
`SSAAR (JMSE); Journal of  September, 2020 

Management Science and Entrepreneurship  

45 | P a g e  
 

Editions 

  

 

 
EMPIRICAL EVIDENCE OF SALES PROMOTIONAL ACTIVITIES AND 

CUSTOMER PERCEPTION OF MTN PRODUCTS IN MAIDUGURI 

METROPOLITAN COUNCIL 

 

 

BINTU MUSTAPHA CHIBOK PHD1 AND ZAINAB ABDUL IBRAHIM2  

University of Maiduguri, Nigeria,1 Ramat Polytechnic Maiduguri Nigeria 2 

 

Abstract 

Past studies have observed that sales promotion influences organisational 

performance. However, some aspects of sales promotion such as contest, and 

premium in relation to customer perception have received little scholarly 

attention. The paper specifically examined the effect of contest, and Premium 

on customer perception of Mobile Telecommunication Network (MTN) 

Product in Maiduguri Metropolitan Council. Survey method was used to 

obtain data from the customers of Mobile Telecommunication Network 

(MTN) within Maiduguri Metropolitan Council. A sample of three hundred 

and ninety nine was obtained from the total population of one hundred and 

eighty nine thousand eight hundred and fourteen registered customers of 

MTN in Maiduguri Metropolitan Council. Multiple regression analysis was 

used to analyse the data obtained from the customers of MTN within 

Maiduguri Metropolitan Council with the aid of statistical package for social 

sciences version 2.0. The paper found that contest, and premium had 

significant effect of on customer perception of MTN products; premium on 

customer perception of MTN products, A P-value of 0.000 which is less than 

p<0.05; and A P 0.019 which is less than p<0.05, significant was obtained. 

 

Keywords: Promotion, Customer Perception, and Mobile Telecommunication 

Network Product. 

 

Introduction 

Marketing exist to finding and satisfying the need of existing and prospective 

customers in a society. These needs are fulfilled by the production of specific 
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product and service. The pricing, promotion and distribution of these 

products and services determine who will be willing and able to buy them. 

Thus, marketing is the process of communicating the value of a product or 

service (Aderemi 2014). Some people see Marketing as the art of selling 

products (Wamoni 2011); however, selling is only a small fraction of 

marketing. It is a general believe that marketing includes all the various 

activities involved in production, pricing, distribution and promotion of 

products and services. Promotion is an important component of marketing; it 

has got a very significant impact   on   the   demand   managing   activity   of   

the company. The   key   components   of promotion includes personal selling, 

direct marketing, advertising, sales promotion, and public relations. 

Promotion objectives are so vital because they determine   the   role   of   each   

components   of   the   promotion   mix   in   the marketing objectives of the 

organisation. Promotion is part of integrated marketing communication 

which recognises the advantages of having a complete plan to find better ways 

of understanding and connecting with consumers (Quarshie, 2010). It has also 

been observed that Contests/Sweepstakes are tools that are related in the 

sense that all of them give the consumer the opportunity to win something 

such as cash, trip, or products. However, the difference is that; in contests and 

games, the consumer is required to pre-qualify and submit an entry to be 

judged by a panel or perform a task, which success or failure can clearly be 

judged to select the best entry or player. Therefore, many studies reported the 

effect of sales promotion in a variety of ways. Some see it as mere burden, 

raising the cost of operation and products. Some even see it as helping by 

positioning of products, while others see it as competitive strength to gain, 

maintain or sustain market share. On this note scholars like Zubairu, Idaomi 

and Azubuike  (2014), Wamoni (2011),  Quarshie (2010), Oyedapo, Akinlabi  

and Sufian  (2012) examined the link between sales promotion and volume, 

Sales performance, and Revenue Generation respectively. But these studies 

did not   consider the effect of contest on customer perception of MTN 

products in Maiduguri Metropolis. In addition, the link between sales 

promotion tools and customers perception of Mobile Telecommunication 

Network (MTN) Product has not received adequate scholarly attention, 

leaving a wide research gap in the telecommunication industry in Maiduguri 

Metropolitan Council. In the light of this problem and gap, this study seeks to 

investigate the effect of sales promotion on customers’ perception of MTN 
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products in Maiduguri Metropolis. This research work will be of great 

significance to the telecommunication companies as they will be informed of 

the various strategies of sales promotion and how these strategies can be used 

to achieve organisational objectives. The findings and recommendations of 

the study will enlighten decision makers on the need to ensure the 

appropriate use of a particular strategy for a particular product. 

Consequently, the following questions guided the study: 

What is the effect of Contest on customer perception Mobile 

Telecommunication Network products? 

What is the effect of Premium on Customer perception on Mobile 

Telecommunication Network Products? 

 

Objectives of the Study 

 The main objective of this paper is to assess the effect of promotional 

activities on customer perception of MTN products in Maiduguri Metropolitan 

Council. The specific objectives are to: 

i. examine the effect of Contest  on customer perception of Mobile 

Telecommunication Network Products in Maiduguri Metropolitan 

Council; and 

ii. assess the effect of premium on customer perception of Mobile 

Telecommunication Network Products in Maiduguri Metropolitan 

Council 

 

Theoretical Framework 

The dynamic process of interpreting multitude of sensory stimuli which is 

referred to as consumer perception influence consumers’ attitudes, belief, 

motives, and past learning (Williams, 1985). An understanding of perceptual 

processes is important to the marketer, as a consumer’s decision to purchase 

a product will be influenced to a large extent by the way he/she perceives the 

product. The study utilises the theory of planned behaviour (TPB) as 

proposed by (Ajzen 1991) to explain the behaviour of the customers of MTN 

products as to how each of the identified promotional activities of the firm 

influences the behaviour of the consumer. The consumers’ personal attitudes, 

subjective norms and his perceived behavioural control influence purchase 

and adoption of the promotional activity of any product. The TPB model 

behaviour that is produced by a conscious consumer decision making process 



`SSAAR (JMSE); Journal of  September, 2020 

Management Science and Entrepreneurship  

48 | P a g e  
 

Editions 

is undertaken using available information sensibly. This can best be 

understood when the behaviour is largely controlled by a consumer when 

forming intention to buy the particular product, which can be influenced 

through firm’s promotion and activities (Lorey, Meulemen and Collewaert 

2015, Ajzen 1991). Appling the TPB to the perception of mobile 

telecommunication network products, three factors should influence the 

probability of promotional activities and the effect on the consumers’ 

perception of the products; personal desire to compete and have prestige 

(Personal Attitude), social pressure to appreciate (subjective norms) and 

perceived control over sensory stimulation to interpret (perceived behaviour 

control) (Lorey, Meulemen and Collewaert 2015, Ajzen 1991).  

 

Effect of Contest and Customer Perception of MTN Product   

Blattberg and Nelson, (1990) opined that contests enhance sales through 

brand switching. They also argue that by offering a contest, promotion 

intensify the consumer’s overall attitude towards buying the brand on sale. 

The degree to which this occurs depends on the size of the prize which 

influences the consumer belief that the brand on sale is generally attractive. 

Sales promotion techniques like contests attempts to create a transaction by 

initiating excitement pertaining to the brand of the company. Further, he 

postulates that the techniques are designed lure new customers to the 

organisation. The scholar states the purchasing patterns changes slightly as a 

result of the technique. 

The scholars differ in their perspective regarding the magnitude of the 

technique (contests), Blattberg and Nelson, (1990) is of the opinion that 

contributions of the techniques towards sales increase is vital, assessing of 

profitability of promotional efforts remain key but there is need to make an 

analysis of the sales patterns and buying patterns for the brand after the deal 

have been retracted. A large percentage of conducted contests draws attract 

new customers to the organisation. Blattberg, (1990), states the increase is 

short lived as brand switchers may remain loyal just for the mere fact of 

benefiting from the deal and will move to the next deal that is offered in the 

market, this lead to a drop in the previously acquired by the sales promotion 

technique. Dawes (1998) share the same notion that sales may also increase 

as a result of existing customers purchasing more products (stockpiling) or 

accelerating purchases. 



`SSAAR (JMSE); Journal of  September, 2020 

Management Science and Entrepreneurship  

49 | P a g e  
 

Editions 

Generally contests enhance a number of elements that are beneficial to the 

organisation. Contests  create a business about a product or service. The rise 

of social media, word of mouth marketing aid in enhancing a product, events 

such as contests encourage people to talk about the company’s service or 

product portfolio, this extend advertising reach for the organisation. 

The above analysis is a clear evident that contests sales promotional 

strategies increases profitability and enhance clientele base, in the short run. 

The same concept can be applicable to the telecommunication sector in 

Zimbabwe where profitability and subscriber growth can be set off by 

contests promotional strategies. 

Ho1: Contest does not significantly affect Customer perception of Mobile 

Telephone Network MTN Products. 

 

Effect of Premium and Consumer Perception of MTN Product 

There have been few studies on the effectiveness of premium based sales 

promotion. In their study, Preston (1978) concluded that a promotion with an 

incentive generally increases sales. Some researchers have studied consumer 

preferences of different aspects of promotion campaigns and characteristics 

of related premiums. The most notable study result has been that consumers 

appreciate campaigns with direct premiums highly more than those with 

delayed premiums (Alain & Jacob 2002; Liao &Ze, 2006). In addition to the 

reward-timing dimension, research has indicated that consumers prefer a 

relatively low quantity of products to be purchased in able to receive the 

premium, they appreciate if the value of the premium is mentioned and 

respond better to a good product-premium fit (Simonson ., 1994; Montane, 

2011 Alain & Jacob, 2002;). The notion that consumers would rather purchase 

a low quantity of products in order to 10 receive a premium might sound 

apparent. However, the marketer should be rational when deciding on the 

quantity of products needed to receive the premium and the value of the 

premium. A campaign with a very low amount of products to be purchased 

naturally will include a low value premium that might not be attractive. On the 

other hand, like the previous studies concluded, a large amount of products 

that need to be purchased will no longer trigger consumers purchases, even if 

the premium is of great value (Simonson, 1994; Montaner, 2011,Alain & Jacob, 

2002;). Consumers also appreciate the promotion when their brand attitude 

is positive and when the interest for the premium is significant.  
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Ho2:  Premium has no significant effect on Customer perception of MTN 

Products. 

 

Methodology 

Survey method was used to collect data from the customers of MTN in 

Maiduguri Metropolitan Council. Five point likert scale questionnaire was 

used to measure responses on the scale hand anchors from 1(SD) to 5 (SA). 

The population of the study consisted of the total number of customers in 

Maiduguri Metropolitan Council using Mobile Telecommunication Network. 

Thus the population of the study is estimated as 189,814 registered customers 

of using MTN product within Maiduguri Metropolitan Council, Borno State. 

Data for the study was obtained from primary source. This was generated 

through responses from registered customers of (MTN) in Maiduguri 

Metropolitan Council Borno State. 

Taro Yamani formula was used to ascertain the sample size for this study and 

is given thus, as total sample of n = 399. The paper employed purposive 

sampling technique to select MTN subscribers within Maiduguri Metropolitan 

Council. 

The paper employed descriptive and inferential statistics tools to analyse the 

data collected. These involve the use of mean, standard deviation and 

maximum and minimum. Simple percentage and use of table presentation 

with the aid of statistical packages for social sciences (SPSS) version ten and 

STATA was used. Multiple regression analysis was used to test hypotheses 

formulated.  This study was based on multiple regression models represented 

by BnXn + e. The regression model is specified as 

Y = BO + B1X1+ B2ϰ2 + e 

Where Y = Customer Perception 

 BO = Constant term 

 Bx= Coefficient to be estimated 

 X1 =Contest 

 X2 = Premium 

b1+ b2 = Regression Coefficient 

 

Findings 

The data obtained from the respondents were collated and presented using 

frequency distribution table. A total of 399 questionnaires were distributed 
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out of which 382 were retrieved for analysis. The analysis was done on the 

basis of the valid questionnaire as data retrieved were computed using the 

statistical package for social sciences (SPSS) version ten and STATA. Multiple 

regression analysis was used to test the three hypotheses formulated. The 

decisions for significant relationship were based on 0.05 alpha level and the 

results were presented on tables, while the variable addressing each 

hypothesis were also indicated.  

 

Table 1: Contests and Customer Perception of Mobile Telecommunication 

Network (MTN) Products.  
S/NO STATEMENT SA A UD DA SD TOTAL 

1  Persistent promotion by way of organizing contest 

influence customer perception towards buying a 

brand 

  174 

(45.5%) 

168 

(44.0%) 

24 

(6.3%) 

10 

(2.6%) 

6 

(1.6%) 

382 

2  Persistent promotion inform of contest among 

customers of a product has effect on customer 

perception in creating excitement pertaining the 

product 

77 

(20.2%) 

224 

(58.6%) 

30 

(7.9%) 

35 

(9.2%) 

16 

(4.2%) 

382 

3  Consistence contest e.g raffle draw to win a prize 

influence customer’s to talk about MTN product and 

services. 

183 

(47.9%) 

92 

(24.1%) 

72 

(18.8%) 

25 

(6.5%) 

10 

(2.6%) 

382 

4  General promotion (contest) activities influence 

customer perception to buy more of company’s 

product 

117 

(30.6%) 

203 

(53.1%) 

11 

(2.9%) 

26 

(6.8%) 

25 

(6.5%) 

382 

Source: Field Survey, (2019) 

 

Table 1 recorded responses from customers of MTN products on effects of 

contest on customer perception of mobile telecommunication network in 

Maiduguri Metropolitan Council. On the issue of whether, Persistent 

promotion by way of organizing contest influence customer perception 

towards buying a brand.  One hundred and seventy four 174 (45.5%) strongly 

agreed, one hundred and sixty eight 168 (44.0%) agreed, ten 10 (2.6%) 

disagreed, six 6 (1.6%) strongly disagreed and ten 10 (6.3%) were undecided. 

As to the issue of whether Persistent promotion inform of contest among 

customers of a product has effect on customer perception in creating 

excitement pertaining the product seventy seven 77 (22.2%) strongly agreed, 

two hundred and twenty four 224 (58.6%) agreed, thirty 30 (7.9%) were 



`SSAAR (JMSE); Journal of  September, 2020 

Management Science and Entrepreneurship  

52 | P a g e  
 

Editions 

undecided, thirty five 35 (9.2%) disagreed and sixteen 16 (4.2%) strongly 

disagreed. 

With regards to the issue of Consistence contest like, raffle draw to win a prize 

influence customer’s to talk about MTN product and services, one hundred 

and eighty three 183 (47.9%) strongly agreed, ninety two 92 (24.1%) agreed, 

twenty five 25 (6.5%) disagreed, ten 10 (2.6%) strongly disagreed and 

seventy two 72 (18.8%) were undecided. 

On the issue of whether General promotion (contest) activities influence 

customer perception to buy more of company’s product one hundred and 

seventeen 166 (30.6%) strongly agreed, two hundred and three 203 (53.1%) 

agreed, twenty six 26 (6.8%) disagreed, twenty five strongly disagreed 25 

(6.5%) and eleven 11(2.9%) were undecided. This implies that customer’s 

perception of MTN product in Maiduguri Metropolitan Council is explained by 

Persistent promotion by way of organizing contest, promotion inform of 

contest, raffle draw, and General promotion to buy more of company’s 

product. 

 

Table 2. Premiums and Customer Perception of Mobile Telecommunication 

Network (MTN) Products. 
S/NO STATEMENT SA A UD DA SD TOTAL 

5 When goods are offered free or at low cost, it 

influences customers perception and attract them to 

buy MTN product. 

221 

(57.9%) 

130 

(34.0%) 

17 

(4.5%) 

8 

(2.1%) 

6 

(1.6%) 

382 

6  Premium such as “buy one get one free” motivates 

customers switch to buy MTN products. 

186 

(48.7%) 

159 

(41.6%) 

29 

(7.6%) 

0 

(0.0%) 

8 

(2.1%) 

382 

7 Voucher/recharge card doubling encourages 

customers to increase purchase of MTN product. 

167 

(43.7%) 

146 

(38.2%) 

38 

(9.9%) 

18 

(4.7%) 

13 

(3.4%) 

382 

8  Promotion reward creates perception in customers 

to say good things about the company’s offering 

131 

(34.3%) 

182 

(47.6%) 

21 

(5.5%) 

33 

(8.6) 

15 

(3.9%) 

382 

Source: Field Survey, (2019) 

 
Table 2 Gathered responses from customers of MTN product in Maiduguri 

Metropolitan Council. On the issue of whether goods are offered free or at low 

cost influences customers perception and attract them to buy MTN product 

two hundred and twenty one 221 (57.9%) strongly agreed, one hundred and 

thirty (40.0%) agreed, eight 8 (2.1%) disagreed, six 6 (1.6%) strongly 

disagreed and seventeen 17 (4.5%) were undecided. 

On the issue of Premium such as “buy one get one free” motivates customers 

switch to buy MTN products one hundred and eighty six 186 (48.7%) of the 
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respondents strongly agreed, one hundred and fifty nine 159 (41.6%) agreed, 

eight 8 (2.1%) strongly disagreed and twenty nine 29 (7.6%) were undecided. 

With respect to Voucher/recharge card doubling encourages customers to 

increase purchase of MTN product one hundred and sixty seven 167 (43.7%) 

strongly agreed, one hundred and forty seven 147 (38.2%) agreed, thirty 

eight 38 (9.9%) were undecided, eighteen 18 (4.7%) disagreed, and thirteen 

13 strongly disagreed. 

On the issue of whether Promotion reward creates perception in customers 

to say good things about the company’s offering one thirty one 131 (34.3%) 

strongly agreed, one hundred and eighty two 182 (47.6%) agreed, thirty three 

33 (8.6%) disagreed, fifteen 15 (3.9%) strongly disagreed, and twenty one 

(5.5%) were undecided. This implies that goods are offered for free or at low 

cost, Premium such as buy one get one free, Voucher/recharge card doubling 

encourages customers to increase purchase of MTN product and reward 

creates influences customers to say good things about the company’s offering 

explained the influence of sales promotion on customer perception of MTN 

product in Maiduguri Metropolitan Council.  

        

Table 3. Model Summary of the Effect of Multiple Regression Analysis of 

Contest and  Premium on Customer Perception MTN Product 

 

      Source |       SS              df           MS                                 Number of obs = 382 

    -----------+------------------------------                                     F(3,   379) = 1660.14 

       Model |   3334.2692     3          1111.42307                     prob>     =  0.0000 

    Residual |  253.730803   379      .669474415                       R-squared = 0.6293 

    -----------+------------------------------                                      Adj R-squared = 0.9287 

       Total |        3588          382        9.39267016                      Root MSE = .81821 

 

       ------------------------------------------------------------------------- 

      Y1 |      Coef.         Std. Err.              t           P>|t|     [95% Conf. Interval] 

            ----------+----------------------------------------------------------- 

       X1 |   .1992144   .0146146      13.63      0.000     .1704786    .2279503 

       X2 |   .0417269   .0177577       2.35       0.019      .006811    .0766427 

       ------------------------------------------------------------------------- 

Source: Field Survey, (2018) 
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Table 3 shows a multiple regression analysis of X1, X2 and X3 against Y. The 

table shows an R X1= .1992144 which is =19.9% X2=.0417269 and X2 

=.1213093 as the variables representing the fit of the model and R2= 0.6293 

which is 62.93% which indicates that the variable has effect in predicting the 

linearity of the model, a P- value of 0.000 and 0.019 which is highly less than 

P< 0.05 significant level. These results suggest that all the three variables, 

Contest and Premium have significant effect in predicting customer 

perception. It was also found in this paper that; 

i. Customer’s perception of MTN product in Maiduguri Metropolitan 

Council is explained by Persistent promotion by way of organizing 

contest, promotion inform of contest, raffle draw, and General 

promotion to buy more of company’s product. A P-value of 0.000 which 

is less than p<0.05 significant. This suggests that Contest has 

significant effect on customer perception of MTN product in Maiduguri 

Metropolitan Council. 

ii. Goods are offered for free or at low cost, Premium such as buy one get 

one free, Voucher/recharge card doubling encourages customers to 

increase purchase of MTN product and reward creates influences 

customers to say good things about the company’s offering explained 

the influence of sales promotion on customer perception of MTN 

product in Maiduguri Metropolitan Council. A P-value of 0.019 which is 

less than p<0.05 significant. This suggests that premium has significant 

effect on customer perception of MTN products in Maiduguri 

Metropolitan Council. 

 

Discussions 

The study assesses the effect of sales promotion on customer perception of 

MTN product in Maiduguri Metropolitan Council and it was that there is a 

significant effect contest on customer perception of MTN product in 

Maiduguri Metropolitan Council this in agreement with the study by Wamoni 

(2011), on Promotion Activities and Sales Volume in Telecommunication 

Industry: It was also found in this study that there is a significant effect of 

premium on customer perception of MTN product in Maiduguri Metropolis 

and this study collaborate with the study on the Impact of sales promotion 

strategies on product patronage by Zubairu, Idaomi and Azubuike  (2014). 

The study examined the sales promotion strategies as a force that inevitably 
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associates with other aspect of promotion applicable to the activities of any 

organisation it was found that sales promotion activities coupled with quality 

products and personalized services have led to increase in sales and 

profitability.  

 

Recommendations 

Telecommunication companies especially, MTN should device radical means 

and use more of contexts and premium related sales promotional activities 

into general innovative promotions of their products. This will provide them 

stronger mean of competition and would bring about lasting relationship with 

their customers. 
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