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ABSTRACT 

The study was carried out to evaluate the effectiveness of sales promotion strategies at Jesa Farm 

Dairy Limited. The study mainly concentrated on the sales promotion strategies used at Jesa, 

challenges that Jesa Farm Dairy Ltd faces in promoting sales and possible ways of Improving sales 

promotion at Jesa Farm Dairy Ltd. A cross-sectional design with a quantitative approach was 

adopted. Data was collected using questionnaires presented to 169 respondents and 158 were 

returned giving a response rate of 93.49%. Data was analyzed using the Statistical Package for 

Social Sciences Version 23. The study results indicated that Jesa Farm Dairy Ltd endeavors to 

promote its sales mainly through using exhibitions, price discounts and coupons among others 

efforts. Despite the efforts at Jesa Farm Dairy Ltd, they face several challenges like stiff 

competition from other dairy farms, Jesa’s sales team rarely organizes refresher trainings, high 

sales promotion budget and incentives/ Salary not tied to sales team result, as identified in the 

study. Several possible ways like keeping honest and open communications with employees, 

recruitment and retaining good staff, focusing on the selection and evaluation process helps to 

identify sales personalities that fit the required profile for increasing sales, breaking sales 

promotion strategies into categories and involvement of managers in strategic implementation 

were suggested. This study recommends that Jesa Farm Dairy Ltd should continuously strengthen 

the sales promotion strategies and much more emphasis to use exhibitions, coupons and price 

discounts. The company should train and retrained their sales personnel as how they should embark 

on their sales activities. The government needs to create a good environment for manufacturers to 

exercise the researched sales promotion tools. Further studies may also be conducted to look at 

sales promotion strategies in other context like services firms like telecom and banks. 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background to the Study 

Increased competition in the business market has made marketers all over the world to consider a 

variety of sales promotion incentives to stand out among their competitors (Jean et al, 2015). The 

need for sales promotion came because of competition intensity that requires sellers to get 

customers’ attention in order to increase their sales, growth and survival in business (Noor, 2020). 

Sales promotion is an important tool in creating customer loyalty, this is because it does not only 

bring the product to the attention of the buyers but also provide incentives to encourage purchase 

(Armstrong, 2017). Sales promotions have achieved a more important role within the marketing 

sector, deserving even more marketing budget and augmenting the range of promotional typologies 

(Goyal, 2019). Effective implementation of sales promotion strategies lead to increase in sales 

volume and invariably higher profit (Odunlami et al., 2011). 

Globally, Organisations have sizable budgets for sales promotion as it is an important marketing 

activity (Ghosal et al., 2021). Substantial expenditure is incurred on sales promotion every year by 

companies and other organisations (Brar et al., 2022). A question that comes up before the 

management is about the effectiveness of the sales promotion expenditure (Jadhav et al., 2022). It 

is common to evaluate the effectiveness of sales promotion activities in organisations (Patil et al., 

2021). Sales promotions (SP) strategies targeted at consumers are often utilised as weapons to 

provide a competitive edge (McNeill, 2013). Although SP encourages customer purchase, 

influences sales and brand choice decisions, and helps marketers sell products, not all sales 

promotion meet their business objectives, and therefore some businesses are looking for ways to 

improve sales promotion effectives (Roderick, 2016; Fam et al., 2019). 
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Despite the need for high sales promotion strategies in various industries to get customers’ 

attention, it has remained a challenge in the dairy industry of Uganda (Dairy Development 

Authority (DDA), 2020). A case in point at Jesa Farm Dairy Limited, one of the oldest dairy 

producers in Uganda, of the marketed milk, 34% is processed into a wide range of products such 

as powdered milk, butter, UHT milk, yogurt, cream, ice cream, and cheese, while the remaining 

66% is sold in raw form (DDA, 2020).  JESA Farm Dairy is a leading dairy brand in Uganda 

founded in 1989 by the late Mr. James Mulwana. From its small beginnings producing only raw 

milk, JESA has grown to become a home grown, commercial success story and a flagship East 

African consumer brand (Jesa, 2023). Today, the JESA brand, with its wide range of fresh, dairy 

products has come up with several promotion strategies to symbolize great taste, high quality and 

innovation. 

Jesa Farm Dairy Limited has used several promotion strategies like price discounts, bonus pack, 

free gifts, free product samples coupons, loyalty cards, participation in exhibitions and providing 

financing credits among others but the company still faces reduction in sales (Jesa Farm Annual 

Report, 2021). Jesa still faces a number of challenges in promoting their products effectively as 

indicated that the firm sales declined from 65% during the period 2020/2021 to 43% between 

2021/2022 due to lack of enough trained personnel to promote the products and stiff competition 

(Jesa Farm Dairy Ltd sales Report, 2021/22).  Recently Jesa’s market share has dropped in Uganda 

since it has daily production capacity of over 200,000 litres which is less than that of its major 

competitors Brookside Dairy Limited with a daily production capacity of over 500,000 litres and 

Pearl Dairy Farms Limited with 400,000 litres (DDA, 2023). Due to ineffectiveness in the 

promotion of milk products by Jesa, the current annual milk consumption is low at only 62 

liters/person compared to its competitors Brookside Dairy Limited, Pearl Dairy Farms Limited and 



3 

 

Amos Dairies Uganda Limited (Komugisha, 2023). In the 2022 Jesa’s revenue in UGX/$ was 

47billion ($12.5m) which was less than that of its major competitor Brookside Dairy Limited with 

74billion ($19.65m) (Komugisha, 2023).  Also, the recommended milk consumption per person 

per annum by FAO of 200 litres has not been attained indicating that there is a sales volume gap 

to close and enhance the growth of the dairy sector in Uganda (Nakiganda & Ahmed, 2019). 

This study is based on the AIDA Model of selling as advanced by Elmo Lewis in 1898. According 

to this model, a consumer goes through various steps from when their attention towards a product 

is first piqued to when they try the product or make a purchase decision. The model explains this 

process as a set of stair-step stages forming a linear hierarchy that is Attention, Interest, Desire and 

Action. According to Bhasin (2016), a product must first attract attention which can be done by 

advertising. It is then necessary that a customer is kept interested in the product that aroused their 

attention. The next step is for the consumers to desire the product and it’s the seller’s task to 

persuade the customer to own this product. Lastly, as soon as the desire is aroused, this must 

/should translate into action which is the actual purchase of the product (Bhasin, 2016). 

Previous studies indicate that, one of the key strategies for the effectiveness of sales promotions is 

the choice of technique (Reid et al., 2015). In the literature of sales promotion, some authors have 

found that using price-reduction is the most effective (Andrews et al., 2014), whereas other authors 

argue for alternative forms with no economic benefits (Palazón-Vidal and Delgado-Ballester, 

2005). Previous research especially evaluates the effectiveness of particularly two dimensions of 

sales promotion; monetary promotions and non-monetary promotions (Buil et al., 2013). Monetary 

promotions include marketing communication activities such as price discounts and coupons, 

whereas non- monetary promotions involve techniques such as free samples and in-store 

demonstrations (Buil et al., 2013). Amidst such a situation, the effectiveness of sales promotion 
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strategies at Jesa Farm Dairy Ltd is not clear. There was need to examine the sales promotion 

strategies at Jesa Farm Dairy Ltd, challenges encountered in this process and provide possible 

solutions in relation to effective sales promotion strategies at Jesa Farm Dairy Ltd, 

1.2 Statement of the Problem 

Jesa Farm Dairy Limited has put in place both monetary and non-monetary strategies to promote 

their sales such as transportation of milk to sales outlets and supermarkets, price discounts, bonus 

pack, free gifts, free product samples coupons, loyalty cards, participation in exhibitions and 

providing financing credits among others (Jesa Farm Annual Report, 2021). Despite these 

employed efforts, Jesa diaries encountered several challenges in promoting their sales and yet it is 

one of the critical ways through which the firm can gain competitive edge among its counterparts 

in the industry (DDA, Strategic Plan III, 2021).  Forexample, the sales volume of Jesa Farm Dairy 

declined from 65% during the period 2020/2021 to 43% between 2021/2022. (Jesa Farm Dairy 

Ltd Report, 2021/22). Therefore, this study intended to evaluate the existing sales promotion 

strategies at Jesa Farm Dairy Ltd so as rectify the existing gaps in them, examine why the strategies 

are not meeting the ultimate goal of building increasing sales volume and solutions that will enable 

the company to register higher sales rates. 

1.3 Purpose of the Study 

The purpose of the study was to evaluate the effectiveness of sales promotion strategies at Jesa 

Farm Dairy Limited. 

1.4 Research Objectives   

i. To identify the sales promotion strategies used at Jesa Farm Dairy Ltd 

ii. To identify the challenges that Jesa Farm Dairy Ltd faces in promoting sales. 

iii. To suggest possible ways of Improving sales promotion at Jesa Farm Dairy Ltd 
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1.5 Research Questions  

i. What are the sales promotion strategies used at Jesa Farm Dairy Ltd? 

ii. What challenges are being faced by Jesa Farm Dairy Ltd faces in promoting sales? 

iii. What are the possible ways of Improving sales promotion at Jesa Farm Dairy Ltd? 

1.6 Scope of the Study 

1.6.1 Subject Scope  

The study focused on evaluating and understanding the sales promotion strategies used at Jesa 

Farm Dairy Ltd, the challenges that Jesa Farm Dairy Ltd faces in promoting sales as well as the 

possible solutions to these challenges. 

1.6.2 Geographical Scope 

This study was carried out in at Jesa Farm Dairy Ltd head office located at Old Port Bell Rd, 

Kampala, Uganda. This was appropriate because the target population for this study can be well 

ascertained from there. 

1.7 Significance of the Study 

i. The study may provide relevant information and knowledge that will help Jesa Farm Dairy 

Ltd to streamline and adjust distributor’s terms and conditions for the benefactors hence 

increases promotion efficiency and product consumption.  

ii. The study may help managers at Jesa Farm Dairy Ltd to obtain knowledge on the causes 

of sales decline hence provide an understanding of the implications and impact of each of 

the selected distributors and customers. Management of Jesa Farm Dairy Ltd may also be 

able to articulate deliberate strategies that are targeted at winning and promoting sales 
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iii.  The study may be useful to Jesa Farm Dairy Ltd managers with better understanding of 

the supervisory approach to distributors and retailers of their products and with more 

comprehensive guidance on how the inherent risks should be managed in coming up with 

formalized and structured approach to selecting contract distributors.  

iv. The study may shed light on the needs and wants of Jesa Farm Dairy Ltd such that any 

contract distribution member is well equipped with the expectations that are supposed to 

prerequisites when doing business with them at any time. 

v. The study findings added to the body of knowledge in the field of sales promotion strategies 

which can be used as a reference by other researchers and the academia at large. This is 

shown in the different findings on the different aspects in line with the study objectives 

that may be related to the previous studies and findings and later conclude on the recent 

phenomenon on sales promotion strategies. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Theoretical Review 

The study was guided by AIDA Model of selling as advanced by Elmo Lewis in 1898 which 

postulates that before potential buyers make purchase decisions, they go through a string or chain 

of staircase steps. According to this model, a consumer goes through various steps from when their 

attention towards a product is first piqued to when they try the product or make a purchase decision. 

The model explains this process as a set of stair-step stages forming a linear hierarchy that is 

Attention, Interest, Desire and Action. According to Bhasin (2016), a product must first attract 

attention which can be done by advertising. It is then necessary that a customer is kept interested 

in the product that aroused their attention. The next step is for the consumers to desire the product 

and it’s the seller’s task to persuade the customer to own this product. Lastly, as soon as the desire 

is aroused, this must /should translate into action which is the actual purchase of the product.  

Lewis tabled the assumption that for sales promotion to be successful, the promotion messages 

must attract attention, keep the customer interested, create desire, and end in action. Lewis made 

a presumption that after a customer has gone through the first three stages, action would then come 

naturally as the last step. The model postulates that a promotional activity should be able to attract 

Attention, arouse the customer’s Interest in the product, make them Desire to own or use it and 

then ultimately culminate into Action (Mackay, 2005). Other modifications have sought to take 

into account changes in the external environment such as the rise of social media like the 

AISDALS Love model (Attention, Interest, Search, Desire, Action, Like/dislike, Share, and 

Love/hate whose variables are updated to respond to the latest paradigm shifts from marketing that 

is product-oriented to consumer/people-oriented marketing (Wijaya, Bambang & Sukma, 2012).  
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During sales promotion AIDA model can be used to analyze consumer behavior by helping a 

marketing team of Jesa Farm dairy create promotions and content that build customer loyalty to 

the brand (Jiang et al., 2023). If the team understands why customers are interested in a certain 

product, they can tailor the communications and advertisements that the company uses to 

emphasize key values. For example, using AIDA can help the JESA marketing realize that 

customers value fair practices. They might publicize the company's adherence to fair practice 

standards and create content about how well the company treats employees. This campaign can 

help Jesa gain repeat customers (Jiang et al., 2023). Using a hierarchical system like the AIDA 

helps a marketer to understand what goes on in the mind of their target customer and provides 

insights on which promotional messages will effectively yield great results at each stage 

(O’Shaughnessy,1992). Therefore, AIDA model best explains the kind of insight Jesa Farm Dairy 

Limited should have before they carry out their promotional messages.  

The study adopted this Model because, if Jesa Farm Dairy Limited use promotional tools like 

coupons, price discounts, bonus pack, premiums, free product samples, awards, loyalty card and 

exhibitions, it will attract the attention of their potential customers. They then keep their customers 

interested and desire their brand using a technically efficient sales force to give detailed 

information about their products. Sales promotions such as discounts will also serve this purpose. 

These prior steps then led the customers into buying and ultimately contributing to the sales 

volume. 

2.2.1 Sales Promotion 

The American Marketing Association (2017) defined sales promotion as “The media and non-

media marketing pressure applied for a predetermined, limited period of time at the level of 

consumer, retailer, or wholesaler in order to stimulate trial, increase consumer demand, or improve 
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product availability”. Sales promotion refers to the promotion activities that stimulates interest, 

trial or purchase by final customers or other members in the channel (Pembi et al., 2017).  SP are 

considered as any short-term inducement used to stimulate a desired response from consumers and 

tend to be used for a predetermined limited period in order to arouse consumers’ desires, stimulate 

interest, encourage customers to try new products, increase sales or incentivize trade (channel 

members) (Santini et al., 2016). According to Kotler et al. (2013), sales promotion is core 

component in market arena, contains motivational tools, generally for a short period of time, 

designed to stimulate faster or excessive purchase of certain products or services by consumers or 

the trade. This leads to consumer’s impulse decision to buy that product or service. 

Muruganantham and Bhakat (2013) defined the impulse purchase as “consumer buying a product 

with little or no planning after the effect of an unexpected, influential urge”. Sales promotion is 

classified as one of the marketing tools that are used in appealing the consideration of the customer 

(Bhandari, 2014). Sales promotions can be classified into price and non-price pro- motions, where 

price promotions result in a temporary price change while non-price promotions mostly rely on 

framings of the deal (Ahmetoglu et al., 2014). While price promotions signal product abundance 

(i.e., price cuts are needed to sell the products due to excess supply or insufficient demand), non-

price promotions are often framed to signal product scarcity (due to insufficient supply or excess 

demand), which is expected to increase the perceived value of the product (Shi et al., 2020) 

Successful sales promotion strategies encourage consumers to purchase new products while 

providing additional consumer benefits, such as monetary or non-monetary rewards (Fam et al., 

2019). Two important characteristics of sales promotion are reward timing and incentive value. 

Promotion timing, in the form of instant – or delayed – rewards, can affect buying behaviour. 

Monetary incentives provide short-term economic motivations to consumers while non-monetary 
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incentives can yield long-term benefits for utilitarian products (Kwok & Uncles, 2005). George & 

Michael, (2013) studied that sales promotion, a direct inducement, gives an additional value or 

incentive for goods and services to the sales force, distributors, or the final consumer with the 

goals of creating a current sale. Bhasin (2018) opined that there are two main categories of sales 

promotion which are Consumer promotions and Trade promotions. Schultz and Block (2014) 

stressed that the brand with sales promotion is more likely to increase the consumers’ preferences 

and purchasing behavior than the brand without sales promotion. Omotayo, (2011) sales promotion 

is among the very important tools marketers use to communicate with customers; the technique 

not only works to gain the attention of the customer but also influence the customer to purchase 

the product through different incentives. 

According to Pechey and Monsivais (2015), sales promotion consists of various incentive tools 

collection, typically short term planned to encourage quicker or greater shopping of peculiar 

product or service by dealer or consumer. For Behe et al. (2015), retail marketing mix puzzles out 

all goods and services a store can tender to its consumers. It’s also all the programmed efforts that 

marketers deploy to suit the market environment and stores. Because of the impact of sales step in 

the retail area, Kapferer and Shimp said, the potential influence of sales promotion and other 

promotional activities are areas which hadn’t been studied yet (Kumar, 2014; Santini et al., 2015) 

in (Schultz & Block, 2014). Both academics and professionals have a long argued that the end-

user’s view of brand value is affected by sales promotion (Arce-Urriza et al., 2017; Schultz & 

Block, 2014). In their study, Bhasin (2018) and Ashraf et al (2014) stated that consumers’ 

willingness to buy a product arises from the promotion activities. 

Sales promotion includes one of the elements of promotion mix which is a promotional factor. 

Stimulatingly, consumer purchases through marketing campaigns (Kotler and Keller, 2012). In 
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direct persuasive forms, it attracts new customers, influencing customers to try new products, 

encouraging customers to buy their products more than usual, attacking competitors' activities, 

increasing unplanned purchases (Hermawan, 2012). Retailers provide further stimulation with 

various forms of sales promotions such as: sale/ discount prices, discount vouchers, buy two get 

one free, membership, lottery. Sales promotion is designed to differentiate different target 

destinations and markets, namely retailers, merchant agents and customers (Blattberg & Briesch, 

2012; Samsi & Khan, 2017). Direct sales promotion tools through re-sellers (distributors, retailers, 

wholesalers, etc.) with several conditions. Usually the tools used are discounted, free samples, 

contests, bonuses, premiums, in-store displays, etc. besides invoice allowances, free goods, buy-

back allowances, contests, etc. that are very common in transactions as discussed in the next 

section. 

2.2.2 Sales Promotion strategies  

Price discounts: These are a price-based sales promotion strategy when the consumer is offered 

the same product at a reduced price with the intention to give an economic benefit to the consumer 

and increase sales (Andrews et al., 2014). A price-discount can also be bonus packs, which 

represent a quantity-based sales promotion strategy in which customers are offered more of the 

product for the same price (Andrews et al., 2014). When a product’s price list is temporary 

reduced, a price discount is obtained and the major strategic goal of this is to discriminate between 

informed and uninformed consumers, or between loyal users and switchers (Prendergast et al., 

2005). Andrews et al. (2014) suggests that price discounts are particularly effective to motivate 

purchase acceleration and product trial. Sales promotion through discounts offers customer a 

temporary price reduction (sometimes even below costs) and thus an immediate value, so it 

represents an unambiguous incentive to purchase (Zmyslony, 2012). The more quantity of the 
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product a customer buys, the more is the discount. It is used in trade where a dealer or distributor 

might be given a discount if they purchase a higher quantity of product (Bhasin, 2018). In volume 

discount scheme sales promotions, the retailer or manufacturer rewards those purchasing in bulk 

by providing a reduced price for each product or group of products (Banerjee, 2016). It has been 

proven through numerous studies that it encourages short-term increase in sales. Precisely, 

according to (Osman & Chan Yin Fah, 2011) only discounts have a significant impact on consumer 

behavior when buying and they are particularly effective in encouraging purchase acceleration and 

product trial (especially in the case of new or redesigned products). This will indirectly attract new 

customers who have never tried that product, as well as those customers who have purchased a 

competitive product. These results were partially confirmed by Obeid (2014), according to which 

discounts are the most effective in inducing purchase acceleration, stockpiling, spending more and 

attracting competitive buyers. The only drawbacks of discounts are: competitors can easily follow 

them and they can devalue the brand image, if they are often applied (Zmyslony, 2012). 

Coupons: A coupon is defined as being a kind of ticket or document redeemable for rebate or 

financial discount at the time of purchasing. Usually, coupons are issued by manufacturers of 

packaged consumer goods or by retailers for use in retail stores as part of sales promotion. Bhasin 

(2018) argued that many sales promotion can stimulate the consumer to shop in the store 

nevertheless coupons are the primordial tools to be used whether you would like to see the 

customer come back to repurchase in the store (Ashraf et al., 2014). Abundant studies have tackled 

the case of sales promotion that best impacting the business and simultaneously increasing the 

profit and then according to (Ghifari & Saefulloh, 2018), one of the best sales promotion 

techniques to use by marketers to achieve their businesses goals especially in business to consumer 

(B to C) level is coupons (Iranmanesh et al., 2017). 
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Bonus pack ("buy two – get the third one free"). Bonus pack is acknowledged when several 

additional items are placed in a special product package, according to Clow and Baack (2012). 

Raya as quoted by Awaliyah (2010), mentioned that bonus pack can have drawbacks when being 

viewed from warehousing, shipping, inventory and production preparation capabilities. This lack 

of bonus pack can cause companies to stop the promotion. So, for consumers who make purchases 

based on bonus factor provided by the company will move to look for other products that offer 

bonus pack. One strategy in sales promotion is offering a product or service for free at reduced 

price to encourage the purchase of others. The indicators of the bonus pack according to Ginting 

(2013) consist of giving offers with extra payloads, which is a strategy of surviving the promotion 

of new products from competitors which results into larger sales orders 

Premiums: They apply to goods that are offered for free or at low cost, as an incentive to buy a 

particular product (d'Astous & Landreville, 2003). There are 3 types of premiums: free gifts (go 

with the product inside the packaging or on the packaging); free postage premiums (consumers 

will get them if they submit a proof of purchase) and self-liquidating premiums (manufacturer or 

seller sells the product to consumer at a price much lower  than regular, i.e., at a price that is at 

the level of costs of production or procurement). Main tasks of premiums are: encouraging existing 

and competitive consumers to purchase and maintenance of market share (Kotler and Keller, 

2006). Among other things, premiums are used to stimulate the more often purchases or purchases 

that are larger than regular ones (Obeid 2014). In addition, they can also be used for testing new 

products. According to previous research results, premiums are becoming increasingly important 

method of sales promotion (Banerjee, 2009). 

Free product samples: These include small amounts of free product which can be delivered door 

to door, sent by mail, shared in shops, packaged with another product (Kotler and Keller, 2006). 
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They are used in motivating customers to try a new or an improved product, and then to conduct a 

test purchase and to become a permanent customer of that product (Rizwan et al., 2013). In other 

words, free samples are useful to induce purchase acceleration (Osman & Chan Yin Fah, 2011). 

For new brands or brand extensions, this is an effective, albeit sometimes expensive way for 

motivating consumers to try them (Jobber and Fahy, 2006). Also, this method of sales promotion 

is useful to attract competitive buyers. Shimp (2003) found that free samples have impact on 

consumer behavior when buying, i.e., they contribute to increased purchase, while Gilbert and 

Jackaria (2002) and S. Osman and B. Chan Yin Fah (2011) showed the opposite result. In contrast 

to price discounts, free samples are most often used to stimulate the trial of a new or improved 

brand with the intent that the customer is able to try out a product before purchasing it, which have 

been shown in previous literature increased the improvement in the quality judgment (Kim et al., 

2014). Free samples may help to encourage new uses for an established brand or attract consumers 

who have just entered the product category (Kim et al., 2014). A free sample could be a portion of 

food, or a product given for free to consumers in supermarkets or retail stores (De Bower, 2011). 

With effective sampling, is it possible to create brand loyalty and brand knowledge and is a 

preferred sales promotion technique when doing a launch of a product with the effect through word 

of mouth (Smith & Sinha, 2000). 

Price reduction: Competition is increasing in the market, profit being the main purpose of every 

business, companies tend to apply the appropriate techniques to increase their profits. Amid these 

techniques is price reduction. It’s a process by which businesses can reduce their costs and increase 

their profits due to the impact of that technique on sales. As follows Azeem and Sharma (2015), 

any company can cut its prices and then this will lead to the sales raise because even the irregular 

users will tend to acquire the product too and the non- regular consumers, would probably return 
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to the favorite brand in their pocket book after taking advantage of the discount rather than 

purchase the promoted brand at it normal price (Schultz & Block, 2014). According to Behe et al. 

(2015) among the promotional instruments that may persuade customer’s product test behavior, 

product prices reduction plays a key role in that persuasion (Schultz & Block, 2014). 

Awards. They are designed to provoke attention of potential customers, especially those who have 

never used certain product. Precisely, they are designed with the aim that consumers perceive them 

as a form of entertainment. There are 3 main types of awards: competitions, lotteries and 

sweepstakes (Jobber & Fahy, 2006). Competitions require from participants to demonstrate a 

certain level of skills and knowledge and participation usually depends on purchases, i.e., 

participants are required to show a proof of purchase. Lotteries do not require any skills or 

knowledge, but their outcome depends solely on luck. Sweepstakes are offered to customers each 

time when they buy something, and if they participate in them, they can win prizes. According to 

Shi et al (2005 and Obeid (2014), awards are relatively ineffective in creating any kind of consumer 

responses. 

Loyalty cards (programs of frequent purchases). Loyalty cards are kind of reward for loyal 

customers. Precisely, it is about programs with the help of which consumers are rewarded due to 

their frequent purchases of company's products and services (Kotler et al., 2013).). In other words, 

the goal is to attract customers to revisit the store and make purchase in it, with the intention of 

increasing purchase. Among other things, loyalty cards are a great source of information about 

customers, which can be used in campaigns of direct marketing (Jobber & Fahy, 2006). Lately, 

loyalty cards are becoming an increasingly important method of sales promotion, particularly 

among airlines, travel agencies and hotel chains. 
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Product demonstrations include displaying products to interested people at the point of sale, with 

the aim of provoking impulsive buying. Precisely, it is about displaying expensive products which 

cannot be shared as free samples (Kotler et al., 2013). They are usually implemented in stores, at 

fairs, exhibitions etc., even though they can also be implemented door to door and on the Internet. 

According to Shi et al (2005), this method is mostly effective in encouraging consumers to test 

products. Unfortunately, this is a very expensive form of promotion because customers are 

encouraged by giving gifts, organizing cocktails and short artistic programs, bringing celebrities 

etc. On the other hand, free product trial involves calling potential customers to try the product for 

free, in the hope they will buy it. As well as a demonstration of the product, this method of sales 

promotion is usually carried out in stores, where potential buyers have an opportunity to try out 

new, expensive product which they have not been used to and then make purchase of the same. In-

store demonstrations purpose is to especially promote new products or new brand and can be 

performed through for instance, cooking shows or food tasting (Prendergast et al., 2005). This type 

of marketing communication activity can generate positive consumer attitudes towards new 

products by providing information and possibility to try the product before purchasing it 

(Prendergast et al., 2005). 

Rebate is an amount paid by way of reduction or refund on what has already been paid. It is a type 

of sales promotion that marketers use mainly as incentives or supplements to product sales. The 

brand using a rebate can increase sales primarily on the “promise” of a discount. Which result in 

extra sales at their full margin (Fripp et al., 2018). 

Exhibitions, Bhasin (2018) sellers intend to showcase the products they have to their prospective 

buyers. These buyers might be consumers, or they may be industrial buyers. An exhibition 

generally consists of one player who is showcasing his/her goods. However, it can also be a 
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combination of players who are all there to showcase their wares. Patten (2001), some of the 

marketing objectives that organizations could use to exhibit in shows as; selling more products, 

launching a new line, finding distributors or outlets in a new territory and finding agents. Others 

were attracting new market, repositioning one’s company in the market, giving support to field 

agents, collecting feedback on a projected new range of products. Also re-establishing links with 

clients whom the organization did not see often and public relations to strengthen the 

organization’s position in the marketplace. Exhibitions being a direct face-to-face medium provide 

a good platform to collect feedback on a projected new product for one could see lots of prospects 

in a short time (Kotler et al., 2013). 

Financing is amongst the several types of sales promotions. Companies with huge resources 

generally act as financers. They allow customers to purchase a product on equated monthly 

installment (EMI) or on different financing options. All this happens for a minor processing fee 

and less interest (Bhasin, 2018). 

Games such as sweepstakes (competitions) are applied by retailers to attract traffic and penetrate 

the consumers’ shopping experience (Prendergast et al. 2005). The consumers participate in these 

games for reasons such as the perceived value, perceived fun and interest (Prendergast et al., 2005). 

2.3 Challenges of effective sales promotion  

The objective of sales promotion determines what the seller hops to reach with sales promotion 

(Mendez, 2014) The objective although should determine the target of consumers for the 

promotion and particularly the respond that is desirable (Mendez et al., 2015). However, Jesa farm 

dairy has not attained it its sales promotion targets due to the following challenges:  



18 

 

Inadequate trained staff: When an organization does not spend the time to fully train their people 

the consequence is poor service. Employees should be fully informed about company goals, the 

products and services. Emphasis and training should be focused upon the importance of listening 

and responding to the customer's requests. People can only do the job if they are given the right 

tools and objectives. It costs money to train people. It will cost more if you decide not to train them 

(Kotler et al., 2013).  

Lack of enough funds: Organisations spend substantial amounts on sales promotion of goods and 

services (Brar, Kumar & Ramgade, 2022).  Substantial expenditure is incurred on sales promotion 

every year by companies and other organisations. A question that comes up before the management 

is about the effectiveness of the sales promotion expenditure (Jadhav et al., 2022). It is common 

to evaluate the effectiveness of sales promotion activities in organisations (Patil et al., 2021). 

Competition: Fluss (2013) notes that competition forms one of the worst challenges for dairy farms 

in sales promoting since there are many firms in the dairy industry. Lombard (2009) stated that the 

pressure on companies to promote sales is fueled by the fact that there are many other players in 

the industry that are capable of encroaching on their customers. For the smaller and newer 

companies, competition becomes a very intensive challenge because they are less trusted leaving 

them operating on a thin line between failure and success (Ganiyu, 2017). Kotler and Armstrong 

(2009) state that as much as competition can be a challenge, it can be an opportunity for companies 

that approach business from a view that competition in the industry is high and therefore it is a 

dynamic environment. They conclude that this makes them creative and innovative because they 

are always on the look out to be ahead of their counterparts. 
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People don't care: In sales promotion strategies, selecting the correct personality is crucial for your 

business success. Apathetic or self-centered personality types have no place in a business that 

requires customer contact. The firm should focus the selection and evaluation process to identify 

personalities that do not fit the required profile. Get the wrong people out immediately, it also 

sends a clear message to everyone (Ndubisi & chiew, 2006).  

Sabotage: Angry or frustrated employees can actively work to sabotage and try to destroy the 

company. Firms should Keep honest and open communications with employees. Informally and 

formally review performance, goals, objectives and feelings to stop potential problems before they 

reach the customers. Get these people out of the front lines immediately (Coate, 2015).  

Negative thinking to the new product or service: If the image, sales promotion strategies and 

promotion of the company is quite different from the reality, workers will not be able to sustain a 

positive attitude in the face of problems they know exist. Solution: Be honest. Work closely with 

customer service: Sales promotion strategies and quality control to identify real problems and fix 

them (Coate, 2015).  

Personal problems reflected in work: When an employee's personal life is in crisis or out of control, 

they may exercise control, aggression and negativism toward customers in an attempt to put some 

part of their life in order.  Firms should clear communications with employees: If their personal 

life is affecting work performance, talk about it. Time off, access to counseling or just listening 

may prevent more serious problems (Lentinen, 2017).  

Incentives/salary not tied to results: If you insist that the company depends upon people, and that 

people are the key to success, implement compensation packages, evaluations and incentives that 

support and reinforce this (Khan, 2015). 
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2.4 Ways of Improving Sales Promotion at JESA  

Sales promotion has achieved an important and familiar role within the marketing sector because 

now consumer is more aware about the happenings gone through in Marketing Mix. But still, it 

deserves more marketing budget and augmenting the range of promotional typologies. Different 

sales promotion tools have different impact on different industry. In this study, the following ways 

needs to executed to improve sales promotion at Jesa Farm Diary with respect to need and want of 

consumers 

Recruiting and retaining good employees; There are many benefits that a company can achieve 

through sales promotion strategies, not only monetary benefits but also intangible benefits. When 

a regular customer is being served, the time used in the process is much shorter than the time used 

with a new customer and the risk of misunderstandings decreases. This will make the customer 

more satisfied and the communion between the customer and the personnel more relaxed (Simons, 

2014).  When the manufacturing company's personnel are able to serve happy customers, the 

atmosphere within the entire manufacturing company raises the rate of satisfaction of the 

employees with it. When the employees of the manufacturing company are satisfied, they tend to 

expend more effort in serving the customers and keeping the customers satisfied, making a cycle 

of satisfaction. The manufacturing company needs to make the first effort in achieving the cycle 

through implementation of sales promotion strategies (Rapert, Velliquette & Garretson, 2017).  

Use of technology as strategy; To implement sales promotion strategies driven strategy, the 

balance of power should be roughly equal, with everyone subordinating to the very precise 

individual needs of the end customer (Olson, Slater and Halt, 2015). There is no place for political 

and power games, which have long been acknowledged as restrictive to total system effectiveness. 

In each of these areas, leadership and human behavior are critical to achieving a paradigm shift 
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from traditional ways of thinking and working (Purcell and Boxall, 2017). Organization is all too 

familiar with silo-driven mentality in organizations where decisions are made based upon the 

perspective of a single department and not on the need of the end customer. Investigate technology 

that can improve convenience for your customers. Setting up a self-service page on your website 

where customers can find solutions to popular technical queries, for example, helps customers to 

resolve issues quickly. Including a link to a customer service specialist for additional support 

improves customer care and convenience even further (Kotler, 2004).  With the continued use of 

cost/profit centers and internal transfer pricing, managers in organizations often make win/lose 

decisions between internal departments that impact badly on the bottom line of the company 

(Aaltonen & Ikåvalko, 2013).  

Involvement of managers in strategic implementation; The most important thing when 

implementing a strategy is the top-level management’s commitment to the strategic direction itself. 

This is undoubtedly a prerequisite for a strategy implementation. Therefore, top managers must 

demonstrate their willingness to give energy the implementation process. This demonstrable 

commitment becomes, at the same time, a positive signal for all the affected organizational 

members (Raps & Kauffman, 2015).  To successfully improve the overall probability that the 

strategy is implemented as intended, senior executives must abandon the notion that lower-level 

managers have the same perceptions of the strategy and its implementation, of its underlying 

rationale, and its urgency and instead, they must believe the exact opposite. They must not spare 

any effort to persuade the employees of their ideas (Raps and Kauffman, 2015). Overall, though, 

it is increasingly acknowledged that the traditionally recognized problems of inappropriate 

organizational structure and lack of top management backing are the main inhibiting factors to 

effective strategy implementation (Ikávalko, 2016).  
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Accountability for sales promotion strategies; This is something we do particularly well at Client 

Heartbeat. It involves breaking sales promotion strategies into categories and assigning team 

members to be responsible for each category. It helps to understand and improve sales promotion 

strategies. By empowering employees to take ownership of sales promotion strategies, you 

encourage a culture that is focused on keeping customers happy (Evans & Berman, 2019).  

Give the customers a way to provide feedback; No matter how proactive you are, you'll never be 

able to get in front of every customer issue. To make sure you learn about the good, the bad, and 

the ugly experience your customers have, create an easily accessible way for customers to give 

feedback. Not only will you discover touch points and skills that need improvement, but your 

customers will see that are dedicated to providing top notch, proactive customer service (Evans & 

Berman, 2019).  

Cater to the customers: Make sure you are fully meeting your customers' needs. Consider assigning 

reps to specific customers so they can build a relationship. Offer VIP treatment for your best 

customers to let them know they are appreciated. What special services might your customers like? 

Set up focus groups, interview customers, or run a survey to get ideas (Barbera & Mazursky 2017).  

Create communities: The customers will feel even more valued if you treat them as important 

members of a community. You can bring various customers together in numerous ways, including 

webinars, interactive websites, social media, trade shows and conventions. And don't forget that 

while your customers come to these forums to learn from you, you can learn as much if not more 

from them (Zairi, 2018). 
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CHAPTER THREE 

RESEARCH METHODOLGY 

3.1 Research Design 

The study adopted the cross-sectional research design which was quantitative in nature. This 

research design enabled an investigation into the subject of study, in particular, evaluating the 

effectiveness of sales promotion strategies at Jesa Farm Dairy Limited. Cross sectional design was 

used to capture information based on data gathered for a specific period of time (Saunders et al., 

2017). Quantitative approach to data collection and analysis was employed in order to get an in-

depth understanding of the phenomenon under investigation and to confirm completeness for 

instruments (Amin, 2005). 

3.2 Population Study 

The study covered a population of over 300 employees of Jesa Farm Dairy Limited (The Human 

Resource annual report 2023) and 50 active customers thus making a population of 350. 

Employees were chosen from the departments of Sales and Marketing, Business Development 

(includes top management-decision makers) and the Customer Care department. This population 

is chosen because it comprises of employees that deal closely with customers and their issues as 

well as have a high influence in the sales promotion at the company.  

3.3 Sample Size  

Using the Krejci & Morgan (1970) sample table (See table in Appendix Four), the sample size was 

169 employees and 44 customers leading a total sample size of 213 respondents. The employees 

were selected from the three departments (marketing and sales, customer care and business 

development). The sample size was determined in proportions and after chosen randomly to select 

the respondents. 
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Table 3.1: Showing Population and sample size distribution 

Category Population Proportionate Sample 

Marketing and sales 232 120 

Customer Care 46 37 

Business Development 22 12 

Customers  50 44 

Total 350 213 

Source: Primary Data 

3.3.1 The Unit of Analysis and Inquiry 

The unit of analysis was Jesa Farm Dairy Limited, and the inquiry was individual employees from 

the three departments (marketing and sales, customer care and business development) and active 

customers because sales promotions are targeted towards customers.  

3.3.2 Sampling procedure 

To identify the departments that were part of the study, the researcher stratified employees that 

deal with customers directly into three categories as they appear i.e., Sales and Marketing, 

Business Development and Customer care. This implies that stratified sampling was used to create 

the three strata. To select respondents on each stratum, simple random sampling was used and this 

was done by allocating numbers for each respondent, which numbers were picked at random. 

Simple random sampling procedure was also used in order to get representative views of different 

customers of Jesa Farm Dairy Limited. A list of active clients was obtained from the management 

records and then names was assigned numbers, folded and then randomly picked one by one 

without replacement until the required respondents are reached. 

3.4 Data Sources 

The study used primary data. Primary data was collected by the researcher using a questionnaire 

with close ended questions designed on a 5-point Likert scale.   
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3.5 Data Collection instrument 

Primary data was obtained from the selected individuals using self-administered questionnaires 

consisting of close ended questions and a few open-ended questions to allow respondents 

contribute to the study. The questionnaire was designed according to the objectives of the study 

and responses to the questions were anchored on a five (5) point Likert scale ranging from 1-

strongly disagree to 5-strongly agree. This was adopted because it allows a systematic collection 

of information about the objective of the study. 

3.6 Measurement of variables  

Sales promotion strategies was conceptualized in terms of coupons, price discounts, exhibitions, 

samples, awards and bonus. These same attributes received prominence in several studies 

(Andrews et al., 2014; Bhasin, 2018; Ghifari & Saefulloh, 2018; Ginting, 2013; Osman & Chan 

Yin Fah, 2011; Schultz & Block, 2014) where they were recognized as appropriate strategies for 

evaluating sales promotion.  

Challenges to promoting sales were conceptualized using challenges such as Inadequate trained 

staff, Lack of enough funds, Competition, Sabotage and negative thinking to the new product or 

services among others. These were pointed out from scholars such as Kotler et al. (2013), Brar et 

al (2022), Jadhav et al. (2022), Coate (2015) and Khan (2015). 

Possible ways of improving sales promotion were measured in terms of use of technology, 

involvement of managers in strategic implementation, accountability for sales promotion 

strategies, give the customers a way to provide feedback, cater to the customers and create 

communities among others as highlighted in various empirical studies (Simons, 2014; Olson et al., 

2015; Raps & Kauffman, 2015; Evans & Berman, 2019; Barbera & Mazursky 2017; Zairi, 2018).  
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The above measures were adopted for this study with modifications to suit the Ugandan 

environment. The measures were operationalized using a questionnaire designed on a 5 point 

Likert scale with the 1-5 anchors where; 5= Strongly agree, 4=Agree, 3=Not sure, 2=Disagree and 

1=Strongly disagree (Sarantakos, 2013). This scale enabled the researcher to measure perceptions 

of the respondents to statements relating to evaluation of sales promotion strategies at Jesa Farm 

Dairy Limited. 

3.7 Data Validity and Reliability 

Validity of the questionnaire was established using Content Validity Index (CVI) to determine the 

relevance of the questions in measuring the variable (Campbell & Staney, 1966). The researcher 

tested the reliability of the questionnaire using Cronbach’s alpha test as recommended by Nunally 

(1978) and the Cronbach’s alpha coefficient were all above 0.70, thus the instrument was 

considered reliable. 

Table 3.2: Reliability and Validity Results  

Details  Items Cronbach Alpha CVI  

Sales promotion strategies  22 0.801 0.785 

Challenges faced in promoting sales  6 0.797 0.75 

Possible ways of Improving sales promotion  8 0.701 0.727 

Source: Primary data 

3.8 Data Analysis and Presentation. 

Collected data was edited, coded and analyzed using the Statistical Package for Social Scientists 

V23 (SPSS). The analysis was done focusing on the descriptive statistics including frequencies, 

mean and standard deviation. Respective interpretations were done to attach meaning to the 

findings. 
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CHAPTER FOUR 

PRESENTATION, INTERPRETATION AND ANALYSIS OF THE RESULTS 

 4.0 Introduction 

This chapter covers the presentation, analysis and interpretation of the results according to the 

objectives of the study specified in the first chapter. The objectives were to identify the sales 

promotion strategies used at Jesa Farm Dairy Ltd, to identify the challenges that Jesa Farm Dairy 

Ltd faces in promoting sales and to suggest possible ways of Improving sales promotion at Jesa 

Farm Dairy Ltd 

4.1 Response Rate 

The study targeted a sample of 213 staff and active customer at the main branch of Jesa Farm Dairy 

Ltd (JFDL). However, out of 213 questionnaires distributed, 158 questionnaires were returned and 

giving rise to a percentage of 74.17% which is suitable to draw valid and reliable conclusions.  

According to Mugenda and Mugenda (2003), a 50% response rate is adequate, 60% good and 

above 70% rated very well. This also concurs with Kothari (2004) assertion that a response rate of 

50% is adequate, while a response rate greater than 70% is very good. This implies that based on 

this assertion; the response rate in this case of 74.17% was very good.  

Table 4.1: Response Rate  

Targeted respondents Attained respondents Response rate 

213 158 74.17% 

Source: Primary data 

The 158 comprised of Jesa Farm Dairy Ltd staff and therefore the researcher obtained a response 

rate of 93.49 percent. The researcher considers this rate as sufficient and good for the study.  
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4.2 Background information of the respondents 

Respondents included the staff and customers of the firm. The background information gathered 

for this study included information on the age, gender, education status, period worked with the 

organisation and department attached to. The demographic characteristics of the respondents are 

summarized in Table 4.2: 

Table 4.2: Characteristics of the Respondents 

Parameter  Variables Frequency % 

 

Gender 

Male 80 50.6 

Female 78 49.4 

Total 158 100.0 

Age 

20 - 25 years 11 7.0 

25 - 30 years 69 43.7 

30 - 35 years 68 43.0 

35 years and above 10 6.3 

Total 158 100.0 

 

Education attained 

Diploma 18 11.4 

Degree 111 70.3 

Masters 28 17.7 

PHD 1 .6 

Total 158 100.0 

Period worked with the 

organisation 

0 - 5 years 29 18.4 

6 - 10 years 81 51.3 

11 -15 years 47 29.7 

16 years and above 1 .6 

Total 158 100.0 

 

 

Department attached to 

Marketing and sales 103 65.2 

Customer care 21 13.3 

Business Development 8 5.1 

Customers 26 16.5 

Total 158 100.0 

Source: primary data 

Results in table 4.2 indicate that the majority of the respondents are male while the females are the 

slight minority. This implies that the results are based on the opinions of more male than male 

respondents at the organization and that the number of customers and staff is mainly male. The 

results in table 4.2 further show that the biggest category of respondents (43.7%) are in the 25-30 
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years age group followed by 43percent who are in the 30-35 years age group, then those 20-25 

years (7%) and those of 35 years and above (6.3%). Results show that most of the respondents 

(86.7%) are middle aged although all age brackets are represented hence the implication that most 

staff and customers are middle aged. Results on education status show that 70.3% have a 

Bachelor’s Degree, 17.7% have a master’s degree, 11.4% have a diploma and 0.6% have PhD. 

From an overall perspective we can see that most of the respondents are well educated which 

means that they understand the purpose of the study and provided information from an educated 

perspective hence lending reliability to it. 

Results in table 4.2 shows majority of the respondents (37.3%) have worked with Jesa Farm Dairy 

Ltd for a period 6-10 years. Respondents who had worked for a between 11-15 years are 29.7%, 

0-5 years are 18.4%, while those of 16 years and above are 6%. This implies that the results were 

from the respondents who have worked for the organisation for a period of 6-10 years. This period 

is long enough for employees for give reliable information about sales promotion strategies at Jesa 

Farm Dairy Ltd. The results in table 4.2 indicate that majority (65.2%) of respondents were 

marketing and sales officers, 16.5% were customers, 13.3% were customer care officers and 5.1% 

were business development officers. Results were obtained from staff who are involved in the day 

to day running of the sales promotion strategies at Jesa Farm Dairy Ltd. Therefore, data about sales 

promotion strategies was collected from the right people and therefore more reliable.  

4.3 Descriptive Statistics Results 

The summary descriptive statistics of the sales promotion strategies used at Jesa Farm Dairy Ltd, 

the challenges that Jesa Farm Dairy Ltd faces in promoting sales and possible ways of Improving 

sales promotion at Jesa Farm Dairy Ltd are presented in Table 4.3, 4.4 and 4.5 bellow. The purpose 

of descriptive statistics is to check whether the calculated means represent the observed data, that 
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is, whether the mean is a good replica of reality (Field, 2009 and Saunders et al., 2007). The 

descriptive statistics of the variables cover means, standard deviations, minimum and maximum 

values to summarize the observed data in the table below.  

Standard Deviation (SD) is the extent by which the views obtained from the respondents vary from 

the mean scores. It implies that a higher SD had varying opinions towards the given response (SD 

above 1), and when the SD is below 1 closer to 0, it means uniformity in the opinions provided in 

the study. A mean above 3 indicates that the respondents were in agreement to the question asked. 

4.3.1 Sales promotion strategies used at Jesa Farm Dairy Ltd  

The first objective was concerned with sales promotion strategies used at Jesa Farm Dairy Ltd. 

Pursuant to this objective, descriptive statistics were run and results shown in table 4.8 followed 

by interpretation and analysis. The findings are based on a Likert scale where 1-strongly disagree, 

2-disagree, 3-not sure, 4-agree, 5-storngly agree. The findings are indicated in table 4.3 below: 

  



31 

 

Table 4.3: Sales Promotion Strategies at Jesa Farm Dairy Ltd (N=158) 

 Sales promotion strategies  Min Max Mean SD 

Coupons      

We issue coupons to encourage consumers buy a new product & 

maximize profit 
1 5    4.241  0.7935 

We offer coupons more frequent than for competing brands 1 5    4.044  1.1306 

Our coupons motivate purchase acceleration and product trial 2 5    4.297  0.6726 

   4.194 0.8656 

Price discounts      

Our consumers are offered a reduction in the regular price of a 

product 
2 5    4.038  0.8051 

We offer attractive price discounts compared to competitors 1 5    3.892  1.0683 

Our discount on the product increase profit as the company sales 

more 
1 5    4.184  0.8126 

Discounts influence customers to buy our products 2 5    4.361  0.6204 

   4.119 0.8266 

Exhibitions      

We participate in trade show as a sales promotion strategy increase 

the awareness of the products 
2 5    4.551  0.6135 

We carry out exhibition displays to attract attention of buyers 2 5    4.190  0.6596 

We get new customers attracted to our products through exhibitions 1 5    4.152  0.7416 

   4.298 0.6716 

Samples     

We regularly give samples to our distributors 1 5    3.880  1.0549 

We provide samples to increase the demand for the new product 2 5    4.038  0.8438 

Our customers find it easier to buy a new product if they get samples 

of it. 
1 5    4.038  0.9702 

Our customers chose our products because of samples offered 1 5    3.981  0.9870 

   3.984 0.9640 

Awards      

We give patronage rewards to keep our customer engaged and 

connected with the brand 
1 5    3.962  1.0088 

Awards induces repeat purchase among customers 1 5    4.032  1.0122 

We provide Transport Services to our clients. 1 5    3.646  1.1120 

We offer gifts to increases the customers and the brand awareness 1 5    3.924  1.0378 

   3.891 1.0427 

Bonus      

Our distributers buy more if given bonus stocks 1 5    3.854  1.0933 

Our customers opt for competitor products if the competitor runs 

better bonus schemes 
1 5    3.835  1.0699 

Customers buy more of a product if it is running as a bonus pack 1 5    3.563  1.1423 

Our customers would keep buying our products if we keep running 

as a bonus pack 
1 5    3.854  0.9763 

   3.777 1.0705 

Valid N (listwise)     4.025 0.9194 

Source: Primary data 
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Results in Table 4.3 showed that Jesa Farm Dairy Ltd uses different sales promotion strategies like 

coupons, price discounts, exhibitions, samples, awards and bonuses as indicated by (Grand 

Mean=4.025; SD=0.9194). Among these sales promotion strategies; exhibitions seem to be the 

most prevalent at Jesa Farm Dairy Ltd with a mean score of (4.298). In regards to this strategy 

respondents were in agreement to the statements that Jesa Farm Dairy Ltd participate in trade show 

as a sales promotion strategy increase the awareness of the products (M=4.551, SD=0.6135), carry 

out exhibition displays to attract attention of buyers (M=4.190, SD=0.6596) and get new customers 

attracted to our products through exhibitions (M=4.152, SD=0.7416). This implies that during 

exhibitions as sales promotion strategy; Jesa participates in trade show as a sales promotion 

strategy increase the awareness of the products, carry out exhibition displays to attract attention of 

buyers and get new customers attracted to our products through exhibitions. 

In the same regard, coupons had a mean score of 4.194 and become the 2nd highly ranked practice 

of sales promotion strategy used by Jesa Farm Dairy Ltd. Regarding this practice majority of the 

respondents were in agreement to the statements that coupons motivate purchase acceleration and 

product trial (M=4.297, SD=0.6726), issue coupons to encourage consumers buy a new product 

and maximize profits (M=4.241 SD=0.8656) and offer coupons more frequent than for competing 

brands (M=4.044, SD=1.1306). This implies that the Jesa Farm Dairy Ltd promote their sales 

through coupons to motivate purchase acceleration and product trial, issue coupons to encourage 

consumers buy a new product and maximize profits and also offer coupons more frequent than for 

competing brands. 

Price discounts was a third ranked sales promotion strategy used by Jesa Farm Dairy Ltd with a 

mean score of 4.119. In regards to this practice majority of the respondents were in agreement to 

the statements that Jesa consumers are offered a reduction in the regular price of a product 
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(M=4.038, SD=0.8051), the firm offer attractive price discounts compared to competitors 

(M=3.892, SD=1.0683), Jesa’s discount on the product increase profit as the company sales more 

(M=4.184, SD=0.8126) and discounts influence customers to buy our products (M=4.361, 

SD=0.6204). This implies that Jesa Farm Dairy Ltd offers reduction in the regular price of a 

product and attractive price discounts compared to competitors to influence customers to buy our 

products. 

Samples was the fourth ranked sales promotion strategy used by Jesa Farm Dairy Ltd with a mean 

score of 3.984. Regarding this practice majority of the respondents were in agreement to the 

statements that Jesa regularly give samples to our distributors (M=3.880, SD=1.0549), provide 

samples to increase the demand for the new product (M=4.038, SD=0.8438), Jesa’s customers find 

it easier to buy a new product if they get samples of it (M=4.038, SD=0.9702) and that customers 

chose Jesa products because of samples offered (M=3.981, SD=0.9870). This implies that the Jesa 

Farm Dairy Ltd regularly give samples to their distributors, provide samples to increase the 

demand for the new product and get customers because of samples they offer. 

Awards was the fifth ranked sales promotion strategy used by Jesa Farm Dairy Ltd with a mean 

score of 3.891. Regarding this practice majority of the respondents were in agreement to the 

statements that Jesa give patronage rewards to keep customer engaged and connected with the 

brand (M=3.962, SD=1.0088), awards induce repeat purchase among customers (M=4.032, 

SD=1.0122), Jesa provide Transport Services to clients (M=3.646, SD=1.1120) and offer gifts to 

increases the customers and the brand awareness (M=3.981, SD=0.9870). This implies that the 

Jesa Farm Dairy Ltd give patronage rewards to keep customer engaged and connected with the 

brand, give awards to induces repeated purchase among customers, provide transport services to 

clients and offer gifts to increases the customers and the brand awareness. However, some 
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respondents were not in agreement to awards as a sale promotion given their standard deviation 

on awards higher than one. 

Lastly, bonuses was another sales promotion strategy used by Jesa Farm Dairy Ltd with a mean 

score of 3.777. Regarding this practice respondents were in agreement to the statements that Jesa 

Farm Dairy Ltd distributers buy more if given bonus stocks (M=3.854, SD=1.0933), Our 

customers opt for competitor products if the competitor runs better bonus schemes (M=3.835, 

SD=1.0699), Customers buy more of a product if it is running as a bonus pack (M=3.563, 

SD=1.1423) and customers would keep buying our products if we keep running as a bonus pack 

(M=3.854, SD=0.0763). This implies that the Jesa Farm Dairy Ltd promote sales through giving 

bonuses in terms of bonus packs to distributors and better bonus schemes to customers to keep 

buying the company products. However, some respondents were not in agreement to bonuses as a 

sale promotion given their standard deviation on awards higher than one. 

Therefore, to summarize results for objective one, Jesa Farm Dairy Ltd uses exhibitions, coupons, 

process discounts, samples, awards and bonus as strategies to promote sales. The most highly 

ranked sales promotion strategy was exhibition (mean=4.298, SD= 0.6716), followed by coupons 

(Mean=4.194, SD= 0.8656), then price discounts (Mean=4.119, SD=0.8266), samples 

(Mean=3.984, SD=0.9640), awards (Mean=3,891, SD=1.0427) and lastly bonus (Mean=3.777, 

SD=1.0705). Given the above results, all strategies are in existence at Jesa Farm Dairy Ltd since 

all of them have the mean that is above 3.0 on a scale of 1-5 and also with a standard deviation 

that are not very far away from one indicating uniformity in response.  Thus, the first objective of 

the study was achieved. 
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4.3.2 Challenges that Jesa Farm Dairy Ltd faces in promoting sales 

The second objective was to identify the challenges that Jesa Farm Dairy Ltd faces in promoting 

sales. Table 4.4 shows the presentation descriptive statistics for this objective followed by 

interpretation and analysis. 

Table 4.4: Challenges that Jesa Farm Dairy Ltd faces in promoting sales (N=158) 

  Min Max Mean SD 

Our Sales Team rarely organizes refresher trainings 1 5 3.601 1.3111 

Our sales team sabotages and destroys the company. 1 5 2.981 1.5618 

Incentives/ Salary is not tied to our sales team result 1 5 3.006 1.2744 

Our sales team have a negative thinking about our new 

products 
1 5 2.867 1.4370 

Our sales team has a high sales promotion budget 1 5 3.354 1.2873 

Our sales team faces stiff competition from other dairy farms 1 5 4.120 1.0366 

Valid N (listwise)     3.322 1.3180 

Source: Primary data 

The results in table 4.4 show that respondents somehow agreed with the that Jesa Farm Dairy Ltd 

faces in promoting sales given the grand mean of 3.322 and standard deviation of 1.3180. Results 

show that the strongest cited challenges were that Jesa’s sales team faces stiff competition from 

other dairy farms, Sales Team rarely organizes refresher trainings and sales team has a high sales 

promotion budget with mean scores M=4.120, M=3.601 and M=3.354 respectively. 

Regarding the challenges majority of the respondents were in agreement to the statements that  

there is Jesa’s sales team faces stiff competition from other dairy farms (mean=4.120, 

SD=0.1.0366) implying that Jesa is faced with a challenge of stiff competition while promoting 

their sales. Respondents agreed to the statement that Jesa’s Sales Team rarely organizes refresher 

trainings (mean=3.601, SD=01.3111) implying that Jesa’s sales team rarely organizes refresher 

trainings. Respondents were in agreement to high sales promotion budget (mean=3.35490, 
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SD=1.2873) implying that Jesa sales team has a high sales promotion budget which is a challenge 

for management to facilitate it.  

The results in table 4.4 further show that respondents somehow agreed that at Jesa incentives/ 

Salary is not tied to sales team result (mean=3.006, SD=1.0019) which indicates that Jesa does not 

tie incentives/salary to their sales teams’ results which impedes their sales promotion strategies. 

However, respondents were not in agreement to the challenge that Jesa’s sales team sabotages and 

destroys the company (mean=2.981, SD=1.56182) and that Jesa’s sales team have a negative 

thinking about new products (mean=2.867, SD=1.4370). Implying that the Jesa’s sales team does 

not sabotage and destroy the company and also that Jesa’s sales team have a positive thinking 

about new products. 

In conclusion, the key findings indicated that most respondent were in agreement to stiff 

competition from other dairy farms (mean=4.120, SD=0.1.0366), Jesa’s sales team rarely 

organizes refresher trainings (mean=3.601, SD=01.3111), high sales promotion budget 

(mean=3.35490, SD=1.2873) and incentives/ Salary is not tied to sales team result (mean=3.006, 

SD=1.0019) as the major challenges faced by Jesa Farm Dairy Ltd faces in promoting sales.  

Respondents were in agreement on all the challenges associated with sales promotion at Jesa Farm 

Dairy Ltd included in this study except sales team sabotaging and destroying the company and 

also negative thinking about new products. This is indicated by their mean is above 3.0 on a scale 

of 1-5 and also with a standard deviation that are not very far away from one indicating uniformity 

in response. Thus, objective two of the study was achieved. 
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4.3.3 Possible ways of Improving sales promotion at Jesa Farm Dairy Ltd 

The third objective was to suggest possible ways of Improving sales promotion at Jesa Farm Dairy 

Ltd. Table 4.5 below summarize the results from the respondents and it is followed by 

interpretation and analysis. 

Table 4.5: Possible ways of Improving sales promotion at Jesa Farm Dairy Ltd (N=158) 

  Min Max Mean SD 

Recruitment and retaining good staff improve may improve sales 

volumes 
1 5 4.329 0.7692 

Involvement of managers in strategic implementation may improve 

sales volume 
1 5 4.304 0.7201 

Giving customers a way to provide feedback may improve repetitive 

purchase 
1 5 4.025 0.8592 

Decreasing the input such as advertising cost, selling expenses and 

promotion expenses may reduce the sales team budget 1 5 4.038 1.0151 

Breaking sales promotion strategies into categories may improve sales 

promotion strategies. 2 5 4.310 0.6068 

Assigning team members to be responsible for each category may 

improve sales promotion strategies. 1 5 4.215 0.6804 

Focusing on the selection and evaluation process helps to identify sales 

personalities that fit the required profile for increasing sales 2 5 4.323 0.5785 

Keeping honest and open communications with employees may 

improve sales volume 2 5 4.411 0.6297 

Valid N (listwise)     4.244 0.7324 

Source: primary data 

Table 4.5 above presents results and the findings indicates that all respondents were in agreement 

with the possible ways of improving sales promotion at Jesa Farm Dairy Ltd. given by the grand 

mean of 4.244 and SD of 0.7324. The most prominent strategy was keeping honest and open 

communications with employees (Mean=4.411, SD=0.6297). This was followed by recruitment 

and retaining good staff (Mean=4.329, SD=0.7692), focusing on the selection and evaluation 

process helps to identify sales personalities that fit the required profile for increasing sales 

(Mean=4.323, SD=0.5785), breaking sales promotion strategies into categories (Mean=4.310, 
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SD=0.6068) and involvement of managers in strategic implementation (Mean=4.304, 

SD=0.7201). 

In addition, respondents also ranked assigning team members to be responsible for each category 

(Mean=4.215, SD=0.6804), decreasing the input such as advertising cost, selling expenses and 

promotion expenses may reduce the sales team budget (Mean=4.038, SD=1.0151) and giving 

customers a way to provide feedback may improve repetitive purchase (Mean=4.025, SD=0.8592) 

as appropriate strategies for enhancing stakeholder management at Uganda Revenue Authority. 

All these items had a mean score above 3.0 and SD close 1 as indicated in table 4.5 above which 

indicates that most of the respondents were in agreement with the possible ways suggested and 

also there was uniformity in the opinions provided. In conclusion, all above possible ways were 

agreed upon by the respondents for improving sales promotion at Jesa Farm Dairy Ltd since they 

all have the mean that is above 3.0 on a scale of 1-5 and also with a standard deviation that are not 

very far away from one.    

Measures like keeping honest and open communications with employees, recruitment and 

retaining good staff, focusing on the selection and evaluation process helps to identify sales 

personalities that fit the required profile for increasing sales, breaking sales promotion strategies 

into categories and involvement of managers in strategic implementation had a higher mean score 

implying that Jesa Farm Dairy Ltd should put more emphasis on them to improve sales promotion. 
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CHAPTER FIVE 

DISCUSSION, CONCLUSION AND RECOMMENDATIONS 

5.0 Introduction  

This chapter presents a discussion of findings, conclusions and recommendations drawn from the 

study findings of the previous chapter. This chapter is organized in three sections. The first section 

deals with discussions of the research findings in relation to the research objectives and 

conclusions are in section two. The third section focuses on recommendations while the fourth 

section presents areas for further research. 

5.1 Discussion of Findings 

5.1.1 Sales promotion strategies used at Jesa Farm Dairy Ltd 

The results of the study indicated that coupons, price discounts, exhibitions, samples, awards and 

bonuses are some of the sales promotion strategies used by Jesa Farm Dairy Ltd. This is supported 

by majority of the respondents who were in agreement about the sales promotion strategies at Jesa 

Farm Dairy Ltd given the grand mean 4.025. The results of the study indicated that majority of the 

respondent were in agreement with the statements that Jesa Farm Dairy Ltd participate in trade 

show as a sales promotion strategy to increase the awareness of the products, carry out exhibition 

displays to attract attention of buyers, issue coupons to encourage consumers buy a new product 

and maximize profits and offer attractive price discounts compared to competitors. This implies 

that the company have a number of intermediaries with the purpose of providing the products to 

have tried to use exhibitions, coupons and price discounts as sales promotion strategies. However, 

strategies like samples, awards and bonuses have not been appropriately used as indicated some 

respondents were not agreement with them as sales promotion strategies used by Jesa Farm Dairy 

Ltd. 
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The finding agrees with previous studies for example Fam et al (2019) stated that successful sales 

promotion strategies encourage consumers to purchase new products while providing additional 

consumer benefits, such as monetary or non-monetary rewards. Additionally, Andrews et al. 

(2014) suggested that price discounts are particularly effective in motivate purchase acceleration 

and product trial. Bhasin (2018) argued that many sales promotion can stimulate the consumer to 

shop in the store nevertheless coupons are the primordial tools to be used whether you would like 

to see the customer come back to repurchase in the store (Ashraf et al., 2014). Lastly Exhibitions 

being a direct face-to-face medium provide a good platform to collect feedback on a projected new 

product for one could see lots of prospects in a short time (Kotler et al., 2013). These results were 

generally in support of the current findings of this study. 

5.1.2 Challenges that Jesa Farm Dairy Ltd faces in promoting sales 

Results show that the strongest cited challenges that Jesa Farm Dairy Ltd faces in promoting sales 

include:  stiff competition from other dairy farms, Jesa’s sales team rarely organizes refresher 

trainings, high sales promotion budget and incentives/ Salary not tied to sales team result. Several 

other challenges were considered in this study were not supported by the respondents given their 

means bellow among which included: sales team sabotaging and destroying the company and also 

negative thinking about new products. 

The above findings are in relation with the previous studies Forexample; in their study Kotler et 

al. (2013) stated that when an organization does not spend the time to fully train their people the 

consequence is poor service. Also, Organisations spend substantial amounts on sales promotion 

of goods and services (Brar, Kumar & Ramgade, 2022).  Further, Fluss (2013) notes that 

competition forms one of the worst challenges for dairy farms in sales promoting since there are 

many firms in the dairy industry. Furthermore, Ganiyu (2017) states that for the smaller and 
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newer companies, competition becomes a very intensive challenge because they are less trusted 

leaving them operating on a thin line between failure and success. These results were generally 

in support of the current findings of this study. 

5.1.3 Possible ways of Improving sales promotion at Jesa Farm Dairy Ltd 

The findings indicated that the respondents were in agreement that Jesa Farm Dairy Ltd should put 

more emphasis on keeping honest and open communications with employees, recruitment and 

retaining good staff, focusing on the selection and evaluation process helps to identify sales 

personalities that fit the required profile for increasing sales, breaking sales promotion strategies 

into categories and involvement of managers in strategic implementation as key measures for 

improving sales promotion. 

Additionally, Jesa Farm Dairy Ltd should assign team members to be responsible for each 

category, decreasing the input such as advertising cost, selling expenses and promotion expenses 

may reduce the sales team budget and giving customers a way to provide feedback may improve 

repetitive purchase to overcome the challenges that Jesa Farm Dairy Ltd faces in promoting sales. 

The above findings are in agreement with several scholars like; Rapert, Velliquette and Garretson 

(2017) in their study stated that manufacturing firms needs to make the first effort of recruiting 

and retaining good employees in the cycle of implementation of sales promotion strategies. Olson, 

Slater and Halt (2015) added that by empowering employees to take ownership of sales promotion 

strategies, you encourage a culture that is focused on keeping customers happy. To make sure you 

learn about the good, the bad, and the ugly experience your customers have, create an easily 

accessible way for customers to give feedback (Evans & Berman, 2019). These results were 

generally in support of the current findings of this study. 
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5.2 Conclusions 

Drawing from the above findings and discussion, a number of conclusions have been drawn: The 

study was undertaken to examine the sales promotion strategies used at Jesa Farm Dairy Ltd, to 

identify the challenges that Jesa Farm Dairy Ltd faces in promoting sales and to suggest possible 

ways of Improving sales promotion at Jesa Farm Dairy Ltd. Jesa Farm Dairy Ltd endeavors to 

promote its sales through using coupons, price discounts, exhibitions, samples, awards and 

bonuses. These efforts are reflected in the responses received from the survey findings which are 

also sufficiently supported by past studies on the concept of sales promotion strategies. Despite 

the efforts at Jesa Farm Dairy Ltd, there are several challenges which may be affecting Jesa Farm 

Dairy Ltd while promoting their sales like stiff competition from other dairy farms, Jesa’s sales 

team rarely organizes refresher trainings, high sales promotion budget and incentives/ Salary not 

tied to sales team result, as identified in the study. Several possible ways like keeping honest and 

open communications with employees, recruitment and retaining good staff, focusing on the 

selection and evaluation process helps to identify sales personalities that fit the required profile for 

increasing sales, breaking sales promotion strategies into categories and involvement of managers 

in strategic implementation were suggested and strongly adopted by the respondents as key in 

improving sales promotion at Jesa Farm Dairy Ltd. On that basis the study has a number of 

recommendations in the section that follows. 

5.3 Recommendations 

From the findings, discussions and conclusions of the study the following recommendations 

are made.  
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i. The study recommends continuous strengthening of the sales promotion strategies at Jesa 

Farm Dairy Ltd. The strategies that should be given much more emphasis include the use 

exhibitions, coupons and price discounts. 

ii. Jesa Farm Dairy Ltd should at all time have to planned, organized, directed and controlled 

their sales promotion programme in place as this will help them to make such promotional 

strategies effective and efficient.  

iii. The company should train and retrained their sales personnel as how they should embark 

on their sales activities.  There should be seminars for manufactures to train their teams 

and customers on how to undertake and embrace various types of promotional activities 

iv. Jesa Farm Dairy Ltd should be aware that there are certain time for effective use of sales 

promotions. For instance, during festival period, Jesa should take advantage of that by 

developing effective sales promotional tools that can influence consumers awareness about 

the product.  

v. Policy makers, the Ugandan government needs to create a good environment for 

manufacturers to exercise the researched sales promotion tools. The government could look 

into taxes or levies that might be hindering these promotional tools. For instance, 

exhibitions in particular require fees in order for these companies to participate, some 

companies hardly afford to pay the hefty fees and other resources. 

5.4 Limitations of the Study 

• There was concern that some of the respondents who had some reservations as to how 

much information they share due to fear of company policies and adherence to 

confidentiality as this might cause poor responses from the questionnaires, however the 
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researcher mitigated this by clearly explaining the importance of research to all the 

respondents that will be selected to participate in this study. 

• This study used a cross sectional research design approach, which has limitations in that 

what is on the ground may not represent what has been happening there for some time. 

Future studies should conduct longitudinal studies so that a longer time bracket is applied, 

as this might give different and even a wider perspective on the results. 

• Disclosure of the information was a problem by some individuals. However, I the 

researcher explained to them a high degree of confidentiality concerning the information 

provided is to be maintained so as to eliminate fear and anxiety that the information given 

could compromise their positions at work since the information given would be treated 

with utmost care and consideration. 

• The study focused on sales promotion strategies at Jesa Farm Dairy Ltd hence findings 

may not be applicable to other companies. 

5.5 Areas for further study 

The researcher recommends future scholars to study sales promotion strategies in other context 

like services firms like telecom and banks. This study used a cross sectional research design and 

quantitative approach, which has limitations in that what is on the ground may not represent what 

has been happening there for some time. Future researchers should conduct longitudinal and 

mixed studies so that a longer time bracket is applied, as this might give different and even a 

wider perspective on the results. 
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APPENDICES 

Appendix 1: Questionnaire for employees. 

Makerere University 

Makerere University Business School 

Topic:  Evaluating the Effectiveness of Sales Promotion Strategies at Jesa Farm Dairy 

Limited  

Dear Respondent; 

I am Ssevume Micheal Baluungi, You have been identified as a key informant, please spare a 

few minutes of your busy schedule to fill this questionnaire. Your opinions and views in this 

questionnaire are important for generating the findings that will led to an award of Master Degree 

in Business administration of Makerere University Business School. The responses will be used 

for purely academic research. Your honest and sincere responses are highly appreciated and shall 

be treated with utmost confidentiality. 

Section A: Background data  

Please circle the appropriate response 

1) Gender:     Male                    Female                

2) Age:  20 - 25 years                  25 - 30 years                  30 - 35 years               

 

35 years and above     

3) Highest education attained:  

Diploma                     Degree               Masters             PHD       

4) Period worked with the organisation 

0-5years    6-10yeras          11-15years        16years and above 

 

5)  Department attached to 

Marketing and sales  Customer Care  Business Development 

SECTIONS: B - D 

The table below shows the alternative responses and the number assigned to each response. For In 

sections B – F, please evaluate the statement by ticking in the box with the number that best suits 

your response. 

 

 

 

SECTION B: Sales promotion strategies  

No Sales promotion strategies  Scale  

 Coupons  1 2 3 4 5 

1 We issue coupons to encourage consumers buy a new product and maximize profits      

2 We offer coupons more frequent than for competing brands      

3 Our coupons motivate purchase acceleration and product trial      

 Price discounts  1 2 3 4 5 

Strongly Disagree Disagree Not sure Agree Strongly Agree 

1 2 3 4 5 
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1 Our consumers are offered a reduction in the regular price of a product      

2 We offer attractive price discounts compared to competitors       

3 Our discount on the product increase profit as the company sales more       

4 Discounts influence customers to buy our products       

 Exhibitions  1 2 3 4 5 

1 We participate in trade show as a sales promotion strategy to increase the awareness 

of the products 

     

2 We carry out exhibition displays to attract attention of buyers       

3 We get new customers attracted to our products through exhibitions      

 Samples  1 2 3 4 5 

1 We regularly give samples to our distributors      

2 We provide samples to increase the demand for the new product      

3 Our customers find it easier to buy a new product if they get samples of it.      

4 Our customers chose our products because of samples offered      

 Awards  1 2 3 4 5 

1 We give patronage rewards to keep our customer engaged and connected with the 

brand  

     

2 Awards induces repeat purchase among customers      

3 We provide Transport Services to our clients.       

4 We offer gifts to increases the customers and the brand awareness      

 Bonus  1 2 3 4 5 

1 Our distributers buy more if given bonus stocks      

2 Our customers opt for competitor products if the competitor runs better bonus 

schemes 

     

3 Customers buy more of a product if it is running as a bonus pack      

4 Our customers would keep buying our products if we keep running as a bonus pack      

 

SECTION C: Challenges Faced in promoting sales at JESA 

No.  Challenges Faced in promoting sales   1 2 3 4 5 

1 Our Sales Team rarely organizes refresher trainings)      

2 Our sales team sabotages and destroys the company.      

3 Incentives/ Salary is not tied to our sales team result       

4 Our sales team have a negative thinking about our new products      

5 Our sales team has a high sales promotion budget       

6 Our sales team faces stiff competition from other dairy farms      

 

SECTION D: Ways of Improving Sales Promotion at JESA 

No.  Ways of Improving Sales Promotion at JESA 1 2 3 4 5 

1 Recruitment and retaining good improve may improve sales volumes      

2 Involvement of managers in strategic implementation may improve sales volume       

3 Giving customers a way to provide feedback may improve repetitive purchase      
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4 Decreasing the input such as advertising cost, selling expenses and promotion 

expenses may reduce the sales team budget 

     

5 Breaking sales promotion strategies into categories may improve sales 

promotion strategies. 

     

6 Assigning team members to be responsible for each category may improve sales 

promotion strategies. 

     

7 Focusing on the selection and evaluation process helps to identify sales 

personalities that fit the required profile for increasing sales 

     

8 Keeping honest and open communications with employees may improve sales 

volume 

     

Thank You for Your Corporation 
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Appendix 2: Questionnaire for customers 

Makerere University 

Makerere University Business School 

Topic:  Evaluating the Effectiveness of Sales Promotion Strategies at Jesa Farm Dairy 

Limited  

Dear Respondent; 

I am Ssevume Micheal Baluungi, You have been identified as a key informant, please spare a 

few minutes of your busy schedule to fill this questionnaire. Your opinions and views in this 

questionnaire are important for generating the findings that will led to an award of Master Degree 

in Business administration of Makerere University Business School. The responses will be used 

for purely academic research. Your honest and sincere responses are highly appreciated and shall 

be treated with utmost confidentiality. 

Section A: Background data  

Please circle the appropriate response 

1) Gender:     Male                    Female                

2) Age:  20 - 25 years                  25 - 30 years                  30 - 35 years               

 

35 years and above     

3) Highest education attained:  

Diploma                     Degree               Masters             PHD       

4) Period using Jesa Products 

0-5years    6-10yeras          11-15years        16years and above 

 

SECTIONS: B - D 

The table below shows the alternative responses and the number assigned to each response. For In 

sections B – F, please evaluate the statement by ticking in the box with the number that best suits 

your response. 

 

 

 

SECTION B: Sales promotion strategies  

No Sales promotion strategies  Scale  

 Coupons  1 2 3 4 5 

1 Jesa issue coupons to encourage consumers buy a new product and maximize profits      

2 Jesa offers coupons more frequent than for competing brands      

3 Jesa’s coupons motivate purchase acceleration and product trial      

 Price discounts  1 2 3 4 5 

1 Jesa’s consumers are offered a reduction in the regular price of a product      

2 Jesa offer attractive price discounts compared to competitors       

Strongly Disagree Disagree Not sure Agree Strongly Agree 

1 2 3 4 5 
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3 Jesa’s discount on the product increase profit as the company sales more       

4 Discounts influence customers to buy our products       

 Exhibitions  1 2 3 4 5 

1 Jesa participates in trade show as a sales promotion strategy to increase the 

awareness of the products 

     

2 Jesa carries out exhibition displays to attract attention of buyers       

3 Jesaget new customers attracted to our products through exhibitions      

 Samples  1 2 3 4 5 

1 Jesa regularly gives samples to our distributors      

2 Jesa provides samples to increase the demand for the new product      

3 Jesa’s customers find it easier to buy a new product if they get samples of it.      

4 Jesa’s customers chose our products because of samples offered      

 Awards  1 2 3 4 5 

1 Jesa gives patronage rewards to keep our customer engaged and connected with the 

brand  

     

2 Awards induces repeat purchase among customers      

3 Jesa provides Transport Services to our clients.       

4 Jesa offers gifts to increases the customers and the brand awareness      

 Bonus  1 2 3 4 5 

1 Jesa’s distributers buy more if given bonus stocks      

2 Jesa’s customers opt for competitor products if the competitor runs better bonus 

schemes 

     

3 Customers buy more of a product if it is running as a bonus pack      

4 Jesa’s customers would keep buying our products if we keep running as a bonus 

pack 

     

 

SECTION C: Challenges Faced in promoting sales at JESA 

No.  Challenges Faced in promoting sales   1 2 3 4 5 

1 Jesa’s Sales Team rarely organizes refresher trainings)      

2 Jesa’s sales team sabotages and destroys the company.      

3 Incentives/ Salary is not tied to our sales team result       

4 Jesa’s sales team have a negative thinking about our new products      

5 Jesa’s sales team has a high sales promotion budget       

6 Jesa’s sales team faces stiff competition from other dairy farms      

 

SECTION D: Ways of Improving Sales Promotion at JESA 

No.  Ways of Improving Sales Promotion at JESA 1 2 3 4 5 

1 Recruitment and retaining good improve may improve sales volumes      

2 Involvement of managers in strategic implementation may improve sales volume       

3 Giving customers a way to provide feedback may improve repetitive purchase      

4 Decreasing the input such as advertising cost, selling expenses and promotion 

expenses may reduce the sales team budget 
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5 Breaking sales promotion strategies into categories may improve sales 

promotion strategies. 

     

6 Assigning team members to be responsible for each category may improve sales 

promotion strategies. 

     

7 Focusing on the selection and evaluation process helps to identify sales 

personalities that fit the required profile for increasing sales 

     

8 Keeping honest and open communications with employees may improve sales 

volume 

     

Thank You for Your Corporation 
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Appendix 3: Krejcie and Morgan Table  

 

Populati

on size 

Sampl

e size 

Populatio

n size 

Sampl

e size 

Populatio

n size 

Sampl

e size 

Populatio

n size 

Sampl

e size 

Populatio

n size 

Sampl

e size 

10 10 100 80 280 162 800 260 2800 338 

15 14 110 86 290 165 850 265 3000 341 

20 19 120 92 300 169 900 269 3500 246 

25 24 130 97 320 175 950 274 4000 351 

30 28 140 103 340 181 1000 278 4500 351 

35 32 150 108 360 186 1100 285 5000 357 

40 36 160 113 380 181 1200 291 6000 361 

45 40 180 118 400 196 1300 297 7000 364 

50 44 190 123 420 201 1400 302 8000 367 

55 48 200 127 440 205 1500 306 9000 368 

60 52 210 132 460 210 1600 310 10000 373 

65 56 220 136 480 214 1700 313 15000 375 

70 59 230 140 500 217 1800 317 20000 377 

75 63 240 144 550 225 1900 320 30000 379 

80 66 250 148 600 234 2000 322 40000 380 

85 70 260 152 650 242 2200 327 50000 381 

90 73 270 155 700 248 2400 331 75000 382 

95 76 270 159 750 256 2600 335 100000 384 

Krejcie, Robert V., Morgan, Daryle W., “Determining Sample Size for Research Activities”, 

Educational and Psychological Measurement 

 

 


