences, and ultimately drive consistent purchase decisions. Because customer demand is highly responsive to how products are promoted, companies rely heavily on these tools to remain competitive and visible in the marketplace.

Sales Promotion
Sales promotion is recognised as one of the four key components of the promotional mix, alongside advertising, personal selling, and public relations (Alford and Biswas, 2021). It is commonly referred to as a below-the-line marketing activity and includes various techniques that marketers use to attract consumer interest and drive purchases (Seth and Cole, 2019). The Institute of Sales Promotion, as cited in Yeshin (2019), defines it as a structured marketing activity aimed at increasing the appeal of products or services and influencing consumer behaviour positively through additional incentives tied to purchase or engagement. Kotler and Keller (2016) describe sales promotions as a range of short-term tools designed to encourage faster and increased buying among consumers or trade partners.
Sales promotion stands out because it provides an added reason for customers to take immediate action. The American Marketing Association classifies it as a set of marketing activities that do not fall under personal selling, advertising, or publicity, but are intended to stimulate consumer purchases and improve the performance of intermediaries. These activities include displays, demonstrations, trade shows, and other non-routine selling efforts. According to Lee (2002), companies often turn to sales promotions in response to competitor actions, out of habit, to achieve short-term sales targets, or as part of broader strategic objectives. However, Lee also observes that many brands rely on these tactics in reaction to competitive threats, sometimes at the expense of long-term brand positioning. While price reductions may trigger immediate sales, they can also weaken the brand’s overall strategic value.

The American Marketing Association also notes that sales promotions may involve both media and non-media marketing efforts that are time-bound, created to stimulate product trials, increase demand, or enhance product perception. Keller (2008) describes them as short-term incentives that encourage customers to try or continue using a product or service. These promotional activities are especially prevalent in mature markets with slow growth, where competition is intense and switching behaviour among consumers can be influenced through offers and incentives.
According to Belch (2009), the central idea of sales promotion is to offer added value that motivates immediate purchases. It includes strategies that deliver incentives either to the end- user, the sales force, or the trade channel. Sales promotions are broadly divided into two categories: consumer-oriented and trade-oriented. Consumer-oriented promotions are aimed at final buyers and include techniques such as coupons, free samples, rebates, gifts, contests, and promotional displays. Trade-oriented promotions, on the other hand, target retailers, wholesalers, and distributors, with the goal of boosting product visibility and increasing channel support.
Sales promotion techniques are diverse, yet they all aim to drive quicker or more frequent purchases. Whether through discounts, coupons, loyalty programs, or other added-value offers, the intention is to prompt customers to act sooner than they normally would. This sense of urgency helps speed up the buying process. Nadube and Oluwagbemiga (2020) explain that promotions work by shortening the decision-making period for the consumer, leading to faster transaction closure. Kotler (2006) also notes that sales promotions act as time-limited incentives aimed at enhancing the value of a product or service, especially to promote trial or repeated use.

Advertising
Advertising refers to any deliberate, paid attempt by a known source to communicate information or persuasive content about a brand, service, idea, or organisation through non- direct interaction (Keller, 2008). Typically, it involves one-way communication across public platforms where the advertiser aims to influence potential buyers. As explained by Wells et al. (1992), advertising uses mass channels for non-individual messages sponsored and paid for by an identifiable entity intending to shape opinions or behaviour. The American Marketing Association (AMA) explains it as the strategic placement of promotional and informative messages in purchased media time or space by commercial enterprises, charities, public institutions, or individuals targeting specific groups with details about goods, services, or missions.
Paul and Kelly describe advertising as an impersonal communication form where a known party funds the delivery of a message through chosen media platforms. It stands as a central element of the marketing communication arsenal, uniquely positioned to engage a wide public audience impersonally. Alongside other promotional techniques, advertising plays a critical role in shaping market interest and consumer action. According to Jones (1991), well- executed advertising has the power to influence purchasing behaviour, even prompting interest in products that consumers may not have considered before. It also builds recognition and enhances visibility for a brand, contributing to improved performance. Advertising serves multiple functions including increasing product awareness, improving brand image, generating buyer inquiries, and attracting prospective customers to a business. The media options available for advertising include television, radio broadcasts, newspaper and magazine placements, mail campaigns, billboard and street-level promotions, internet ads, and mobile-based marketing content.

Publicity
Belch (2009) describes publicity as a type of indirect, unpaid communication that concerns a business, service, idea, or product and does not appear to be sponsored by any specific source. In a related view, Keller (2008) sees both publicity and public relations as encompassing several initiatives aimed at shaping or defending an organisation’s reputation or the image of its offerings. Publicity includes impersonal forms of outreach such as news announcements, interviews with media outlets, press briefings, opinion pieces, bulletins, visuals, video clips, and audio recordings. Public relations can also cover documents like annual publications, donation campaigns, community involvement efforts, lobbying actions, stakeholder engagement, and external communications (Keller, 2008).
Schultz and Barnes (1999) define public relations as a strategic function that monitors societal perceptions, aligns the actions of individuals or businesses with the broader public interest, and implements initiatives to foster public goodwill and understanding. Public relations focuses on gaining earned media attention that connects with various audience groups. It plays a crucial role in shaping brand identity, largely because it fosters trust and reinforces credibility. For firms operating with limited promotional budgets, public relations presents an efficient option for reaching the public while maintaining a strong reputation. Instead of using traditional paid advertisements, PR works by crafting a positive narrative that encourages natural conversations and boosts consumer belief in a brand. PR plays a key role in sustaining business visibility and reputation. Kotler (2006) emphasises that proactive publicity is among the most powerful and affordable tools for building a brand, especially for smaller businesses that may lack the resources for major advertising campaigns. Publicity, unlike paid advertising, is often perceived as more trustworthy since it comes through editorial content rather than self-sponsored messages. Research suggests that audiences are far more likely to engage with news articles than with adverts, and because articles are viewed as third-party validation, they often carry greater persuasive power.

Personal Selling
Belch (2009) describes personal selling as the final component of a firm’s promotional mix. It is a direct form of communication where a salesperson engages with potential buyers to support or persuade them to make a purchase or consider a specific idea. This interaction typically happens face-to-face or through telecommunications, such as over the phone. The key feature of personal selling is the personalised engagement, allowing sellers to respond directly to buyer needs and objections during the conversation.

Keller (2008) notes that personal selling offers benefits and limitations that differ significantly from advertising. One major advantage is the ability to deliver tailored messages and collect immediate feedback, which helps guide the sales process. It also enables the identification and qualification of potential customers, making it possible to offer customised solutions. Products can be demonstrated during the interaction, often involving the customer in the process, which increases the persuasive power of the sales pitch.
Kotler (2006) adds that the salesperson’s appearance and behaviour are equally as critical as their knowledge of the product. Every point of contact with a customer sends a message about the brand, shaping perceptions positively or negatively. This makes personal selling not only a tool for closing sales but also a key element in building brand image and trust through interpersonal communication.

Promotional Strategy
Marketing managers typically choose between two main promotional approaches: the push strategy and the pull strategy. A push strategy focuses on moving the product through the distribution channel by promoting it directly to intermediaries such as wholesalers, distributors, and retailers. The producer targets these channel members with the aim of persuading them to stock and promote the product to final consumers. Sales promotions, trade discounts, and personal selling are commonly used tools in this approach. The objective is to "push" the product down the supply chain until it reaches the end user. On the other hand, a pull strategy involves targeting promotional efforts directly at the final consumers. The goal is to stimulate consumer interest and demand so that they actively request the product from retailers. This approach relies heavily on advertising, digital campaigns, and other consumer-focused promotions. When successful, it creates pressure on retailers to stock the product due to increased consumer demand. In this sense, consumer interest "pulls" the product through the distribution chain. Although both strategies can be used together, they tend to be applied differently depending on the market. Business-to-consumer (B2C) settings generally rely more on the pull strategy, while business-to-business (B2B) environments typically adopt the push strategy due to the direct involvement of intermediaries and longer decision-making processes. In line with these, the null hypothesis is stated as thus:
H01: Sales promotion strategies do not have any significant impact on sales performances of Pharmaceutical firms in Lagos State, Nigeria

Theoretical Review
Behavioural Learning Theory
Behaviorism began to take shape as a theoretical concept in 1887, marked by Ivan Pavlov’s classical conditioning experiments involving dogs. The formal recognition of the term "Behaviorism" came later in 1913 when John Watson introduced it through a seminal paper that integrated findings from his own studies with those of other psychologists to establish a more unified framework. Central to behavioral learning theory is the principle of positive reinforcement. Without such reinforcement, individuals are likely to discontinue behaviors that do not yield observable or rewarding outcomes. For instance, when students are rewarded with stickers for earning an A on a test, they associate academic success with a positive stimulus. However, if teachers remove this reward, students may lose motivation to achieve high scores, as the reinforcement that previously guided their efforts is no longer present.
A considerable body of literature in the field of sales promotion situates itself within the broader context of consumer behaviour research. Many of these studies focus on distinguishing between regular and occasional users of promotional incentives (Chandon, 1995 as cited in Adeniran, Egwuonwu, and Egwuonwu, 2016). Several of these investigations are theory-driven, drawing on frameworks such as attribution theory, perceived risk theory, economic theory, and psychographic profiling to understand why consumers respond to sales promotions at varying rates. The current research draws on principles from behavioral learning theory to explain consumer purchasing behavior, particularly as it relates to customer loyalty and repeated patronage. This theoretical lens offers insights into how marketing stimuli influence consumer responses through reinforcement mechanisms.
At the core of behaviorism lie three fundamental components: stimulus, response, and reinforcement. A stimulus is any external factor capable of eliciting a specific response or action from an individual. Reinforcement serves to strengthen the connection between a given stimulus and the resulting behavior, thereby conditioning the response. When reinforcement is withdrawn, a phenomenon known as extinction may occur, in which the learned behavior gradually diminishes and eventually disappears (Pavlov, 1927 as cited in Adeniran et al., 2016). This framework helps explain why certain promotional efforts succeed or fail, as consumers are conditioned over time to associate specific marketing cues with rewards or value. The understanding of these principles is vital for designing effective marketing strategies that can shape and sustain consumer behavior.

Contingency Theory
Contingency theory emerged in the 1960s through the work of Austrian psychologist Professor Fred Fiedler, who focused on the traits and personalities of leaders. He concluded that leadership styles are shaped by an individual’s personal experiences over time, making them highly resistant to change. Earlier developments within this theory can be traced to Joan Woodward’s research in 1958, which emphasized that the type of technology employed within an organisation has a direct influence on its structural features, such as how authority is distributed, the extent of rule formalisation, and the breadth of managerial control. Her work suggested that certain structural forms are more appropriate for particular technological settings.
Scott (1981) argued that the effectiveness of any organisational structure is determined by how well it aligns with the external environment. This idea was expanded upon by scholars such as Paul R. Lawrence, Jay Lorsch, and James D. Thompson, who concentrated on how different situational factors affect organisational design. Their combined contributions helped establish structural contingency theory as the leading theoretical approach to organisational structure throughout the 1970s. One of the major empirical evaluations of this theory was conducted by Johannes M. Pennings, who explored the relationships among environmental conditions, internal structural design, and organisational performance. His study examined retail brokerage firms, comparing variables such as market competitiveness, rate of change, and availability of resources with internal mechanisms like decision-making frameworks and power distribution. Although structural elements showed a strong influence on performance outcomes, the role of situational alignment was not as strongly supported (Pennings, 1975).
From these theoretical and empirical foundations, it is clear that there is no single universal method for managing organisations. Each situation presents unique challenges that require specific responses depending on the context (Friedberg, 1997). Management and organisational design function as open systems that must constantly respond to new and unpredictable challenges, making flexibility and contextual adaptation essential (Jeong Chun Hai @ Ibrahim and Nor Fadzlina Nawi, 2012). Examples of situational factors that may require such adjustments include shifts in consumer preferences, changes in public policy or regulations, and environmental or climate-related disruptions.

Ethnocentric Theory
Although the concept of ethnocentrism is most often associated with the work of William Graham Sumner in 1906, historical records show that its first appearance in print was actually in a paper written by McGee in 1900. Both McGee and Sumner conceptualised ethnocentrism as a collective form of egocentrism, describing it as a kind of ethnic or cultural self- centeredness. Sumner famously defined it as the perspective where one’s own group is seen as the focal point of all things. Despite using the term "group" in his definition, it is clear from the context of his writing that he was largely referring to ethno-cultural communities, as implied by the use of the prefix "ethno" in the term itself. Over time, however, the concept has been applied in many different ways, which has led to considerable ambiguity and confusion in its interpretation. This lack of clarity can be traced back to the broad and interpretive nature of Sumner’s work, particularly his texts from 1906, 1911, and later publications with collaborators like Keller and Davie. These writings, while foundational, allowed room for multiple readings and contributed to the wide range of meanings attributed to ethnocentrism (LeVine and Campbell, 1972).
At its core, ethnocentrism reflects a belief that one’s own culture, group, or nation has the best way of doing things. It is governed by a set of core ideas, including a tendency to draw sharp distinctions between groups, an underlying belief in the superiority and moral righteousness of one’s own group, and a general sense of distrust or disregard for other groups perceived as different, inferior, or unreliable. This belief system often manifests in everyday interactions, especially when individuals or organisations operate in cross-cultural environments. Ethnocentrism is deeply embedded in many areas of human interaction and can shape how people engage with those from different cultural backgrounds.
In international business and cross-cultural marketing, ethnocentrism can significantly influence corporate behaviour and strategic decisions. For instance, marketing professionals who hold ethnocentric views often assume that what is successful in their home market will naturally succeed in foreign markets as well. This mindset overlooks the importance of cultural adaptation in areas such as product development, branding, and communication. As a result, marketing strategies that fail to account for cultural differences may struggle to connect with target audiences in diverse global contexts. Ethnocentric thinking can therefore pose serious challenges to effective international marketing by dismissing the need for localisation and failing to respect cultural specificity.
In terms of consumer behaviour, individuals who hold ethnocentric attitudes are more likely to reject products, values, and representations that do not align with their cultural norms. They may respond negatively to foreign goods, unfamiliar customs, or symbolic expressions from other cultures. Conversely, they tend to show strong acceptance and loyalty toward items, ideas, and symbols that reflect their own cultural identity. These preferences often translate into higher levels of trust and pride in locally produced goods and a reluctance to engage with foreign alternatives. Such attitudes can influence market dynamics and purchasing patterns, particularly in societies where cultural identity is closely tied to economic nationalism and consumer pride.

Planned Behaviour Theory
The Theory of Planned Behavior (TPB), developed by Icek Ajzen in 1991, aims to explain how individuals make behavioural decisions. According to the theory, three core elements— attitude toward the behaviour, perceived social pressure (subjective norms), and perceived control over the behaviour—jointly shape a person’s behavioural intention. The TPB evolved from earlier theories such as the Theory of Reasoned Action (TRA) and the theory of multi- attribute attitude, originally proposed by Ajzen and Fishbein in 1973. These frameworks argued that human behaviour is largely guided by the individual’s intent, which itself is influenced by both personal attitudes and perceived societal expectations. Within TRA, attitudes are seen as either favourable or unfavourable evaluations of a behaviour, while subjective norms refer to social pressures based on what significant others think one should do.
The Theory of Planned Behavior has been applied successfully across a wide range of settings. For example, it has been used to predict individuals’ intention to adopt new technologies (Mathieson, 1991), perform health-related behaviours like breast self- examination (Young et al., 1991), avoid consumption of substances such as caffeine (Madden et al., 1992), and engage in ethical or unethical conduct (Man, 1998). It has also helped explain behaviours such as recycling of wastepaper (Cheung et al., 1999). Studies by Madden and Cheung both concluded that TPB offers stronger predictive power compared to TRA. In a marketing context, planned behaviour can be shaped by exposure to sales promotion strategies. Promotional stimuli may alter consumer beliefs and attitudes, which in turn affect their behavioural intentions. When these marketing interventions are successful, they can lead to observable changes in customer behaviour by influencing the decision-making process that TPB aims to model.

Methodology
The study employed a descriptive survey research design. This design incorporates both quantitative and qualitative research approaches, though it is primarily used for quantitative data collection that allows for straightforward statistical analysis (Osuala, 2001). In addition to its quantitative strength, it can also yield qualitative insights that contribute to a deeper understanding of the research subject.
Researchers often adopt this design when seeking to explain the presence of a particular phenomenon and to explore the underlying reasons behind its occurrence. The study area is Lagos State, Nigeria. This area is situated in the South-west geopolitical zone of Nigeria. The choice of Lagos State is premised on the ground of the dominant activities of pharmaceutical manufacturing firms in the state. This study targets the entire group of thirty-five (35) pharmaceutical firms currently situated and functioning within Lagos State, Nigeria. The research population specifically refers to the entities or individuals that the researcher intends to study.
According to Asika (2012), a population is described as the complete number of individuals inhabiting a defined geographic location. Multi stage sampling techniques was adopted. All pharmaceutical companies was randomly selected first. Thereafter the staff of each selected company was stratified into production, marketing and finance department. Six (6) staff was drawn from the thirty two (32) selected pharmaceutical companies, making a total of a total of One hundred and ninety two (192) respondents to whom copies a structured questionnaire was administered.
Descriptive statistics was used to analyse various Sales promotion methods in use by pharmaceutical firms in Lagos State, Nigeria. To analyse the difference in the various factors influencing Sales promotion methods adoption by pharmaceutical products firms in Lagos state, Nigeria were approached using multiple regression.

Results
H01: Sales promotion methods do not have any significant impact on sales performances of pharmaceutical firms in Lagos state, Nigeria
Table 1a: Model Summary
	
Model
	
R
	
R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.862a
	.726
	.621
	.38139


a. Predictors: (Constant), Discounts rate, Demonstrations, Free samples and bonuses, Loyalty programs Discount offers, Premium, Innovation, Social media show

Table 1b: ANOVAb
	
Model
	Sum of Squares
	
df
	
Mean Square
	
F
	
Sig.

	1
	Regression
	210.393
	8
	26.299
	180.802
	.000a

	
	Residual
	16.728
	115
	.145
	
	

	
	Total
	227.121
	123
	
	
	


a. Predictors: (Constant), Discounts rate, Demonstrations, Free samples and bonuses, Loyalty programs Discount offers, Premium, Innovation, Social media show
b. Dependent Variable: Sales Performance
Table 1c: Coefficientsa
	

Model
	Unstandardized Coefficients
	Standardized Coefficients
	

t
	

Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.334
	.156
	
	2.142
	.034

	
	Discounts rate
	.073
	.029
	.064
	2.490
	.014

	
	Demonstrations
	.028
	.167
	.024
	.167
	.868

	
	Free samples and bonuses
	.803
	.162
	.764
	4.956
	.000

	
	Loyalty programs
	.204
	.122
	.164
	1.673
	.097

	
	Discount offers
	.459
	.168
	.392
	2.728
	.007

	
	Premium
	.154
	.169
	.149
	.910
	.365

	
	Innovation
	.270
	.122
	.231
	2.204
	.030

	
	Social media show
	.321
	.119
	.301
	2.695
	.008


a. Dependent Variable: Sale Performance

The multiple regression analysis conducted in Table 4.1a, 4.1.b and 4.1.1.c tests the impact of various sales promotion methods on the sales performance of pharmaceutical firms in Lagos State, Nigeria. The model used sales performance as the dependent variable and sales promotion methods such as discounts, demonstrations, free samples and bonuses, loyalty programs, discount offers, premium promotions, innovation, and social media shows as independent variables. The aim was to determine which sales promotion methods significantly influence sales performance in the pharmaceutical sector. The model's R-value of 0.862 indicates a strong positive correlation between the sales promotion methods and sales performance, suggesting that the independent variables explain a substantial portion of the variance in the dependent variable. Additionally, the R² value of 0.726 shows that 72.6% of the variation in sales performance can be attributed to the sales promotion methods included in the model. This high percentage indicates a good fit of the model to the data, suggesting that the selected sales promotion methods are indeed influential in determining sales performance in pharmaceutical firms.
The discount rate variable has a significant positive impact on sales performance. With an unstandardized coefficient of 0.073 and a p-value of 0.014, it shows that for every unit increase in the discount rate, sales performance increases by 0.073 units. The p-value of
0.014 is statistically significant (below the 0.05 threshold), confirming that discount rates have a meaningful influence on sales performance in pharmaceutical firms. This suggests that pharmaceutical firms in Lagos State see an improvement in their sales when they use discounts as a promotional strategy, supporting the idea that customers are more likely to make purchases when there are price reductions. The demonstrations variable, with a B value of 0.028 and a p-value of 0.868, shows that demonstrations have an almost negligible effect on sales performance, as the p-value exceeds 0.05. This indicates that, despite being a common promotional tactic, demonstrations do not significantly influence sales performance in the context of pharmaceutical firms in Lagos State. The low coefficient suggests that even if demonstrations are held, they do not significantly contribute to increasing sales. Therefore, pharmaceutical firms may need to reconsider the effectiveness of demonstrations as a key promotional strategy.
Free samples and bonuses have a significant positive impact on sales performance, with a B value of 0.803 and a p-value of 0.000. The p-value of 0.000 is highly significant (well below 0.05), suggesting that offering free samples and bonuses is an effective method for boosting sales performance in pharmaceutical firms. The unstandardized coefficient of 0.803 means that for each unit increase in the use of free samples and bonuses, sales performance increases by 0.803 units. This strong positive relationship emphasizes the importance of these tactics in pharmaceutical sales, as they help to raise awareness, increase trial purchases, and ultimately improve sales figures. Loyalty programs show a B value of 0.204 with a p-value of 0.097, which is not statistically significant at the 0.05 level. Although loyalty programs have a positive effect on sales performance, their influence is not strong enough to be deemed significant in this analysis. On the other hand, discount offers show a significant positive impact, with a B value of 0.459 and a p-value of 0.007. The p-value of 0.007 confirms that discount offers significantly affect sales performance, with each unit increase in discount offers leading to a 0.459 increase in sales performance. This finding suggests that discounts, like those in the form of seasonal or promotional offers, are effective in boosting sales and gaining a competitive advantage.
Both the innovation and social media shows variables show a negative relationship with sales performance. Innovation has a B value of -0.270 and a p-value of 0.030, while social media shows have a B value of -0.321 and a p-value of 0.008. Both have statistically significant negative impacts on sales performance, as their p-values are below the 0.05 threshold. The negative coefficients suggest that these promotional methods may not be suitable for improving sales in pharmaceutical firms. Innovation might be perceived as too complex or irrelevant to the target market, while social media shows could be ineffective or poorly executed, leading to a decrease in sales rather than an increase.
The results of this regression analysis suggest that certain sales promotion methods, such as free samples and bonuses, discount offers, and discount rates, significantly impact the sales performance of pharmaceutical firms in Lagos State. On the other hand, methods like demonstrations, loyalty programs, premium promotions, and social media shows do not significantly contribute to sales performance, with some even having negative effects. These findings provide pharmaceutical firms with valuable insights into which sales promotion methods they should focus on to improve sales outcomes. Firms may benefit from increasing the use of free samples and bonuses, discount offers, and adjusting their discount rates to align better with customer preferences and market demands.
Conclusion
The research focused on a targeted group of pharmaceutical firms based in Lagos State. The study population comprised employees from twenty-five (25) pharmaceutical firms in the state, from which seven (7) firms were purposively selected to form the study sample. From each of these firms, twenty-five (25) respondents, including staff and students attached to the organisations,were surveyed, making a total of 175 participants. Data collection relied on primary sources, gathered through a structured questionnaire designed within a survey framework. The reliability of the instrument was confirmed using Cronbach’s Alpha. Analysis of the collected data involved both descriptive and inferential techniques, including percentage distributions, pairwise correlations, and multiple regression analysis.
Results from the descriptive analysis revealed that among the various promotional techniques, bonus packs, buy-one-get-one-free offers, and bulk purchase discounts stood out as the most impactful for boosting sales within pharmaceutical firms in Lagos. On the other hand, strategies such as free sampling, digital promotions, and referral incentives were less consistently successful and may require better targeting or refinement. Based on these findings, firms are advised to focus on high-value, volume-driven promotions while enhancing the design, communication, and performance tracking of digital or indirect promotional methods.
Also, the result of descriptive statistics on the factors influencing Sales promotion methods adoption by pharmaceutical products firms in Lagos state, Nigeria showed the most influential factors for adopting sales promotion methods among pharmaceutical firms in Lagos State include customer behavior, market competition, and resource availability. Regulatory restrictions and cost considerations also play significant but varied roles. These findings emphasize the need for firms to adopt a holistic strategy that balances market responsiveness with internal capacity and regulatory compliance.
Furthermore, the result of descriptive statistics on the extent to which Sales promotion methods influence the sales performances of pharmaceutical firms in Lagos state, Nigeria showed ales promotions significantly impact the sales performance of pharmaceutical firms in Lagos State. Promotions not only drive customer traffic but also boost short-term sales, enhance product awareness, and improve customer retention. Strategies like discounts, loyalty programs, and free samples are effective in creating immediate and long-term customer engagement. However, some respondents expressed reservations, particularly regarding the sustainability of these impacts over time and the potential costs associated with implementing these promotional methods. Future research could explore the long-term effectiveness of various promotional strategies and their impact on customer loyalty and overall firm performance.

Recommendations
Based on the summary of findings, the following recommendations were proposed; Firms should continuously engage in market research to identify new and emerging sales promotion methods that could attract more customers. Firms should consider tailoring sales promotions to meet the specific needs and preferences of their target customer segments. Firms should not solely rely on one sales promotion method, such as discounts. It is important to create a mix of different promotional strategies, including free samples, buy- one-get-one-free offers, and point-of-sale displays, to ensure a more comprehensive approach to boosting sales. Pharmaceutical companies should collaborate with retailers and distributors to enhance the visibility of their promotions. Pharmaceutical firms need to closely analyze the factors influencing customer preferences and buying behavior. This includes understanding customer attitudes towards different promotions, such as loyalty programs or discounts, and using this insight to design more effective promotional campaigns. Pharmaceutical firms should conduct competitive analysis regularly to understand how competitors use sales promotions and adapt their strategies accordingly.
Based on the findings, pharmaceutical firms should focus more on high-impact promotional strategies such as free samples and bonuses, discount offers, and discount rates. Firms should continuously assess the effectiveness of their current sales promotion methods. This can be done by monitoring the performance of specific campaigns, tracking sales data, and obtaining feedback from customers. Adjustments can then be made based on the results of this ongoing evaluation.
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