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ABSTRACT 

The intent of the study was to assess the role of product promotion activities in 

consumer markets: a case study of lubricant products in Dar es Salaam. The study 

used Case study design to achieve its objectives. The target group for the study was 

lubricant selling companies and consumers.  The sample size for the study was 52 

respondents.   The objectives of the study were to examine the effectiveness of 

promotions directed towards potential consumers by lubricant companies, the impact 

of these promotions on the sales of the lubricant companies, the reactions of the 

potential consumers towards these promotions and to analyze on whether these 

campaigns induce brand loyalty.  

 Data was collected by using questionnaire administration, in-depth interview, 

observations, and documentary review. The quantitative data collected were analyzed 

by using SPSS VERSION 20. The findings are presented in tables, figures and text to 

simplify interpretation and general appraisal of the phenomenon. It was observed that 

promotions on the sales of the lubricants created a high satisfaction to consumers. 

The results show that customers are very much of quality oriented when selecting the 

product, also the availability of the product. Product quality also relates to how well 

a product meets changing demands. Customers are becoming more particular about 

their own requirements. Also commercial advertisements increases the awareness of 

the customers on the lubricants products. Promotional campaigns like those of the 

kiosk campaign, free t-shirts, key holder and caps also increases the awareness of the 

customers towards the lubricant products. In this case it recommended that 

promotion of the lubricant should be one of the main strategies of the companies in 

order to increase awareness to the consumers of the lubricants. The marketing plan 

should be structured, in order to successful targeting products to the "right" 

demographics 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background to the Study 

Incapability based on knowledge how to choose which lubes brand is suitable to a 

certain machine and to crosscheck whether the provided brand is suitable for the 

required application is a very big problem because only poor decision or taking 

decision of someone who is not sure of his/her recommendation advice can put a 

multi-million machine in rest for good. 

It is basically problem affecting directly to machine owners because are the ones who 

are getting most loss but also it is affecting reputation to sellers groups so as machine 

technician. 

The lubrication of machines relates to the lubrication of their various moving 

components. This guidance on the selection of lubricants to match the needs of the 

components under a range of operating conditions is given by lubricants experts 

available in most of lubricants suppliers, the manufacturer of machine identify 

lubricants performance specifications which supposed to be matched by lubes 

supplier’s experts. The components covered are plain and rolling bearings, gears, 

roller chains, wire ropes, flexible couplings and slides, etc. This area is mostly 

covered and operated by lubes suppliers but during re-lubrication knowledge 

supposed already imparted to consumers upon promotional awareness done by 

suppliers. This implies that every machine work properly at the good and the one 

which related to the machines.  

This study concentrated on the issued related to why people do not want to take their 

time and read or learn from different perspectives regarding to what their motor 

vehicles consumes/use as a major part in the engine. Also the research focused on 

how these people really would need to be educated for their own benefit and the 

country’s benefit 
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1.2 Statement of the Problem 

Important factors taken into consideration by lubricant companies while doing 

consumer campaigns of their products is strong competitive factors that shape their 

strategy which are threat of new entrants, bargaining power of suppliers, bargaining 

power of buyers, threat of substitute products and rivalry among existing 

competitors. In all competitive advantage in our Tanzania lubricants markets 

companies doesn’t test the impact of their promotions to their intended market 

segment if whether they are aware of their products and services because of high 

demand and supply of their products and services which is not blowing any whistle 

in their annual sales volumes. 

We have been experiencing a lot of automotive and industrial machine being 

damaged by a very simple mistake of wrong recommendations of lubricants, it is 

very hard to identify and diagnose problem caused by lubricants at very early stages 

since most damages of machines starts to come out after years of wrong application 

of lubricants. 

This study was test the impact of lubricants supplier’s promotions to their intended 

customers, this would reveal out whether the car users knows what it is by 

lubricating his/her machine or he or she is happy as long as his/her long time trusted 

technician has been recommending the same during service for years. 

But also this study was to test the impact of promotion of lubricants industry key 

players on loyalty of their brands to their end users. 

Above all this study needed to ensure that OMCs are able to come up with 

competitive marketing strategies which will put emphasis on product quality. It was 

also to help in increasing the life span of motor vehicles engine through emphasis on 

educational training of lubricants to end users as they will be more informed about 

the lubricants. Furthermore it was also to assist the government institutions to 

understand to what extent the problem exist and hence the government will be able to 

come up with policy which would clearly stipulate the range of quality of lubricants 

which need to be available in the market. 
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1.3 Research Questions 

1.3.1 General research Questions. 

What are the impacts of lubricant suppliers in achieving the competitive advantage to 

its consumers? 

1.3.2 Specific research Questions. 

 What is the effectiveness of promotions directed towards potential consumers 

by lubricant companies? 

 What are the role  of these promotions on the sales of the lubricant companies  

 What are the reactions of the potential consumers towards these promotions? 

 Does this promotion have something to do with induction of brand loyalty to 

consumers? 

1.4 Research Objectives 

1.4.1 General Objectives. 

 To establish and critically analyze the main marketing challenges facing the 

oil marketing companies when dealing with lubricant marketing 

 

1.4.2 Specific Objectives. 

 To analyze the effectiveness of promotions directed towards potential 

consumers by lubricant companies 

 To identify the impact of promotions on the sales of the lubricant companies  

 To analyze the reactions of the potential consumers towards these promotions 

 To analyze on whether these campaigns induce brand loyalty 

 

1.5 Significance Of The Study 

The findings of this study are intended to form a basis for creating awareness on the 

state of the role of product promotion activities in consumer markets. A case study of  
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Lubricant products in Dar es Salaam. Similarly, these findings will form a basis for 

informing policy makers and influence creation of policies and guidelines the 

product promotion activities.  

It is a tool for professionals to improve product promotion activities in consumer 

markets.  This in turn will increase the selling of the product and awareness to 

consumers.  It provides hands on experience in product promotion activities and 

awareness to customers. The findings of this study will thus contribute to the existing 

body of knowledge on product and awareness to consumers. Lubricants suppliers 

will be able to conduct promotions and campaigns which are knowledge based on 

brand quality and distinctions to other supplier’s quality. This will be conducted 

through the advertisement in different media as well as through Posters.  

1.6 Scope of Study 

In line with the economic globalization and open market in Tanzania, under 

supervision of Tanzania bureau of Standards which got hands later from EWURA 

both controlling quality of lubricants of importers and those who are blending 

locally. Since then a large number of players have been and still entering in the 

Tanzania lubricants market. This study will help us to know the impact of consumer 

promotions on sales of lubricants. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction 

This study is concerned with how the product promotion can be of vital importance 

in business, we have realized that many people are not well informed, but through 

promotion is when someone can get proper information and be able to choose the 

right product at that particular time. 

This chapter explains different types of literatures, how people did their works and 

came out with some suggestions or findings on how product promotion can take a 

big role in business. 

There are different articles which are explaining different products how they became 

successful through promotion. On our case lubricant if follows the same patterns can 

also take the same paste to become successful at the same perspective. 

2.1 Theoretical Literature Review 

The use of lubricants is as old as the history of mankind but the scientific analysis of 

lubrication, friction and wear as an aspect of tribology is relatively new. The 

reduction of friction along with the reduction or even avoidance of wear by the use of 

lubricants and lubrication technologies results in energy saving, the protection of 

resources also fewer emissions. These benefits describe economic and ecological 

importance of this field of study. (Mannheim, January 2001). 

Lubricants are classified into two major groups: automotive lubricants and industrial 

lubricants. Industrial lubricants can be sub-divided into industrial oils and industrial 

specialities. Specialties in this case are principally greases, metalworking lubricants 

and solid lubricant films. Process oils are often included in lubricant statistics. These 

are oils which are included as raw materials in processes, but above all as plasticizers 

for the rubber industry. Process oil’s only link with lubricants is that they are mineral 

oil products resulting from the refining of base oils but they often distort lubricant 

consumption figures.  
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However, to provide a degree of comparison, they have been included in the 

following lubricant statistics. In 2004, 37.4 million tons of lubricants were consumed 

worldwide (53% automotive lubricants, 32% industrial lubricants, including related 

specialties, 5% marine oils, and 10% process oils). Of total industrial lubricants, 37% 

were hydraulic oils, 7% industrial gear oils, 31% other industrial oils, 16% 

metalworking fluids (including temporary corrosion preventives whose multipurpose 

function often includes 

Lubrication), and 9% greases.  

North America and Western Europe make up 35.9% of world lubricant consumption 

even though these regions only account for 9.4% of the world’s population. 

 

Global per-capita consumption decreased from 8.8 to 5.6 kg per year between 1970 

and 2004, i.e. the increase in lubricant demand (+ 12.3 %) did not keep up with the 

worldwide growth in population (+ 72.5 %) during this period.  

Since 1975, quantitative lubricant demand has significantly detached itself from 

gross national product and also from the number of registered vehicles. This 

quantitative view, which at first glance shows a continuous decline in lubricant 

volumes, gives an inadequate impression of the significance of the lubricants 

business today. In almost all areas, products now have a longer life and offer greater 

performance, i.e. specific lubricant consumption has declined but specific revenues 

have increased noticeably. This is also confirmed by the volumetrically very 

important group of engine oils: the doubling of requirements with extended oil 

change intervals in recent years has quadrupled the cost of such oils. The efforts to 

increase the life of lubricants are not based on the wish to reduce lubricant costs. 

Much more important is the education of service and maintenance costs which result 

from periodic oil changing or regressing. 

Marketers have come to identify that advertising alone is not always enough to move 

their products into the hands of consumers. Sales promotion is used to ensure that 

customers are aware of the products that organizations offer. Sales promotional 

activities were originally intended as short term incentive aimed at producing 
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immediate consumer buying responses. Consumer promotions are short-term 

incentives targeted directly at consumers and they include: buy-one-get-one-free, 

price discount, event sponsorship, coupons, rebates, free offers, patronage rewards 

and other incentives. Traditionally, these techniques were viewed as supplements to 

other elements of the firm’s promotional mix. Priya et al. (2004) suggested that, 

promotions are temporary offers to consumers which are designed to achieve a 

specific sales objective. 

 

Marketers recognize the promotional activities as integral parts of many marketing 

plans and the focus on sales promotion has shifted from short-term goals to long-

term goals aimed at building brand equity and maintaining continuing purchases. 

According to Low and Mohr (2000) manufacturers continue to spend a large amount 

from their communication budget on sales promotion. It is estimated that 75 percent 

of their marketing communication budgets are allocated to sales promotion. The 

objective is to speed up the sales process and increase sales volume of products. 

Many studies have shown that sales promotions have a significant impact on 

consumers purchase decision by increasing the promoted brand sales during the 

period of the promotions; it also induces sales change after the promotion has 

finished due to brand switching. 

 

Meeting the needs of consumers has become difficult in recent times as a result of 

the trade liberalization policy that Ghana embarked on some years ago. Due to that, 

more companies are using different strategies to survive. In considering the 

importance of sales on companies’ survival and the connection between consumers 

and sales, it is important for organizations to engage in programmes or activities that 

can influence consumer decision to purchase its products. This is where sales 

promotional activities are important. It will serve as a major tool in creating product 

awareness and condition the mind of a potential consumer to take eventual purchase 

decision. 

Tanzania consumer market is raising the crest of countries economic boom. With 

access to disposable income, easy finance option, study income gains the consumer 

purchase decision has been influenced significantly. The demand for white good i.e. 
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refrigerator has been increasing consistently due to presence of organized retail, 

expansion into new segments, product affordability focus on energy-efficient and 

environment-friendly products. There are various brands in the Indian market who 

are dealing with refrigerators like Godrej, Whirlpool, Samsung, LG, Blue-star, 

Videocon and Hitachi. The purchase decision related to the goods depends on 

various factors like brand, quality, after sales services, warranty, advertising, rebates, 

offers, discount, mode of payment, display, sales person behavior, store location and 

many more. Efforts have to be made by the marketer to plan the optimum 

combination of the factors that can increase the sales of their products. Well framed 

strategies will thus, contribute for the above. The customer should know about 

products usage and benefits. For these most effective tools is promotion. It includes 

elements like advertising, sales promotion, personal selling, public relation and direct 

marketing. It helps in conveying message about the product offering to the 

customers, creating demand, market positioning, make a decision related to buy a 

product. Among the various promotional tools it has been found that sales promotion 

is one which stimulates quick and large purchases in a limited period of time. It can 

be said that, it’s a marketing activity that adds the value proposition related to a 

product (i.e., getting more for less) for a limited time in order to stimulate consumer 

purchasing, effective sales and the effort made by the sales force. It includes price 

offs, free gifts, premium, contest, exchange offer, rebates, sweepstake, buy one get 

one free, discount, point of purchase, event etc. 

For the purpose of research various past studies have been reviewed. Sales promotion 

has been considered as most stimulating technique of promotion for influencing the 

purchase decision. It is a valuable tool for manufacturers as well as retailer. As per 

survey of Cox Direct (1998) on Promotional Practices suggest that many companies 

spend as much as 75% on sales promotion and 25% on advertising of their total 

promotional budget Dotson, M.J. and Hyatt, E.M.1. There are various reasons for 

this distribution among them quick sales generation is one. Sales promotion includes 

those activities, which enhance and support mass selling and personal selling and 

which help compete and or coordinate the entire promotional mix and make the 

marketing mix more effective. Luick and Zeigler. Brassington and Pettitt3 provide a 

revised definition for sales promotions: ‘a range of marketing techniques designed 
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within a strategic marketing mix more effective. Luick and Zeigler. Brassington and 

Pettitt3 provide a revised definition for sales promotions: ‘a range of marketing 

techniques designed within a strategic marketing framework, to add extra value to a 

product or service over and above the “normal” offering in order to achieve specific 

sales and marketing objectives, this extra value may be a short term tactical nature or 

it may be part of a longer-term franchisebuilding program.’ Chandon, Wansink and 

Laurent4 explained six different types of consumer benefits regarding sales 

promotions: monetary savings, quality, convenience, value expression, exploration 

and entertainment. Understanding about consumer’s value in sales promotions helps 

in understanding regarding their intention towards purchase. 

Most marketing strategists will agree that creating customer value is fundamental to 

both profit-seeking companies and nonprofit organizations. Indeed, creating superior 

customer value is a necessary condition for a company securing a niche in a 

competitive environment, not to mention a leadership position in the market (Day 

1990). According to Porter (1980), a company can follow two generic routes to 

compete in a market: differentiation and low-cost. Day (1990) maintains that both 

approaches have the same objectiveC to create superior customer value, because 

"regardless of which of these routes is emphasized, the effort will fail unless 

significant customer value is created" (Day 1990, p. 163).  

Day (1990) addresses the issues in analyzing customer value and proposes that it can 

be expressed in a "value equation": "Customer's Perceived Benefits-Customer's 

Perceived Costs=Perceived Customer Value" (p. 142). Although Day's approach to 

customer value is basically sound, some details regarding consumer customers 

remain unclear. For example, the process by which consumers perceive product 

benefits is nebulous: Day particularly addresses product valuation by industrial 

customers in detail, but this is only in principle a part of a much more complex 

process of product valuation by consumers. Hence a theoretical framework which 

underlies the consumers' overall product valuation  

is still missing in the literature. Such a framework should address the issues of how 

consumers perceive the benefits and costs of products, as well as what possible benefits and 

costs consumers may perceive from products in the market. The current paper tries to fill 

these gaps. 
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In addition, the word "value" has discrepant meanings in the marketing literature, especially 

between its two areas: marketing strategy and consumer behavior. What marketing strategists 

mean by "customer value" is quite different from the meanings of the "consumer values" 

discussed in consumer behavior research (Clawson and Vinson 1978; Kahle 1977; Peter and 

Olson 1990; Sheth, Newman and Gross 1991; Vinson, Scott and Lamont 1977; Wilkie 

1990). Generally speaking, "customer value" focuses on the buyers' evaluation of product 

purchase at the time of buying, while "consumer values" stress people's valuation on the 

consumption or possession of products. Actually, Day's approach to customer value (Day 

1990), by emphasizing the customers' perceptions, indicates a direction in which the two 

different, but related, concepts of "value(s)" in marketing discipline might be integrated. The 

current paper helps accomplish this integration by suggesting a model of customer value for 

consumer markets. 

This paper first reviews the literature on consumption behavior analysis relevant to 

marketing strategy. Next, a framework of product valuation for consumers and its typology 

of product benefit are proposed based on the consumption behavior analysis. After the 

process of product valuation for consumers has been made clear, the paper presents a 

comprehensive model of customer value for the consumer market integrating consumer 

values, product benefits, logistic benefits, and various costs of consumption. In the proposed 

model, product benefits, logistic benefits, and costs are defined in terms of consumers' 

perception in the activities of acquisition, consumption (or using) and maintenance, as well 

as consumers' expectation of personal values satisfaction before buying. Finally, the 

implications of consumption behavior analysis for marketing strategy are discussed. 

 

2.1.1 Environmental pollution  

As about 50% of the lubricants sold worldwide end in and thus pollute the 

environment, every effort is made to minimize spillages and evaporation. An 

example is diesel engine particulate emissions, about a third of which are caused by 

engine oil evaporation. These high lubricant losses into the environment were behind 

the development of environmentally friendly lubricants. A further incentive to reduce 

specific consumption is the ever-increasing cost of disposal or recycling of used 

lubricants. But this again creates new demands on lubricants because reduced 

leakage losses means less topping-up and less refreshing of the used oil. The new oils 

must therefore display good aging stability. 
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2.1.2 The Global Lubricants Industry  

Worldwide, there are 1380 lubricant manufacturers ranging from large to small. On 

one hand there are vertically-integrated petroleum companies whose main business 

objective is the discovery, extraction and refining of crude oil. Lubricants account for 

only a very small part of their oil business.  

At present, there are about 180 such national and multinational oil companies 

engaged in manufacturing lubricants. The 1200 independent lubricant companies 

mainly concentrate on the manufacturing lubricants and their marketing of lubricants 

and view lubricants as their core business. While the large, integrated companies 

focus on high-volume lubricants such as engine, gear and hydraulic oils, many 

independent lube companies concentrate on specialties and niche business, where 

apart from some tailor-made lubricants, comprehensive and expert customer service 

is part of the package. The top 1% of the world’s manufacturers of finished 

lubricants (of which there are more than 1380) account for more than 60% of global 

sales; the other 99% share less than 40 %.  

The independent lubricant manufacturers also generally purchase raw materials on 

the open market and they rarely operate base oil refineries. They buy their raw 

materials from the chemical and oleo-chemical industry and their mineral base oils 

from the large petroleum companies. 

The production of simple lubricants normally involves blending processes but 

specialties often require the use of chemical processes such as saponification (in the 

case of greases), etherification (when manufacturing ester base oils or additives) or 

amidation (when manufacturing components for metalworking lubricants).  

Further manufacturing processes include drying, filtration, homogenizing, dispersion 

or distillation. Depending on their field of activity, lubricant manufacturers invest 

between 1 and 5% of their sales in research and development. Towards the end of the 

nineties, the petroleum industry was affected by a wave of mergers which will 

continue. These created new and larger lubricant structures at the merged companies.  
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The principal reasons for these mergers were economic factors in crude oil extraction 

and refining which resulted in lower refining margins. Independent lube companies 

also experienced a continuing concentration with technological, safety-at-work and 

ecological considerations along with the globalization of lubricant consumers playing 

an important role. Critical mass is becoming increasingly important in company 

strategies. 

2.1.3 World Industry key Players  

I. Exxon Mobil Corporation engages in the exploration, production, 

transportation, and sale of crude oil and natural gas. It also engages in the 

manufacture, transportation, and sale of petroleum products and 

petrochemicals, as well as participates in electric power generation. The 

company manufactures and markets commodity petrochemicals, including 

olefins, aromatics, polyethylene and polypropylene plastics, and other 

specialty products 

II. Chevron Corporation operates as an integrated energy company worldwide. 

Its chemical operations include manufacture and marketing of commodity 

petrochemicals, plastics for industrial uses, and fuel and lubricant oil 

additives. Chevron Oronite Company's additives subtract the bad elements 

from oil and fuels. Oronite additives disperse deposits, control corrosion, and 

execute oxidation, thereby reducing wear and friction in fuel-burning engines. 

The company is a subsidiary of Chevron and affiliated with its chemical joint 

venture. Its products are divided into components and chemicals (detergents, 

dispersants, polybutene), oronite fuel additives (gasoline, diesel, and 

aftermarket additives), lubricating oil additives (hydraulic, engine, industrial, 

and marine oils), and viscosity index improvers.  

III. Royal Dutch Shell plc, through its subsidiaries, engages in the exploration, 

production, and trading of various energy resources worldwide. The Oil 

Products segment refines crude oil into various products, including fuels, 

lubricants, and petrochemicals; and markets fuels and lubricants for domestic, 

industrial, and transportation use. It holds interests in approximately 40 
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refineries, which produce products, such as gasoline, diesel, light heating oil, 

aviation fuel, heavy heating oil, lubricants, and bitumen.  

IV. BP PLC. Provides fuel for transportation, energy for heat and light, retail 

services, and petrochemicals products. The Refining and Marketing segment 

engages in the supply and trading, refining, marketing, and transportation of 

crude oil, petroleum, and chemical products to wholesale and retail 

customers.  

V. Conoco Phillips operates as an integrated energy company worldwide. It 

operates through six segments: Exploration and Production, Midstream, 

Refining and Marketing, LUKOIL Investment, Chemicals, and Emerging 

Businesses.  

VI. The Lubrizol Corporation, a specialty chemical company, has two 

segments, Lubrizol Additives and Lubrizol Advanced Materials. The 

Lubrizol Additives segment supplies additives for transportation and 

industrial lubricants. It offers a range of engine additives for lubricating 

engine oils, such as gasoline, diesel, marine, and stationary gas engines, as 

well as produces additives for fuel and refinery, and oilfield chemicals.  

Sales Promotions  

It has been established in literature that only consumers with repeat purchases are 

portable (Nagar, 2009). It is not every repeat purchase that is connected to 

consumer’s commitment of a brand. However, consumer’s commitment is important 

for a repeat purchase. Therefore, business operators need to develop marketing 

programmes that will not only reinforce customer’s commitment but also encourage 

repeat purchases. A part of the functions of sales promotion is not only to reinforce 

commitment of consumers but to encourage repeat purchases. Effects of sales 

promotion on consumer behavior have been widely studied in literature Nagar, 

(2009). Sales promotion has effects on various aspects of consumer’s purchase 

decisions such as brand choice, purchase time, quantity and brand switching 

(Nijs, Dekimpe, Steenkamps and Hans-sens, 2001); consumers ’ sensitivity to 

price (Bridges, Briesch and Yim, 2006). However, whether the effect of consumer 

loyalty and purchasing behavior could be moderated by sales promotions has not yet 
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been examined extensively. Regardless of a widespread interest in the relationship 

between sales promotion and purchasing behavior, most studies of this 

kind focus on the effect of sales promotions on choice at the time they are offered 

(DelVecchio, He-nard, Freling, 2006). Only a few have investigated the lag effect of 

sales promotions on brand preference and the resultant buying behavior once the 

promotion campaign is rescinded. 

Sales promotions could be in form of monetary and non-monetary ones. These types 

provide both utilitarian and hedonic benefits to the consumers. Utilitarian benefits 

refer to such benefits such as quality, convenience in shopping, saving in time efforts 

and cost (Luk and Yip, 2008). Hedonic benefits on the other hand refer to value 

expression, exploration, entertainment, intrinsic stimulation and self esteem 

(Chandon, Wansink and Laurent. 2000).  

2.1.5 Monetary promotions  

According to Luk and  Yip (2008), These are incentive-based and transactional in 

nature and provide immediate rewards and utilitarian benefits to the customers. 

However, non-monetary promotions provide hedonic benefits but weaker utilitarian 

benefits (Kwok and Uncles, 2005). Monetary promotion have been reported to be 

preferred over non-monetary promotion across. All consumer goods in terms of 

their ability to elicit purchase intentions (Luk and Yip, 2008 ; Kwok and 

Uncles, 2005). Several other studies had reported different impact of sales promotion 

on consumer behavior. For example, Blatterger and Wisniewski (1989) reported that 

consumer gain more from price cut when buying an established up-market brand 

than a mass market brand. Pauwels, Hanssens and Siddarth (2002) argued 

that price promotion elicits temporary changes in brand and product 

choices and purchased quantity for established brand in mature market. 

These changes are because up-market brands are associated with 

prestigious brand with high level of reliability, low level of risks, greater concerns 

for customer’s needs and stronger hedonic benefits (Luk and Yip, 2008). It 

is not settled in literature whether sales promotion can enhance or 

undermine brand preference beyond the time they are offered (Luk  and 

Yip,  2008; DelVecchio, Henard, Freling, 2006)  
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2.1.6 Sales promotion and Consumer Loyalty  

Basically there are two types of consumer loyalty: hardcore loyal 

consumers and brand switchers. A hardcore loyal consumer is one who makes 

repeat purchases of a particular product irrespective of the premium price of the 

brand. In other words, hardcore loyal consumers are less price sensitive (Evan, 

Moutinho and Ranji, 1996). In contrast, a brand switcher refers to consumers who 

use two or more brands when a single brand does not satisfy all their needs (Evan, et 

al. 1996). Decision to be loyal to a brand or switch to other brands is affected by a 

number of factors: brand name (Aaker, 1996); product quality (Garvin, 1988); price 

(Cadogan and Foster, 2000); service quality (Mittal and Lasser, 1996) and 

promotion (Evan, et. al. 1996).Sales promotion technique is an important 

tool in creating loyalty, this is so because sales promotion does not only 

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

purchase. The impact of sales promotion on consumer behavior reveals mixed 

results. For example, Lau, Chang, Moon and Liu (2006) study showed that sales 

promotion is an important factor to differentiate hardcore loya l consumers 

from brand switchers and that sales promotion was the most important factor to 

attract brand switchers. 

However, a gap that is yet to be fully explored is the comparison of the effects of 

promotion on loyal consumer and non-loyal consumers. That is the use of sales 

promotion as a factor that influence loyalty among consumers and switcher had 

not been fully explored and more importantly in an emerging economy like 

Nigeria.  

 Industrial marketing ability is the key of financial success. Finance, operations, 

accounting, and other functions will not really matter if there isn’t sufficient demand 

for products to the company that can make a profit. Today the marketers are really 

confused to take up the appropriate marketing strategy due to a variety of products, 

increased customer’s expectation and rapid industrial growth. In this situation, it is 

come into view that some marketers are not considerate to different promotional 

activities and advertising where some others use these unconsciously. So it is the 

time to rethink the actual effects of sales promotion and advertising on the 

consumer’s mind. Sales promotion has always been a part of the industrial marketing 
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process and advertising is the preferred tool used to reach consumers. The allocation 

of the marketing budget is now reallocating with promotional budget and advertising 

that indicates its importance. Now-a-days people are conscious to look for the best 

one and that’s why their fluctuating mind may switch on to new brands with a simple 

stimulus. In this case an extra incentive can be added to a product by different 

promotional activities. 

In recent decades different researchers and practitioners emphasizes on 

manufacturer’s advertising and promotion activities which increases market share. 

According to Anselmi (2000) the relative market share may be influenced by 

manufacturer’s advertising and promotion allocation decision. He also added that 

advertising develops the manufacturer’s relationship with the distributors and 

allocation to promotion can be increased in terms of discrete relationship among 

them. Brand with low relative market share may experience greater opportunity for 

advertising in relational exchange and pressure for promotion in discrete exchange. 

Teng (2009) aims to show the considerable effects of the price discounts. He 

explained that price discounts may change consumers' attitudes and purchase 

intentions regarding a particular brand by moving it from consumers' hold set to 

consideration set.  

Here it can be added that the consumer are not only sensitive to price but also to the 

firms’ advertising efforts (Huang et al., 2012). Jones (2003) argued here as, in 

general, increased advertising expenditure generates only a small average volume of 

additional sales that can often be profitable. He classified the advertising effects in 

short, medium, and long term. The initial effect can be positive and a prior condition 

for the longer effects. The medium-term has a positive influence of the brand’s own 

advertising as well as negative influence for competitive brands.  

A continuous improvement of an advertised brand may generate long-term effect in 

consumers’ minds that can lead to a further sales outcome which can be very 

beneficial. He also concludes that price reductions have only a temporary effect and 

generally there  
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is no further effect to generate more revenue to balance the increased cost. Though it 

encourages the competitive retaliation but often have a negative influence on 

consumers’ image of the brand. 

 But Builet al. (2011) shows that the individuals' attitudes toward the advertisements 

play key role influencing brand equity dimensions. Moorthy (2005) stated differently 

that advertising expenditure works as a signal of product quality for experience 

goods because consumers guess that high-quality products would advertise more 

than low-quality products. He provides substantial support for ad repetition that 

influences perceived quality. Thomas et al. (1998) also agreed earlier that advertising 

is related with quality signaling and manufacturers use both price and advertising to 

signal the quality of their products. Consumer’s choice behavior is also a vital thing 

here. Foxall (1994) also labeled four classes of consumer behavior including 

maintenance (activities necessary for the consumer’s physical survival and welfare 

such as food), accumulations (behaviors involved in certain kinds of saving, 

collecting, and installment buying), pleasure (consumption of popular entertainment), 

and accomplishment (behavior showing social and economic achievement). These 

four types of behavior can be applied to the communications of innovations of new 

products.  

Among other, accomplishment will be the initiators exposed to the product. As the 

life of the product continues the other three behaviors will come into effect in order 

of early imitators (pleasure), later imitators (accumulation), and last adopters 

(maintenance). Here marketer can use a lot of promotional tools. As a consumer 

promotional tool coupon can affect on consumers’ brand categorization, choice 

processes and impacts on consumers’ attitudes and intentions toward that brand 

(Laroche et al. 2005). Chen et al. (1998) also state that when offering the same 

savings in coupon or discount promotion then the coupon promotion would more 

favorable and effective in changing consumer’s purchase intention. Children's 

purchase decisions are also influenced by the sales promotion (Boland, 2011). Even 

at a young age, children have acquired the concept of sale price reduction. Prior 

purchases can also influence the consumer response to promotional activity in brand 

choice decisions. According to Bridges et al.(2006) prior promotional purchases 
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influence the consumer choice more than prior brand usage. When the effects of 

usage dominance are greater than promotion enhancement, promotions can be used 

as an effective tool for building market share. Darke (2005) also examined that 

different promotional frames increases the perceptions of deal value. But it needs to 

concern about that negative price-quality inferences are most likely to occur when 

the brand name or seller is not well-known (Rao & Monroe, 1989) and free gift 

frames were effective in increasing deal value under such conditions. Kopetz et al. 

(2011) says that like most behavior, consumer behavior is goal driven too. A choice 

made after a difficult search may increase consumers' satisfaction as a result of an 

effort justification process (Labroo & Kim 2009; Liberman & Förster, 2006). 

Multiple unit price promotions may provide a means for increasing purchase 

quantities of promoted products (Manning, 2007). Polo et al. (2011) shows that mass 

advertising exert a significant influence on the probability of terminating an existing 

incumbent relationship. Nowlis (2000) also proposes that sales promotions and the 

choice set composition have compensatory effects on brand switching. 

 Selecting the effective instruments and identifying the target customer is also very 

important part of any promotional activity. Palazon (2011) observes that the 

effectiveness of different promotional tools, price discounts and premiums depends 

on the level of deal proneness. An effective and well planning promotion can 

stimulate consumers’ buying intentions but the success of the promotion would be 

contingent on deal proneness. So is vital to identify the target customer and more 

effective instruments to attract them in designing a promotional campaign. 

Again, according to Sandra et al. (2008) everyone should realize the role that 

advertising is playing in modern life. Psychologically it shapes the attitudes of the 

society and the individual influencing their behavior. It also provides huge amount of 

information to consumer to make a choice and draw a conclusion. Hyun et al. (2011) 

also stated that advertising-induced emotional responses positively influence patrons’ 

perceived value. He indicates four dimensions of advertising (relevant news, 

stimulation, empathy, and familiarity) that have a significant impact on inducing 

patron’s emotional responses. Beside of these positive effects, the marketers also 

have to be careful about their efficient uses.  
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Moreover Dens (2010) compares two types of advertising strategies like 

informational vs. positive emotional. He finds that informational appeals in 

comparison to emotional appeals reduce the effects of parent brand quality and fit. It 

should also consider the geographical location of the consumer which can plays a 

vital role regarding the response of advertising and sales promotion. Relating this 

issue, Green (1995) examines the responses of African-American and Anglo-

American consumers to four types of retail sales promotion-coupons, product 

displays, feature advertisements, and price discounts.  

Results found significant differences between these two types of consumer only in 

their use of cents-off coupons. After observing such relevant articles, it can be 

concluded that many researchers examined and studied different aspects of sales 

promotion and advertising on consumer’s behavior. There are some considerable 

contradiction among the previous works and theories of science. This paper is a 

combined study or examination of all these agreements and contradictions. It is 

known to all that the consumer’s behavior largely depends on their geographical 

location. Many researchers have studied their work in their own geographical 

locations. This work emphasizes on the consumer’s behavior of a sub continental 

country like Bangladesh. There are a lot of works based on different developed 

countries and different classes of consumer as well 

2.1.7 Tanzania Lubricants Market.  

Tanzania being a technological advancement country it require a lot of lubricants to 

smoothen machine and automotive functionality. There are a numbers of lubricants 

players in the market but the identified 12 key players, which are BP, CHEVRON, 

ORYX, MOGAS, KOBIL, ENGEN, EOC, TOTAL, STARPECO, GAPCO, 

PETROLUBE and GENERAL PETROLEUM 

There are two blending plants the biggest being owned by ORYX and another one 

being owned and operated by PETROLUBE with the lube brand of FUCHS. It is a 

culture of blending plants to be shared by more than a owner of the plant because of 

the very nature of processing procedure and chemistry of lubricants blending. The 
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process is called batch production where by each and every company get schedule of 

time to blend  

its batch, pack and leave the plant another company to do their blending as long as 

the chemistry of companies remain secret to each other. 

The main brand with multinational ties now in Tanzania market is BP which is 

owned by 50% government of Tanzania the rest owned by BP plc limited  - UK ( 

recently BP international has sold all of its share to Puma energy PLC, This is 

because of SHELL lost most of its businesses and CHEVRON shares being sold to 

ENGEN. 

Automotive lubricants are the leading category of industry selling more volume of 

lubricants compared to others like specialties, industrial, aviation and marine. By the 

2010 ORXY owned 27.4% of all lubricants market share followed by TOTAL and 

PETROLUBE with market share of 15.1% each, BP and CHEVRON having a close 

market share of 12.6%, MOGAS with 10.9% and the rest of share owned by the rest 

players. 

 

2.1 Consumption Behavior Analysis And Marketing Strategy 

Many marketing researchers have maintained that detailed analyses of consumption 

behavior are the fundamental basis for creating superior customer value for 

consumers (Day 1990; Boyd and Levy 1963; Treacy and Wiersema 1993; Normann 

and Ramirez 1993). The importance of a comprehensive analysis of customers' 

consumption activities in planning effective marketing strategies was first pointed 

out by Boyd and Levy (1963). They maintain that marketing strategies should be 

planned and implemented in terms of the customer's needs and behavior patterns. 

Also, the core element of an effective marketing plan is to think in terms of the 

"consumption system" in which the product plays a part. Boyd and Levy defined a 

consumption system as "the way a purchaser of a product performs the total task ... 
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that he or she is trying to accomplish when using the product C not baking a cake, 

but preparing a meal" (Boyd and Levy 1963, pp. 129-130).  

Underlying this systematic view of consumption are at least two concepts critical to 

customer value analysis. First, this systematic view looks beyond the purchase 

behavior of buyers to the use behavior of consumers: "Whatever reasons people have 

for buying a particular product are rooted in how they use that product, and how well 

it serves the use to which they put it" (Boyd and Levy 1963, p. 130). Second, the 

systematic view emphasizes the dynamic interrelations between the products that 

comprise a consumption system: "The use behavior for a particular product is bound 

to be affected not only by ... the task to be performed with the use of that product but 

also by the related products and their use behaviors that make up the total 

consumption system" (Boyd and Levy 1963, p. 130).  

Based on their observation of the holistic nature of customer judgment, Day et al. 

(1979) advocated the application of customer-oriented approaches to defining a 

product-market and then identifying its competitive structure. In particular, Day and 

his colleagues endorsed a usage-situation approach to defining a product-market (or 

competitive) structure.  

The usage-situation approach emphasizes that the anticipated use, the functions to be 

served, and the consumption context of a product ultimately influence consumers' 

choices among products/brands (Srivastava 1981). Although it takes a systematic 

view of consumption, the usage-situation approach stresses that the substitutability 

among products/brands in the usage-situation determines market structures (i.e., the 

competitive providers) of the product-type in question (Srivastava, Alpert and 

Shocker 1984). While the usage-situation approach is based on the holistic view of 

consumption behavior and is dubbed customer-oriented, it deals only with 

companies' need to define their product-market structures. It has nothing to do with 

the analysis of customer value and how this value can be expanded. As Solomon 

(1983) points out, conventional marketing research has paid much more attention to 

the substitutability of products than to their complementarity, and the usage-situation 

approach is no exception. In summary, the literature on consumption behavior 
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analysis can proceed further to conceptualize the aspects of complementarily-in-use 

of products through which consumer may derive product benefits holistically in the 

product complement. 

2.2.1 The concept of product promotion 

A product promotion can be defined as An action taken by a company's marketing 

staff with the intention of encouraging the sale of a good or service to their target 

market. For example, product promotion performed be a typical business might take 

the form of advertising the product in question via print or Internet ads, direct mail or 

e-mail letters, trade shows, telephone and personal sales calls, TV and radio ads, 

billboards, posters and flyers. 

The concept is developed so that the product can gain popularity in the market and 

gain a good market share to the population.  A product cannot stand on its own 

without considering the how many people are aware of the product and how are they 

reached on their daily routines, if it may be consumed a person finally consuming 

have every right to understand all information regarding that product. 

Product promotion on the other hand is the key to every business, if one wants to 

develop further through the products he/she is selling there should be correct 

measures which will make sure that the product gets the ample time regarding 

promotion. 

Almost every one grows up in the world which is flooded with the mass media e.g. 

television, advertising, films, videos, billboards, magazines, movies, music, 

newspapers, and internet (Latif & Abideen, 2011). Of all marketing weapons, 

advertising is renowned for its long lasting impact on viewer’s mind, as its exposure 

is much broader (Katke, 2007). Advertising is a subset of promotion mix which is 

one of the 4P’s in the marketing mix i.e. product, price, place and promotion. As a 

promotional strategy, advertising serve as a major tool in creating product awareness 

in the mind of a potential consumer to take eventual purchase decision. Advertising, 

sales promotion and public relations are mass-communication tools available to 

marketers. Advertising through all mediums influence audiences, but television is 
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one of the strongest medium of advertising and due to its mass reach; it can influence 

not only the individual’s attitude, behavior, life style, exposure and in the long run, 

even the culture of the country (Latif and Abideen, 2011). 

Telecommunication technology enables business and industry to grow at a faster 

pace while simultaneously contributing to the economic development and at the same 

time telecommunication infrastructure can be reliable indicator of economic 

development. Cellular phone industry has been one of the profitable businesses in 

Asian business (Roberts, 1998). E.g. In 2001, China’s cell phone market grew into 

130 million users, exceeding the U.S.’s market for the first time (Robertson, 2001). 

Moreover, in 2004, Chinese cell phone users’ population reached 335 million (25% 

of the total Chinese population), 65 million more than 2003 (Statistics of CMII, 

a2005). Advanced Micro Devices, Inc. (AMD) listed China as its top priority in the 

SWOT analysis. The country’s growing population and huge demand potential have 

always been an attraction for many high-tech multinational companies. 

The evolution of advertisement dates back into the ancient times. Societies used 

symbols, and pictorial signs to attract their product users. Over centuries, these 

elements were used for promotion of products. In the early ages, these were 

handmade and were produced at limited scale for promotions. Later on, this 

phenomenon used and gained strength more intensively for promotional purposes.  

Today’s modern environment, advertisements have become one of the major sources 

of communicational tool between the manufacturer and the user of the products. 

A company cannot make dream to be a well known brand until they invests in their 

promotional activities, for which consumer market have been dominating through 

advertisements (Hussainy et al., 2008).As the primary mission of advertiser is to 

reach prospective customers and influence their awareness, attitudes and buying 

behavior. They spend a lot of money to keep individual’s interest in their products. 

They need to understand what makes potential customers behave the way they would 

like. It also appears that advertising may have the potential to contribute to brand 

choice among consumers Latif et al., (2011). 

The major aim of advertising is to impact on buying behavior; however, this impact 

about brand is changed or strengthened frequently in people’s memories. Memories 
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about the brand consist of those associations that are related to brand name in 

consumer mind. These brand cognition influence consideration, evaluation, and 

finally purchases (Romaniuk and Sharp, 2003). The principal aim of consumer 

behavior analysis is to explain why consumers act in particular ways under certain 

circumstances. It tries to determine the factors that influence consumer behavior, 

especially the economic, social and psychological aspects (Ayanwale et al., 2005). 

When young people choose advertising information and characters as their role 

models, they may not only identify with them but also intend to copy them in terms 

of how they dress and what they are going to buy (Latif et al.,2011). 

Traditional hierarchy-of-effects models of advertising state that advertising exposure 

leads to cognitions, such as memory about the advertisement, the brand; which in 

turn leads to attitudes, i.e. Product liking and attitude toward purchase; which in the 

end leads to behaviors, like buying the advertised product (Mendelson and Bolls, 

2002). As the market is surplus with several products or services, so many companies 

make similar functional claim; so, it has become extremely difficult for companies to 

differentiate their products or services based on functional attributes alone. 

Differentiations based on functional attributes, which are shown in advertisement, 

are never long lasting as the competitors could copy the same (Hussainy et al., 2008). 

Therefore, the marketers give the concept of brand image.  

Like by creating the character of the caring mother, the marketer injects emotion into 

the consumer’s learning and process of advertisements (Jalees, 2006). Doing so 

advertiser creates those types of advertisements, which carry emotional bond with 

consumer. Therefore, that consumer is more likely to associate with advertisements 

of those brands, which have emotional values and messages. Because, positive 

emotional appeals also provide a strong brand cue and stimulate category-based 

processing (Abideen and Latif, 2011). If the categorization process is successful, 

then the affect and beliefs associated with this category in memory are transferred to 

the object itself. Consumers are not only at first confused and disordered in mind, but 

they also try to categorize the brand association with their existing memory, when 

thousands of products are faced by them, and they might reposition memories to 

outline a brand image and perception / concept toward new products. They can 

categorize latest information into particular brand or product group label and store 
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them accordingly. This procedure is not only associated to consumer’s familiarity 

and information, but also attachment and preference of brand. It is also suggested 

that consumer can disregard or prevail over the dissonance from brand extension 

(Abideen and Latif, 2011). In today’s dynamic world, it is almost impossible for 

advertisers to deliver advertising message and information to buyers without use of 

advertising. Certainly, this may be because of the globalization and accessibility of 

hundreds of channels for the viewers of this modern era. Now a day, due to 

globalized economy, which made available a bulk of marketing stimuli to the modern 

consumers. More often consumerism describes the way of equating personal 

happiness, with purchasing material possessions and consumption in excess of one’s 

need (Saleem et al., 2010). 

2.2.2 Promotion  and consumer behaviour 

Advertiser’s primary objective is to reach Prospective customers and influence their 

awareness, attitudes and buying behaviour. They spend a lot of money to keep 

individuals (markets) Interested in their products. To succeed, they need to 

understand what makes potential customers behave the way they do. The advertisers 

Goals is to get enough relevant market data to Develop accurate profiles of buyers-

to-find the common group (and symbols) for communications This involves the 

study of consumers behaviour: The mental and emotional processes and the Physical 

activities of people who purchase and Use goods and services to satisfy particular 

needs And wants (Arens, 1996). 

Proctor et al. (1982) noted that the principal aim of consumer behaviour analysis is to 

explain why consumers act in particular ways under certain circumstances. It tries to 

determine the factors that influence consumer behaviour, especially the economic, 

social and psychological aspects that can indicate the most favored marketing mix 

that management should select. Consumer behaviour analysis helps to determine the 

direction that consumer behaviour is likely to make and to give preferred trends in 

product development, and attributes of alternatives communication method etc. 

Consumer behaviours analysis views the consumer as another variable in the 

marketing sequence, a variable that cannot be-controlled and that will interpret the 

product or service not only in terms of the physical characteristics, but in the context 
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of this image according to the social and psychological makeup of that individual 

consumer (or group of Consumers). 

Economic theory has sought to establish relationships between selling prices, sales 

achieved and consumer’s income; similarly, advertising expenditure is frequently 

compared with sales. On other occasions financial accounting principles maybe 

applied to analyze profit and loss. Management ratios, net profit before tax, liquidity 

and solvency ratios can all be investigated. Under the situations the importance of the 

consumer’s motivations, perceptions, attitudes and beliefs are largely ignored. The 

consumer is assumed to be “rational” that is, to react in the direction that would be 

suggested by economic theory and financial principles. 

However, it is often apparent that consumer behaviours do not fall neatly into these 

expected patterns. It is for these reason that consumer behaviour analysis is 

conducted as yet another tool to assess the complexities of marketing operations 

(Adeolu et al., 2005). 

Advertising, sales promotion and public relations are mass-communication tools 

available to marketers. As its name suggests, mass communication uses the same 

message for everyone in an audience. Today, definitions of advertising abound. We 

might define it as communication process, a marketing process, an economic and 

social process, a public relations process or information and persuasion process 

(Arens, 1996). Dunn et al. (1978) viewed advertising from its functional 

perspectives, hence they define it as a paid, non-personal communication through 

various media by business firms, non-profit organization, and individuals who are in 

some way identified in the advertising message and who hope to inform or persuade 

members of a particular audience. Morden (1991) is of the opinion that advertising is 

used to establish a basic awareness of the product or service in the mind of the 

potential customer and to build up knowledge about it. 

Technology advancement had not given us new products and services, but they had 

changed the meaning of many words. With increase in mass media, advertising 

effectiveness, as more traditional mass media, had reduced. Now advertiser is 

looking for new and presumably less cluttered media. The current age of digital 

media had given consumer choices to opt in and opt out of marketing messages and 

advertising. Consumers are getting more control of what they want and when they 
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want. All these things are moving toward the interactive marketing (Newell & 

Merier, 2007; Kondo & Nakahara, 2007). 

As a promotional strategy, advertising provides a major tool in creating product 

awareness and condition the mind of a potential consumer to take final purchase 

decision. As advertiser’s primary mission is to reach potential customers and 

influence their awareness, attitudes and buying behavior (Ayanwale et al., 2005 and 

Adelaar et al., 2003). Ayanwale et al (2005) conducted research on advertisement of 

Bournvita, he found as advertising has a major influence on consumers’ likeness for 

Bournvita food drink. Similar researches have already been conducted for the quality 

of Bournvita. 

Adelaar et al. (2003) conducted study on online compact discs (CDs) shopping 

behavior of consumer through emotional advertising. Advertising is a non-personal 

and paid form where ideas, concepts, products or services, and information, are 

promoted through media (visual, verbal, and text) by an identified sponsor to 

persuade or influence behavior (Ayanwale et al. 2005, and Bovee et el. 1995). 

Television advertising is a form of advertising in which goods, services, 

organizations, ideas, etc., are promoted via the medium of television. 

Through television, advertisers can reach a wide variety of consumers (Abideen et 

al., 2011). 

Over a number of years in the past, many models and constructs have been discussed 

in the marketing and advertising literature, each having the objective of trying to 

understand the processes used by consumers to make brand or product evaluations 

when they are exposed to advertisements (Muehling et al., 1993). 

These works have investigated relationships among cognitive responses directed 

towards the brand, advertisement, brand attitudes, and finally, purchase intentions 

and behavior. A review of the literature states that, involving attitude towards 

advertisement influence brand attitudes and supports the advertisement–brand 

attitude relationship across different media and product types (Muehling et al., 1988). 

Mass media and advertising also make available information about consumption and 

the value of material goods (Abideen et al., 2011). O’Guinn and Faber (1989) 

explained that once buying behavior is developed, the individual face great difficulty 

in controlling buying even after its detrimental effects are recognized 
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2.2.3 Promotion activities for lubricant products 

There are several activities involved in the promotion of lubricants, mainly is through 

creating flyers, billboards and even price discounts. It depends on how you introduce 

the product to the market, being the first time promotion can take a shape of a road 

show, at this instant there is a special truck which will be moving along the roads and 

by doing so the music which is installed on it plays while dancers are taking the 

movement, by doing this will attract people who will be eager to know what is the 

truck all about, being the case is when someone starts to promote the product, by 

letting them know what the product is all about and issuing of flyers, brochures and 

sometimes questions and answers by which winners gets prizes like free products, 

shirts or caps 

The other activity may be through the form of branding a shop or a garage, by doing 

this you will be allowing people to see what you have put forward for them to buy. 

The other activity is by making sure that there is a good relationship between you as 

a supplier and the intermediaries who are in most cases are the garage owners and 

mechanics these people have got a very big influence to their people whom they are 

working for so penetration here becomes easy. 

There is also creation of kiosk, this is the kiosk which will not be stationery to some 

point rather it will be moving from places to places, this also involves people with 

the knowledge of the product who will be giving the customers the knowledge on 

how to use the product as well as telling them how the product is superior over other 

products. When having such a point you will be able to promote the product as well 

as do some little selling of the products 

2.2.4 The relevance of promotion activities for lubricant products 

Through product promotion, there is a very big chance of re-inventing the product, 

this is because after sometime people tend to lose interest or forget about the product, 

this will help to keep on reminding people of the same product with time. 
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For a new product promotion is inevitable this will help it grow popularity and get 

the market share which is a very big challenge to the product which will need to 

perform well in the market 

At a level where a competition becomes stiff people will need to be reminded of a 

product before getting loyal to the product this is also a very important. 

In every product life cycle (PLC) product has its initial stage, maturity and declining 

stage, during the declining time product will need to be promoted to regain its market 

share. 

Apart from that when promoting lubricants it is the way of impacting the relevant 

knowledge to the users, by doing so you are creating the expertise in the area which 

you are working; in this case it is the lubricants. 

The ultimate objective of every business is to increase the sale of goods that it deals 

in. Several methods can be adopted for the achievement of this goal; some direct 

while others indirect. Promotion is one of them. Promotion is defined as a “diverse 

collection of incentive tools, mostly, short term designed to stimulate quicker and/or 

greater purchase of particular products/services by consumers” (Kotler, 1998).  

Promotion has become a valuable tool for the marketers and importance of it has 

been increasing rapidly over the past few years. 

Many researchers have proven the short term impact of promotion as an increase in 

sales for the respective period. Promotion when implemented effectively often results 

in an increase in short term sales figure. This explains the inclination of corporations 

to put in a large percentage of their funds in carrying out various promotion 

activities. However variations occur in effects of sales promotion based on the 

attractiveness of the concerned brand (Alvarez, 2005) promotions are useful tools 

which act as demand booster that do not sustain the risk associated with the new 

products. (Blattberg, Robert C. & Neslin, 1990) promotion as: "Marketing devices 

and techniques which are used to make goods and services more attractive by 

providing some additional benefit, whether in cash or in kind, or the expectation of 

such a benefit ". (Boddewyn & Leardi, 1989, p. 365) 
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Smith (1998) has described that there are three main categories of Sales Promotions 

these are Consumer promotions (premiums, gifts, competitions and prizes, e.g. on the 

back of breakfast cereal boxes) Trade promotions (point-of-sale materials, free pens 

and special terms, diaries, competition prizes, et cetera).  Sales force promotions 

including incentive and motivation schemes. Promotions are comparatively easy to 

apply, and are likely to have abrupt and considerable effect on the volume of sales 

(Hanssens, Parsons and Schultz 2001). 

According to Currim and Scheinder (1991) the finances of companies regarding the 

marketing increase constantly. Research conducted by Ailawadi and Neslin (1998) 

had revealed that consumer promotions affect the consumers to purchase larger 

amount and consume it faster; causing an increase in sales and ultimately 

profitability. 

 

2.2.4 Technics Of Promotions 

Consumer Promotions 

According Brussels (199), consumer price deal saves the buyer money when a 

product is purchased. The main types of price deals include discounts, bonus pack 

deals, refunds or rebates, and coupons. Price deals are usually intended to encourage 

trial use of a new product or line extension, to recruit new buyers for a mature 

product, or to convince existing customers to increase their purchases, accelerate 

their use, or purchase multiple units. Price deals work most effectively when price is 

the consumer's foremost criterion or when brand loyalty is low.  

Buyers may learn about price discounts either at the point of sale or through 

advertising. At the point of sale, price reductions may be posted on the package, on 

signs near the product, or in storefront windows. Many types of advertisements can 

be used to notify consumers of upcoming discounts, including fliers and newspaper 

and television ads. Price discounts are especially common in the food industry, 

where local supermarkets run weekly specials (Espinoza, F., Liberali, G and 

D’Angelo, A.C.2004),. According,  Thang, D.C.L and Tan, B.L.B (2003), Price 
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discounts may be initiated by the manufacturer, the retailer, or the distributor. For 

instance, a manufacturer may "pre-price" a product and then convince the retailer to 

participate in this short-term discount through extra incentives. For price reduction 

strategies to be effective, they must have the support of all distributors in the 

channel. Existing customers perceive discounts as rewards and often respond by 

buying in larger quantities. Price discounts alone, however, usually do not induce 

first time buyers Kotler, P (2008).  

Another type of price deal is the bonus pack or banded pack. When a bonus pack is 

offered, an extra amount of the product is free when a standard size of the product is 

bought at the regular price. This technique is routinely used in the marketing of 

cleaning products, food, and health and beauty aids to introduce a new or larger size. 

A bonus pack rewards present users but may have little appeal to users of 

competitive brands.  

A banded pack offer is when two or more units of a product are sold at a reduction of 

the regular single-unit price. Sometimes the products are physically banded together, 

such as in toothbrush and toothpaste offers,  (Mattsson & Örtenblad, 2008).  

A refund or rebate promotion is an offer by a marketer to return a certain amount of 

money when the product is purchased alone or in combination with other products. 

Refunds aim to increase the quantity or frequency of purchase, to encourage 

customers to "load up" on the product. This strategy dampens competition by 

temporarily taking consumers out of the market, stimulates the purchase of 

postponable goods such as major appliances, and creates on-shelf excitement by 

encouraging special displays. Refunds and rebates are generally viewed as a reward 

for purchase, and they appear to build brand loyalty rather than diminish it (Kotler, P, 

2008),.  

Coupons are legal certificates offered by manufacturers and retailers. They grant 

specified savings on selected products when presented for redemption at the point of 

purchase. Manufacturers sustain the cost of advertising and distributing their 

coupons, redeeming their face values, and paying retailers a handling fee. Retailers 

http://www.referenceforbusiness.com/knowledge/Toothbrush.html
http://www.referenceforbusiness.com/knowledge/Toothpaste.html
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who offer double or triple the amount of the coupon shoulder the extra cost (Carley, 

1996). Retailers who offer their own coupons incur the total cost, including paying 

the face value. In this way, retail coupons are equivalent to a cents-off deal.  

Manufacturers disseminate coupons in many ways. They may be delivered directly 

by mail, dropped door to door, or distributed through a central location such as a 

shopping mall (Harrison and Carroll, 1991).. Coupons may also be distributed 

through the media—magazines, newspapers, Sunday supplements, or free-standing 

inserts (FSI) in newspapers. Coupons can be inserted into, attached to, or printed on a 

package, or they may be distributed by a retailer who uses them to generate store 

traffic or to tie in with a manufacturer's promotional tactic (Landers et al., 1996; 

Lazear and Rosen, 1981). Retailer-sponsored coupons are typically distributed 

through print advertising or at the point of sale. Sometimes, though, specialty 

retailers or newly opened retailers will distribute coupons door to door or through 

direct mail (Burton and Obel, 1995)..  

Consumer sales promotions are steered toward the ultimate product users—typically 

individual shoppers in the local market—but the same techniques can be used to 

promote products sold by one business to another, such as computer systems, 

cleaning supplies, and machinery (Morris and Pinnington, 1998; O’Flaherty and 

Siow, 1995). In contrast, trade sales promotions target resellers—wholesalers and 

retailers—who carry the marketer's product. Following are some of the key 

techniques used in consumer-oriented sales promotions 

 

Contests/Sweepstakes 

 The main difference between contests and sweepstakes is that contests require 

entrants to perform a task or demonstrate a skill that is judged in order to be deemed 

a winner, while sweepstakes involve a random drawing or chance contest that may or 

may not have an entry requirement. At one time, contests were more commonly used 

as sales promotions, mostly due to legal restrictions on gambling that many 

marketers feared might apply to sweepstakes. But the use of sweepstakes as a 

promotional tactic has grown dramatically in recent decades, partly because of legal 
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changes and partly because of their lower cost. Administering a contest once cost 

about $350 per thousand entries, compared to just $2.75 to $3.75 per thousand 

entries in a sweepstake. Furthermore, participation in contests is very low compared 

to sweepstakes, since they require some sort of skill or ability (Dobson, 1988). 

Brand Loyalty 

Schiffman and Kanuk (2004) have stated brand loyalty as one of the desired outputs 

of learning of the consumers. It is the probability of positive behaviors and attitude 

towards a brand, thus it could result in positive word of mouth and repeat purchase 

(Rawly and Dawes, 1999). Quester and Lim (2003) have explained the two major 

types of brand loyalty. Behavioral loyalty explains the repeat buying behaviors of the 

consumers, whereas attitudinal loyalty is the favorable behavior of the consumers 

towards a specific product (Dikempe et al., 1997). 

Special Events  

According to the consulting firm International Events Group (IEG), businesses spend 

over $2 billion annually to link their products with everything from jazz festivals to 

golf tournaments to stock car races. In fact, large companies like RJR Nabisco and 

Anheuser-Busch have special divisions that handle nothing but special events. 

Special events marketing offers a number of advantages (Lawrence and Lorsch, 

1967) First, events tend to attract a homogeneous audience that is very appreciative 

of the sponsors. Therefore, if a product fits well with the event and its audience, the 

impact of the sales promotion will be high. Second, event sponsorship often builds 

support among employees—who may receive acknowledgment for their 

participation—and within the trade. Finally, compared to producing a series of ads, 

event management is relatively simple. Many elements of event sponsorship are 

prepackaged and reusable, such as booths, displays, and ads. Special events 

marketing is available to small businesses, as well, through sponsorship of events on 

the community level (Thompson, 1967)..  

 

 

http://www.referenceforbusiness.com/knowledge/Management_consulting.html
http://www.referenceforbusiness.com/knowledge/RJR_Nabisco.html
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Premiums  

A premium is tangible compensation that is given as incentive for performing a 

particular act—usually buying a product. The premium may be given for free, or may 

be offered to consumers for a significantly reduced price (Barney, 1991). Some 

examples of premiums include receiving a prize in a cereal box or a free garden tool 

for visiting the grand opening of a hardware store. Incentives that are given for free 

at the time of purchase are called direct premiums. These offers provide instant 

gratification, plus there is no confusion about returning coupons or box tops, or 

saving bar codes or proofs of purchase (Coleman, 1990; Mintzberg, 1983).  

Other types of direct premiums include traffic builders, door openers, and referral 

premiums. The garden tool is an example of a traffic-builder premium—an incentive 

to lure a prospective buyer to a store. A door-opener premium is directed to 

customers at home or to business people in their offices. For example, a homeowner 

may receive a free clock radio for allowing an insurance agent to enter their home 

and listening to his sales pitch. Similarly, an electronics manufacturer might offer 

free software to an office manager who agrees to an on-site demonstration. The final 

category of direct premiums, referral premiums, reward the purchaser for referring 

the seller to other possible customers (Hall, 1988; Lin and Hui, 1999).  

Mail premiums, unlike direct premiums, require the customer to perform some act in 

order to obtain a premium through return mail. An example might be a limited 

edition toy car offered by a marketer in exchange for one or more proofs-of-purchase 

and a payment covering the cost of the item plus handling. The premium is still 

valuable to the consumer because they cannot readily buy the item for the same 

amount (Siow, 1995)..  

Continuity Programs  

Continuity programs retain brand users over a long time period by offering ongoing 

motivation or incentives. Continuity programs demand that consumers keep buying 

the product in order to get the premium in the future. Trading stamps, popularized in 
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the 1950s and 1960s, are prime examples. Consumers usually received one stamp for 

every dime spent at a participating store (Lin, 2000). The stamp company provided 

redemption centers where the stamps were traded for merchandise. A catalog listing 

the quantity of stamps required for each item was available at the participating stores. 

Today, airlines' frequent-flyer clubs, hotels' frequent-traveler plans, retailers' 

frequent-shopper programs, and bonus-paying credit cards are common continuity 

programs (Thompson, 1967).. When competing brands have reached parity in terms 

of price and service, continuity programs sometimes prove a deciding factor among 

those competitors. By rewarding long-standing customers for their loyalty, continuity 

programs also reduce the threat of new competitors entering a market (House et al., 

1995; Rousseau and House, 1994)..  

Sampling  

A sign of a successful marketer is getting the product into the hands of the consumer. 

Sometimes, particularly when a product is new or is not a market leader, an effective 

strategy is giving a sample product to the consumer, either free or for a small fee. But 

in order for sampling to change people's future purchase decisions, the product must 

have benefits or features that will be obvious during the trial (Axelrod, 1997)..  

There are several means of disseminating samples to consumers. The most popular 

has been through the mail, but increases in postage costs and packaging requirements 

have made this method less attractive. An alternative is door-to-door distribution, 

particularly when the items are bulky and when reputable distribution organizations 

exist. This method permits selective sampling of neighborhoods, dwellings, or even 

people. Another method is distributing samples in conjunction with advertising. An 

ad may include a coupon that the consumer can mail in for the product, or it may 

include an address or phone number for ordering (Axelrod, 1997; Taber and 

Timpone, 1996).. Direct sampling can be achieved through prime media using 

scratch-and-sniff cards and slim foil pouches, or through retailers using special 

displays or a person hired to hand out samples to passing customers. Though this last 

technique may build goodwill for the retailer, some retailers resent the inconvenience 

and require high payments for their cooperation (Ostrom, 1988),.  
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A final form of sample distribution deals with specialty types of sampling. For 

instance, some companies specialize in packing samples together for delivery to 

homogeneous consumer groups, such as newlyweds, new parents, students, or 

tourists. Such packages may be delivered at hospitals, hotels, or dormitories and 

include a number of different types of products (Weiss, 1999). 

Trade promotions  

A trade sales promotion is targeted at resellers—wholesalers and retailers—who 

distribute manufacturers' products to the ultimate consumers. The objectives of sales 

promotions aimed at the trade are different from those directed at consumers. In 

general, trade sales promotions hope to accomplish four goals: 1) Develop in-store 

merchandising support, as strong support at the retail store level is the key to closing 

the loop between the customer and the sale. 2) Control inventory by increasing or 

depleting inventory levels, thus helping to eliminate seasonal peaks and valleys. 3) 

Expand or improve distribution by opening up new sales areas (trade promotions are 

also sometimes used to distribute a new size of the product). 4) Generate excitement 

about the product among those responsible for selling it. Some of the most common 

forms of trade promotions—profiled below—include point-of-purchase displays, 

trade shows, sales meetings, sales contests, push money, deal loaders, and 

promotional allowances (Axelrod, 1997; Taber and Timpone, 1996). 

 Point-of-purchase (pop) displays  

According to (Axelrod, 1997; Harrison, 1998), mmanufacturers provide point-of-

purchase (POP) display units free to retailers in order to promote a particular brand 

or group of products. The forms of POP displays include special racks, display 

cartons, banners, signs, price cards, and mechanical product dispensers. Probably the 

most effective way to ensure that a reseller will use a POP display is to design it so 

that it will generate sales for the retailer (Pfeffer, 1993). High product visibility is the 

basic goal of POP displays. In industries such as the grocery field where a shopper 

spends about three-tenths of a second viewing a product, anything increasing product 

visibility is valuable. POP displays also provide or remind consumers about 
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important decision information, such as the product's name, appearance, and sizes. 

The theme of the POP display should coordinate with the theme used in ads and by 

salespeople (Axelrod, 1997; Carley and Lin, 1997). 

Trade shows  

Thousands of manufacturers display their wares and take orders at trade shows. In 

fact, companies spend over $9 billion yearly on these shows. Trade shows provide a 

major opportunity to write orders for products. They also provide a chance to 

demonstrate products, disseminate information, answer questions, and be compared 

directly to competitors. Related to trade shows, but on a smaller scale, are sales 

meetings sponsored by manufacturers or wholesalers. Whereas trade shows are open 

to all potential customers, sales meetings are targeted toward the company's sales 

force and/or independent sales agents. These meetings are usually conducted 

regionally and directed by sales managers. The meetings may be used to motivate 

sales agents, to explain the product or the promotional campaign, or simply to answer 

questions. For resellers and salespeople, sales contests can also be an effective 

motivation. Typically, a prize is awarded to the organization or person who exceeds a 

quota by the largest percentage (Glance et al., 1997; Lin and Carley, 1995; 

Lounamaa and March, 1987; Weiss, 1999). 

Push money  

Similarly, push money (PM)—also known as spiffs—is an extra payment given to 

sales-people for meeting a specified sales goal. For example, a manufacturer of 

refrigerators might pay a $30 bonus for each unit of model A, and a $20 bonus for 

each unit of model B, sold between March 1 and September 1. At the end of that 

period, the salesperson would send evidence of these sales to the manufacturer and 

receive a check in return. Although some people see push money as akin to bribery, 

many manufacturers offer it (Baker et al., 1994).  

Deal loaders 

 A deal loader is a premium given by a manufacturer to a retailer for ordering a 

certain quantity of product. Two types of deal loaders are most typical. The first is a 

http://www.referenceforbusiness.com/knowledge/Commodity.html
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buying loader, which is a gift given for making a specified order size. The second is 

a display loader, which means the display is given to the retailer after the campaign. 

For instance, General Electric may have a display containing appliances as part of a 

special program. When the program is over, the retailer receives all the appliances on 

the display if a specified order size was achieved (Carley and Lin, 1997; Hollenbeck 

et al., 1995).  

Trade deals  

Trade deals are special price concessions superseding, for a limited time, the normal 

purchasing discounts given to the trade. Trade deals include a group of tactics having 

a common theme—to encourage sellers to specially promote a product. The marketer 

might receive special displays, larger-than-usual orders, superior in-store locations, 

or greater advertising effort. In exchange, the retailer might receive special 

allowances, discounts, goods, or money. In many industries, trade deals are the 

primary expectation for retail support, and the marketing funds spent in this area are 

considerable. There are two main types of trade deals: buying allowances and 

advertising/display allowances (Carley and Lin, 1997; Hollenbeck et al., 1995).  

Buying allowances 

 A buying allowance is a bonus paid by a manufacturer to a reseller when a certain 

amount of product is purchased during a specific time period. For example, a reseller 

who purchases at least 15 cases of product might receive a buying allowance of 

$6.00 off per case, while a purchase of at least 20 cases would result in $7.00 off per 

case, and so forth. The payment may take the form of a check or a reduction in the 

face value of an invoice. In order to take advantage of a buying allowance, some 

retailers engage in "forward buying." In essence, they order more merchandise than 

is needed during the deal period, then store the extra merchandise to sell later at 

regular prices. This assumes that the savings gained through the buying allowance is 

greater than the cost of warehousing and transporting the extra merchandise. Some 

marketers try to discourage forward buying, since it reduces profit margins and tends 

to create cyclical peaks and troughs in demand for the product (Carley and Lin, 

1997).  
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Following the work by Aldrich (1979), the slotting allowance is a controversial form 

of buying allowance. Slotting allowances are fees retailers charge manufacturers for 

each space or slot on the shelf or in the warehouse that new products will occupy. 

The controversy stems from the fact that in many instances this allowance amounts 

to little more than paying a bribe to the retailer to convince them to carry your 

company's products. But many marketers are willing to pay extra to bring their 

products to the attention of consumers who are pressed for time in the store.  

Slotting allowances sometimes buy marketers prime spaces on retail shelves, at eye 

level or near the end of aisles (Carley and Lin, 1997; Hollenbeck et al., 1995). The 

final type of buying allowance is a free goods allowance. In this case, the 

manufacturer offers a certain amount of product to wholesalers or retailers at no cost 

if they purchase a stated amount of the same or a different product 

Advertising allowances  

An advertising allowance is a dividend paid by a marketer to a reseller for 

advertising their product. The money can only be used to purchase advertising—for 

example, to print flyers or run ads in a local newspaper. But some resellers take 

advantage of the system, so many manufacturers require verification. A display 

allowance is the final form of trade promotional allowance. Some manufacturers pay 

retailers extra to highlight their display from the many available every week. The 

payment can take the form of cash or goods. Retailers must furnish written 

certification of compliance with the terms of the contract before they are paid. 

Retailers are most likely to select displays that yield high volume and are easy to 

assemble (Carley and Lin, 1997).. 

2.2.5 Challenges encountered in the promotion of lubricants 

A very big challenge when promoting these lubricants is when people are rigid to 

accept changes, this means people become fond of cheap brands and they just give a 

back on the products which will be of greater help in their machines, as a result the 

will tend to shy away even from the promotion materials which are being circulated 

around 

http://www.referenceforbusiness.com/knowledge/Dividend.html
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The area of operation becomes huge, so it becomes difficult for the knowledge to 

reach each and every one on time, this is a very critical reason as to why most people 

do not get the proper information on time as a result they become ignorance to 

whatever they are supposed to take through as the good advice to them 

Promotion becomes difficult, also due to the poor quality of these lubricants which 

are coming from UAE whilst their most promotion strategy is by selling with a very 

low price as a result people run towards these cheap lubricants which at the end 

becomes a burden to their machines. 

Since the only driving criteria at the moment is pricing, it is observed that people are 

bringing in the counterfeit products (fake lubricants) as a results the same product 

with the same package is sold at different prices between different dealers, this will 

increase the risk of killing the machines since these products are coming to the 

market when they are not up to standards.  

 2.3 Consumer's Product Valuation And Typology Of Product Benefits 

The questions of how and what consumers perceive from products in the market 

request the process and structure by which consumers value the products. Based on 

consumption behavior analysis, the current paper proposes a framework of product 

valuation for consumers and its typology of product benefits (see Figure 1). This 

model stresses that to investigate the consumer's product valuation, it is necessary to 

integrate cultural values, personal values, consumption values, and product benefits 

(Clawson and Vinson 1978).  

2.3.1 Cultural Values  

Cultural, social, and familial environments affect the formation and development of 

individual beliefs. In a socio-cultural environment, a set of values usually represents 

widely shared beliefs about what is desirable. These socio-cultural beliefs are called 

cultural values or "society core values" (Engel, Blackwell and Miniard 1990) and are 

implanted into individuals "naturally" through socialization and education, perhaps 

with some modification as personality and attitude moderate the learning process. 
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For example, Kahle (1985) proposes a "List of Values" (LOV) generic to American 

culture in the 1980s, such as self-respect, security, self-fulfillment, fun and 

enjoyment in life, and warm relationships with others. These cultural values are seen 

by some social thinkers as "objective" (Frondizi 1963). This notion of being 

objective implies that they are commonly known to the members of a society. 

However, not all of the cultural values in a society will be adopted unanimously by 

its members. Some cultural values might be followed by only a small portion of the 

people, while other values might be accepted widely. In sum, cultural values are 

generic beliefs about what a society argues to be desirable and beneficial. These 

values are then freely adopted on an individual basis. 

2.3.2 Personal Values 

Personal values are the individuals' beliefs about what are desirable to themselves. 

They are self-centered; that is, personal values are closely linked to needs. Moreover, 

they are derived from, and modified through, personal, social, and cultural learning 

(Clawson and Vinson 1978). From a cognitive perspective, personal values are the 

mental representations of underlying needs after the modification, taking into 

account the realities of the world and reflecting the individual's personality (Wilkie 

1990). For example, the cultural value of "self-fulfillment" might be manifested quite 

differently in the minds of two individuals with different familial and personal 

backgrounds. 

According to Rokeach (1973), human values have two main types: terminal and 

instrumental. Terminal (or end-state) values are beliefs people have about the goals 

for which they strive (e.g., self-fulfillment, or enjoyment in life). Instrumental (or 

means) values are beliefs about desirable ways to attain these terminal values (e.g., 

owning an elegant house, or taking a vacation). Therefore, personal values generally 

correspond to terminal values, while values of desirable activities (to be discussed 

next) are comparable to instrumental values. Personal values are enduring beliefs 

which guide various actions and judgments across specific situations. Hence, 

personal values are more abstract and may be generalizable easier than values of 

actions. In other words, the concept of personal values is similar to the idea of 
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"global values" (in the realm of a person's perception) proposed by Vinson et al. 

(1977); these are small in number (dozens) and considered to be at high levels of 

conceptualization. 

2.3.3 Consumption Values 

Consumption values refer to subjective beliefs about desirable ways to attain 

personal values. People achieve personal values (or goals) through actions or 

activities, such as social interaction, economic exchange, possession, and 

consumption (Sheth et al. 1991). According to means-end chain models of consumer 

product knowledge (Peter and Olson 1990), people may have ideas and preferences 

about various actions that can help them achieve personal values. Therefore, relative 

to personal values, consumption values are instrumental in nature. For example, 

owning an elegant house and acquiring a prestigious car are for some people 

desirable ways of achieving self-fulfillment. Attending football games (especially 

those of favorite teams) and taking a vacation trip are favorable activities which lead 

to personal fun and enjoyment. Furthermore, individuals may hold several personal 

values by which they direct or evaluate consumption activities. Therefore, the 

consumption values of these types of activities (or possessions) are sophisticated and 

do not simply satisfy one single personal value (Shet et al. 1991). 

As we can observe in ourselves or others, consumption activities usually include an 

assortment of goods and services (Boyd and Levy 1963). For example, "owning an 

elegant house" requires house owners to acquire many goods and services in addition 

to the house itself, just as "taking a vacation trip" involves many other related 

acquisitions. Moreover, in a product constellation for a consumption activity, there 

may be some properties in common. McCracken (1988) observes that "the consumer 

goods in any complement are linked by some commonality or unity" . From a social 

interaction perspective, Solomon (1983) maintains that consumers employ product 

constellations in "setting the stage" for the social roles they play. Product 

constellations occur, because individuals use entire complements of products to 

achieve personal values. The products unified in a constellation all carry the same 

information about individual values. Furthermore, Lai (1994) maintained that 



 

43 
 

consumers may obtain satisfaction holistically from the related consumption 

activities and the constellation of products in use. 

2.3.4 Consumption Schemata 

Cognitive psychologists maintain that people may acquire knowledge structures to 

represent various consumption activities and product constellations (Abelson 1976; 

Crocker 1984). Lai (1994) uses the term consumption schema to refer to the 

cognitive structure which organizes and represents personal ideas and beliefs about 

the substance of a consumption activity, such as interrelationships among 

complementary products, the cultural value and social meanings of the commodities, 

and personal preferences and affective associations. Hence, a consumption schema 

represents a consumer's basic thoughts about a consumption activity, though 

peripheral adjustments may be needed to accommodate the specific situation in 

which the consumption takes place. In short, in consumption, or possession of 

products, people may acquire personal consumption schemata (or a particular 

planned pattern), including their anticipation of and requirements for a product (or a 

complement of products), reflecting their consumption values of that consumption or 

possession. 

2.3.5 Typology Of Product Benefits 

From the customers' perspective, products are viewed as a bundle of benefits, not 

attributes (Day 1990; Peter and Olson 1990). In other words, "customers are less 

interested in the technical features of a product or service than in what benefits they 

get from buying, using or consuming the product." (Hooley and Saunders 1993) In a 

competitive market, in addition to their basic benefits, products usually have many 

other attributes, such as features, styles, symbolism, durability, quality, and related 

services. By designing products with combinations of these attributes, marketers try 

to attract consumers with particular consumption values. 
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A comprehensive understanding of possible benefits that customers may seek in 

products is a fundamental basis for marketers to formulate sound marketing 

strategies, especially product differentiation or positioning (Peter 1990; Boyd and 

Levy 1968). Sheth et al. (1991) categorize five product benefits which influence the 

consumer's choice behavior: functional, social, emotional, epistemic and conditional. 

However, these benefits are only generic; that is, they are general, potential, and not 

yet applied to a specific consumption activity. Moreover, because Sheth et al.'s 

analysis is not grounded in a holistic approach to consumption behavior analysis, 

Sheth and his colleagues conflate product benefits with consumption values; that is, 

they do not distinguish "generic product benefits" from "consumption values," as the 

current paper does. Furthermore, their categorization ignores other important generic 

product benefits: e.g., hedonic benefits, aesthetic benefits, and holistic benefits. 

Going beyond Sheth et al.'s original categorization of product benefits (Sheth et al. 

dubbed them as "consumption values"), the current paper proposes a typology of 

product benefits that a consumer may derive from possession or consumption. The 

typology includes eight generic product benefits: functional, social, affective, 

epistemic, aesthetic, hedonic, situational, and holistic. The definitions of these terms 

are discussed briefly in what follows: 

(1) Functional benefit refers to a product's capacity for functional, utilitarian, or 

physical performance. Functional benefits are derived from the tangible and concrete 

attributes that a consumer may directly experience when using or consuming the 

product. 

(2) Social benefits are the perceptual benefits acquired from a product's association 

with social class, social status, or a specific social group. Highly visible products 

(e.g., clothing, jewelry, and automobiles) often carry social benefits. 
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(3) Affective benefit refers to the perceptual benefit acquired from a product's 

capacity to arouse feelings or affective states. Affective benefits are often associated 

with cultural-ethnic meanings (e.g., Christmas trees, Thanksgiving turkeys) or 

personal, idiosyncratic meanings, tastes and memories (e.g., foods that arouse 

feelings of comfort through their association with childhood experiences, or cars 

with which consumers are said to have "love affairs"). 

(4) Epistemic benefit refers to the benefit acquired from a product's capacity to 

satisfy curiosity, provide novelty, and/or meet a desire for knowledge. Exploratory, 

novelty-seeking, and variety-seeking consumption behaviors are examples of 

epistemic value pursuit. Also, a consumer's propensity to adopt new products is 

consistent with epistemic benefit (Sheth et al. 1991). 

(5) Aesthetic benefit refers to the benefit acquired from a product's capacity to 

present a sense of beauty or to enhance personal expression. Aesthetic benefit usually 

is subjective and idiosyncratic. Style demands, product-appearance demands, art 

purchases, and fashion-following are examples of consumers' pursuing aesthetic 

benefits. 

(6) Hedonic benefit refers to the benefit acquired from a product's capacity to meet a 

need of enjoyment, fun, pleasure, or distraction from work or anxiety. Olshavsky and 

Granbois (1979) claim that hedonic benefit is an important dimension of many 

products. People are not always looking for rational or "serious" benefits; they may 

want to relax or be distracted. Taking a vacation trip, going to bars, watching sports, 

comic movies or TV programs, or even buying funny trinkets to make fun of friends 

are examples of hedonic benefit pursuit. 

(7) Situational benefit refers to the benefit acquired from a product's capacity to meet 

situational needs in specific circumstances. A product acquires situational value in 

the presence of antecedent physical or social contingencies that enhance its 

functional, social, or other benefits. Situational benefit is measured on the profile of a 

particular consumption situation. 
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 (8) Holistic benefit refers to the perceptual benefit acquired from the 

complementarily, coherence, compatibility, and consistency in a product 

constellation as a whole. Holistic benefits are frequently required and perceived in 

clothes, furniture, and food consumption. Holistic product benefit is a result of 

"synergy" derived from a product combination. Its implications for marketing 

strategy will be discussed later in detail. 

Different types of product benefits may be correlated and combined in particular 

consumption activities, or there may be trading off between them. In addition, a 

product may offer multiple generic benefits. For example, "to a first-time home 

buyer, the purchase of a home might provide functional [benefit] (the home contains 

more space than the present apartment), social [benefit] (friends are also buying 

homes), emotional [benefit] (the consumer feels secure in owning a home), epistemic 

benefit (the novelty of purchasing a home is enjoyable), and situational [benefit] 

(starting a family)" The braces are the author's, to substitute the word "benefit" for 

the original word "value" and avoid confusion. The parentheses, however, are in the 

original passage. (Sheth et al. 1991). 

2.3.6 Perceived Product Benefits 

Generic product benefits are intended benefits that manufacturers design into a 

product. However, these intended benefits may or may not be perceived or 

appreciated by particular consumers. A product has benefit to customers to the 

degree that they can perceive, appreciate and then use that product as anticipated 

consumption activities to achieve personal values. Normann and Ramirez (1993) 

recapitulate this concept well; "A company's offerings have values to the degree that 

customers can use them as inputs to leverage their own value creation. In this 

respect, then, companies don't profit from customers. They profit from customers' 

value-creating activities" (p. 74). In sum, consumers perceive and appreciate product 

benefits via their personal consumption values and consumption schemata; these 

product benefits are termed "Perceived Product Benefits" (Day 1990).  
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In summary, the framework of consumers' product valuation delineates the 

relationship between "personal values", "generic product benefits", and "perceived 

product benefits" via "consumption values" and "consumption schemata" (see Figure 

1). That is, it illuminates the structure of consumers' product valuation and how and 

what benefits consumers may perceive from products. With this framework of 

product valuation for consumers and its typology of product benefits in place, the 

current paper proceeds to investigate the concept of customer value. 

2.4 Empirical Literature Review 

One of the greatest challenges for the jeep division of DaimlerChrysler, AG, is 

keeping up with the changing needs, wants, desires and diversity of its customer 

base. Forty years ago, jeep made the only all-terrain vehicle, found mainly on army 

bases, running remote trails, or venturing out on exotic safaris. Today, jeeps are more 

likely to be spotted hauling kids to school or stockbrokers to the Hamptons. In fact 

with so many other car companies attempting to market to the growing demand for 

SUV, jeep management realises that learning about customers by convening focus 

groups and compiling surveys is no longer enough. 

Rather, Jeep marketing research efforts are focusing on individual consumers and 

creating relationship between the jeep brand and the buyer. Marketing research 

activities now focus on information technology and data gathering through event 

sponsorship. 

Over the years, Jeep has invited families to participate in such activities as off-road 

driving clinics, fly fishing contest, hiking and mountain-biking competitions solely 

for the purpose of collecting data. These activities are indeed expensive, but by 

generating face to face dialogue with thousands of customers they provide a great 

forum for learning more about customers and the relationship they have with their 

vehicles 

The greatest opportunity for jeep comes when marketing researchers and engineers 

talk to consumers. Casual conversation among event attendee are carefully recorded 

by market research personnel and all attendees complete and return customer 
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feedback cards The most valuable information on customer expectation were 

generated by round table discussions between customers and jeep engineers.  

The purpose of such discussion was to allow jeep engineers to record tangible 

benefits from the customer encounter, namely product ideas and improvements. By 

meeting directly with customers in a round table format, engineers and market 

researchers got feedback on model changes, lifestyles, and satisfaction. 

Such data collection methods appeared to be working. According to Jeep sales 

research, owners who participate in sponsored activitities are four times more likely 

to purchase another jeep than are owners who do not participate. Jeep executives 

contended that not only do such events boost sales, but they also contribute to a vast 

database used to build long-term customer relationship and loyalty car companies 

yearn for 

Jeep illustrated how effective marketing strategy can operate to solve business issues. 

It identifies new approaches and evolving processes in the marketing research 

industry. It concluded that implementing a sound marketing research process based 

on customer inquiry and feedback allows a business of any size to make confident, 

cost effective decisions, whether in identifying new product opportunities or 

designing new approaches for communicating with customers 

A study on the effect of promotion on consumption done by Kusum L. Ailawadi and 

Scott A. Meslin, (1998) by relating more buying and consuming it faster as the 

criteria. They studied the existence of flexible consumption rates in packaged goods 

products, how this phenomenon can be modelled and its importance in accessing the 

effectiveness of sales promotion. 

By using the household products (Yoghurt and ketchup), they founded that both 

provided a significantly better fit than a conventional model in which usage rate is 

assumed to be independent of inventory.  

Yogurt consumption is found to be much more flexible with respect to inventory than 

ketchup consumption. Recommendations from researcher is that more study should 
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be carried out in order to understand the behavioural underpinnings of flexible 

consumption in more detail,  

For instance, the model establishes a strong link between inventory and consumption 

but it does not speak to whether households jointly optimize inventory and 

consumption levels or whether it leads them to stockpile. Also another related study 

is by Wan-Ping Pi and Hsieh-Hong Huang, (2010) on effects of relationship oriented 

promotion on customer loyalty, case sturdy of aviation industry.  

Using questionnaire as their tools to collect data and analysis being done they 

founded that relationship oriented promotion has significantly positioning effects on 

satisfaction and trust.  

Besides, satisfaction, trust and commitment are powerful and illustrative components 

for explaining customer loyalty. Above all, they have recommended that airline 

industry should use high relationship oriented promotions in order to retain loyal 

customers and maintain long term profit for the industry, such helpful activities are 

charities, free bus shuttles and discounts for cooperatives. 

Again, Markikinointi, (2008) studied the influence of sales promotion on customers 

credit card behaviours by learning the credit purchasers before, during and after the 

promotional periods. The subject was of interest for the case company as they have 

challenged the Finnish credit card as a daily payment method. The initiative was 

reinforced by set of sales promotion activities. The findings show that the sales 

emerged to be significantly higher during the promotion than after it. However, the 

cumulative sales graph indicates that most of the sales throughout promotion are 

conducted during the first month followed by a steady decline towards the end of the 

period. It is recommended that the results of the opening offer are statistically 

significant but the cumulative sales graph indicates that promotion might not fully 

explain the differences. According to the cumulative sales, it seems that the credit 

card is, at least partly, a source of extra debt. The birthday promotion results do not 

show statistically significant differences but purchase frequencies are promising. In 

the context of birthday promotion, one must recall that the offer has not been 

communicated to customers after they acquired the card. So, it remains unclear 
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whether customers did not remember the offer or did not act for it. In the future, 

customers could be reminded about the offer, for example, by direct mailing, in the 

bill preceding their birthday or by a SMS. 

Another related study done by Pi-Chuan Sun, Ting-Shu Tang and Chun-Yi Shih, 

(2008), they studied the impact of advertising and price promotion on product equity. 

According to above analytic results, this study finds that advertising has significant 

positive relationship on brand equity of search product and experience product. The 

findings in this study comply with results of previous researches.                                                     

Furthermore, the results of regression analysis found that price promotion has no 

significant effect on brand loyalty of jean brand. This is because consumers are 

momentarily attracted to the brand by the transaction utility that the price promotions 

provide, and when promotions end, they lose interest in the brand. Thus, change in 

brand loyalty after the end of promotions may not occur unless the brand is perceived 

to be superior to and meet consumers’ needs better than its competing brands. 

It is recommended that in order to build strong brand equity efficiently, managers 

must invest in the advertising while considering product categories when applying 

price promotion. Since price promotion could imply low quality of search products, 

it may not boost the brand equity. Although it has benefit in short-run by price 

promotion, it may be not accord with high-quality impression, and will reduce brand 

equity in the long- run. Managers should not use the price promotion as far as 

possible. Managers must apply marketing mix accurately to operate and manage 

brand. Thus they can increase customer’s loyalty and raise firms’ profit. 

All the persons have different needs, and they want to satisfy these needs. Maslow 

(1943)1 formulates a hierarchy of human needs and he defends that when the person 

satisfies their basics needs, they develop higher needs and wishes. It is a highly 

competitive market. In these modern times the different chains use all kind of 

strategies to increase their sales, becoming the sales process almost a science. That is 

because in the process of merchandising are involved studies of psychology, science 

and business, which seek to know the tastes, habits, needs and way of thinking of 

consumers (Mártinez, 1997)2. For this reason and in these times of ruthless 
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competition is an excellent idea to have tools like “merchandising”, to try to gain 

advantage against the other competitors.This  based  on  the theory of promotion” 

(tool of “marketing mix”) and is focused in the POS (point of- sale) merchandising. 

 

2.4.1 Promotions Marketing Strategies 

 Product 

According to Jobber (2001), the product decision involves what goods or services 

should be offered to different groups of customers. As Fifield (1998) states, the 

product policy is undoubtedly the most important element of the marketing mix. The 

product is the vehicle used by companies to satisfy consumers’ needs and it should 

be always to orientated to consumer 

Price 

As Jobber (2001) says, the price is a key element of marketing mix because it 

represents on a unit basis what the company receives for the product 

or service which is being marketed. In other words, price represents revenue while 

the other elements are cost. Often an organization is willing to spend a hundred 

thousand dollars on researching its new product concepts, but it is loathed to spend 

one per cent of that on researching the different customer perceptions to various price 

levels (Fifield, 1998). 

In accordance with Jobber (2001)13, “place” involves decisions concerning the 

distribution channels to be used and their management, the location of outlets, 

methods of transportation and inventory levels to be held. Manufactures are 

concerned with how to distribute and deliver product to customers, and service 

providers are concerned with the location of service points and customer accessibility 

(Fifield, 1998).  

2.5 Conceptual Framework:  

Fig below represents conceptual framework of this study which is divided into four 

areas with interconnection in performance relationship in organization and can be 

measured according to integration feedback coming from receiving side. In one side 

there is corporate strategy area which is interconnected to business operations unit, 
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this is part where all policy to run business are formulated and put into practices. 

There is also part of supply chain where by consumers goods are being sourced, this 

also very important part as it entails how business unit is going to be reliable to 

consumer by considering how supplier of business are good. Another part is 

integration of business operations unit and supply chain, this is area where by goods 

movement to consumers is monitored. A streamlined mode of supply is required in 

order to make sure customer is satisfied by availability of goods and service. The last 

part is integration of customer and business operation unit which mainly are 

managers, engineers and sales representatives to insure that marketing strategy and 

policy and executed properly, this is where promotion schemes like price discount, 

free gifts, repurchase coupons are issued but at the same time feedback are received 

and assessed to analyze performance of schemes, it the same area where buy 

assurance of goods supply to customer are met and monitored. 

 

 

Figure 2.1 Conceptual framework model 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter explains the way in which the research was carried out. It is organized 

under the following sub sections area of the study, the research design, the 

population, sampling techniques, research instruments, and data collection 

procedures and data analysis. 

3.2 Area of the study 

The group of people involved in this study were, Automotive owners (2 wheelers and 

4 wheelers) those who use lubricants in the servicing of their cars.  Service centers 

technicians these are responsible in serving the cars when the owners come to their 

station to service their cars. Government officials EWURA & TBS, Lubricants 

supplier’s executives. These are the suppliers of the Lubricants eg, BP, CHEVRON, 

ORYX, MOGAS, KOBIL, ENGEN, EOC, TOTAL, STARPECO, GAPCO, 

PETROLUBE and GENERAL PETROLEUM 

3.3 Research Design 

Research design is the overall plan of how the research was conducted, what and 

how evidence was gathered, analyzed and interpreted based on the research questions 

Easterby (2008). This study used case study design as a mode of investigation out of 

which collection of data was possible. According to Yin (2009) case study is a 

research method based on an in-depth investigation of a single individual, group, or 

event. It may be descriptive or explanatory. Yin (2003) adds that case study is an 

empirical inquiry that investigates a contemporary phenomenon within its real-life 

context, especially when the boundaries between phenomenon and context are not 

clearly evident. Yin (2003) notes, however, that case study methods may be used for 

the “evaluation” of businesses and government programs with the goal of identifying 

potential explanations for their successes or failures.   
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Case study design allowed an in depth study to be carried out in the selected study 

entity. In addition, it enabled the researcher to capture the emotional perspectives of 

the respondents as far as employee satisfaction is concerned.  This Case study design 

was also proposed due to its flexibility in the use of data collection methods. 

3.4 Population of the study 

The population of the study was composed of Officials of EWURA mainly Technical 

Manager Petroleum, Chief Petroleum Inspectors and Petroleum Inspectors, sales 

officers, promotion officers and consumers from different sales stations.  These have 

been selected because they are considered to have necessary information that would 

meet the objectives of the study. 

3.5 Sample and Sampling Procedures  

3.5.1 Sample size 

A sample is the unit or item derived from the population to represent the total population. 

Since it is not possible to examine every item in the population, the researcher 

selected a few items (samples) from a big population which were representative. So 

the selected items are what we call samples. By using samples, it is possible to obtain 

sufficiently and accurate results by studying only a part of total population (Kothari, 

1990:65).  

In this study, the sample constituted of 110 respondents which represented the total 

population from which only 52 respondents were investigated. The study sample of 

different sales area were used. Stratified random sampling technique was used in the 

selection of sales station in order to ensure appropriate representation. In addition, 

simple random sampling was also incorporated to select executive officers from the 

sampled sales station as key informants. Purposive sampling was used to select 

members from the top management such as Station masters. 

3.5.2 Sampling Procedures 

This study used combination of purposive and stratified sampling techniques as 

underscored here under. 
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3.6 Data Collection Methods 

This study used a combination of methods to collect data including a standardized 

questionnaire with both open and close ended questions supplemented by in depth 

interviews with key informants and observations. The use of multiple instruments 

ensured validity and reliability of data collected.  

3.7 Data Collection Instruments 

A combination of instruments used to facilitate data collection and analysis as 

follows: 

3.7.1 Questionnaire    

These are an Instrument used to collect data. A questionnaire refers to a set of written 

questions that people respond to directly on the form without the aid of an 

interviewer (Monette, et. al., 2008). A standardized and structured questionnaire with 

both open and close ended questions was administered directly to respondents for 

them to fill in data. The major advantages of a questionnaire is it allows a researcher 

to collect data from a large audience located in different geographical areas and the 

instrument is cost effective. In addition, face to face interviews tend to increase high 

response and return rates. Two types of questionnaires was designed and distributed 

to the selected sample.  

3.7.2 Observation Schedule / guideline 

Non- participant observation was used to collect data. It was used to get firsthand 

information on the spot on the real situation of product promotion activities in 

consumer markets. Through this method information that was pertained to sales was 

as gathered and analyzed by the researchers who was actively being involved as a 

participant observer.   

3.7.3 Interviews Questions 

An interview is a conversation between two people (the interviewer and the 

interviewee) where questions are asked by the interviewer to obtain information from 

the interviewee. As qualitative research, interview seeks to describe and the 

http://en.wikipedia.org/wiki/Question


 

56 
 

meanings of central themes in the life world of the subjects. The main task in 

interviewing was to understand the meaning of what the interviewees say. Kvale, 

(1996) 

According to Monette, et. al, (2008), interview is a technique in which an interviewer 

reads questions to respondents and records their verbal responses. In depth face to 

face Interviews was conducted by the researcher during the working hours to collect 

additional information that were not covered in the questionnaire. The respondent 

who participated in the study was purposively selected based on the judgment of the 

researcher. This is a good method because it was less time consuming and cost 

effective. It was designed to collect the respondents’ views and opinions. The 

purpose was to solicit in depth information.   

3.7.4 Documentary Review Schedule 

These are instruments used to get secondary data which was collected through library 

research and documentary review. Both published and unpublished materials like 

books, theses, journals, articles, research reports documents and e-resources was 

reviewed and major points summarized.  

3.7.5 Validity of the Research Instruments 

Prior to the main survey, the instruments were pre-tested on a smaller sample (Six (6) 

respondents), three (3) from each selected lubricant selling station. A finding from 

the pre-test used for reviewing the instruments, questions that do not yield useful 

information was either revised or discarded. 

3.8 Data Analysis Plan 

Both qualitative and quantitative methods of data analysis will be employed. 

Quantitative field data was organized into categories, labeled, edited and coded. A 

Statistical Package for Social Scientists (SPSS) for Windows Version 19 was used to 

derive, frequencies, percentages, tables and charts etc. Qualitative data from 

interviews and open ended questions was organized into meaningful themes and 
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analyzed using content analysis. This enabled the researcher to interpret data 

collected and ultimately make necessary, recommendation and reach a conclusion 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

58 
 

CHAPTER FOUR 

RESEARCH FINDINGSPRESENTATION AND DISCUSSIONS 

 

4.1 Introduction 

In this chapter, data collected is, presented and discussed analyzed based on the 

research objectives. Prior to this, the profile of respondents is presented and 

explained based on their age, gender, and education.  It is organized into five sections 

namely; the profile of respondents, the effectiveness of promotions directed towards 

potential consumers by lubricant companies, the Role of promotions on the sales of 

the lubricant companies, the reactions of the potential consumers towards these 

promotions and the analysis on whether these campaigns induce brand 

4.2 Profile of respondents 

4.2.1 Gender of Respondents 

A question on gender of respondents was asked to ascertain their sex as well as their 

choice. In some circles women are more selective and they are quality oriented.  

These help them in keeping their cars for long time with good use of different 

product in maintaining their property. However, out of 52 respondents the data (see 

Table. 4.1) shows that 33(63.5%) were males and 19(36.5%) % were females. Since 

women are quality oriented thus they are not looking for cheap brands and they just 

give a back on the products which will be of greater help in their machines. (See the 

Table 4.1 below) 
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Table 4.1 Genders of Respondents 

 S/

N 

Response

s Frequency Percent Valid Percent 

Cumulative 

Percent 

1 Male 33 63.5 63.5 63.5 

2 Female 19 36.5 36.5 100.0 

  Total 52 100.0 100.0  

 

Source: Field data (2014) 

4.1.2 Age of the respondents 

A question on age was asked. Findings revealed that 20 (38.5 %) of the respondents 

were of the age between, 18-30 whereas 26 (50.0 %) of the respondents were 

between 31-50 years. 50 and above years there were only 6 (11.5 %) of all the 

respondents who returned the questionnaires (See Table 4.2). This implies that, 

owners of the cars are those with mature age, which is above 18years and above.  

Table 4.2 Age of the respondents 

S/N Responses Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

1 18-30 20 38.5 38.5 38.5 

2 31-50 26 50.0 50.0 88.5 

3 50 and above 6 11.5 11.5 100.0 

  Total 52 100.0 100.0  

Source: Field data (2014) 
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4.2 Activities involved in Lubricant Promotion 

4.2.1 Rationale for Promotion Activities 

Interview conducted between the sales officials on the importance of promotion 

activities in lubricant product, the following results was revealed; respondents said 

that, Promotional as marketing strategies help the organization to utilize the skills of 

the employees and stakeholders and can help to develop creative approaches to sales 

and customer service. Also it was revealed that assist the business in understanding 

and connecting with clients and customers. They said that If the marketing plan is 

loosely structured; might not have much success at targeting products to the "right" 

demographics. Having a solid and well-thought-out marketing plan can help to 

identify gaps in the marketplace and provide feasible solutions for the clients.  

It was explained that promotional also is important for guiding the business into the 

development of financial goals. Financial goals are two-fold: They are related to the 

sales targets and also to the expenses budget. Sales targets are initially set as part of 

the marketing plan but might change over time according to changing market 

conditions, increases in product price, or increases or decreases in consumer demand. 

Monitoring expenses is also part of financial goal development.  

4.2.3 Promotion versus brand induction 

The results revealed that 50.0% of the respondents said that, promotion increases 

brand awareness, which is a measure of whether people know about a company's 

products. 30.8% of the respondents said that, Better promotion increase competition, 

by showing that they can give the buyer something that isn't available somewhere 

else. 7.7% of the respondents said that promotion is way of communicating to buyers 

in different way about the product. 

 

 

 

 

http://www.wisegeek.com/what-is-brand-awareness.htm
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Table 4.3 Promotion versus brand induction 

    Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

1 Increase brand 

awareness 

26 50.0 50.0 50.0 

2 Businesses  

communicate with 

buyers in different 

ways 

4 7.7 7.7 57.7 

3 Better promotion 

increase 

competition 

16 30.8 30.8 88.5 

4 Any other 6 11.5 11.5 100.0 

  Total 52 100.0 100.0  

 

 

4.3.2 Promotion versus product loyalty 

Knowing the performance of the lubricant help the consumer to opt to use the brand, 

the researcher was intended to know the effect of promotion to the use of the 

product. The results show that, 61.5% of the respondents said that they know the 

performance of the lubricant they use in their cars, 30.8% of the respondents said that 

they don’t know the performance of the lubricant they use in their cars, and only 

7.7% of them said they are not sure of it.  This implies that, the companies selling the 

lubricants they have done all the way to make sure that, the performance of the 

product is known to consumers. So they can be able to choose the product to use.  

 

 

 



 

62 
 

Table 4.4 Promotion versus product loyalty 

s/n Responses Frequency Percent 

Valid 

Percent Cumulative Percent 

1 YES 32 61.5 61.5 61.5 

2 NO 16 30.8 30.8 92.3 

3 Not Sure 4 7.7 7.7 100.0 

  Total 52 100.0 100.0   

Source: Field data (2014) 

4.4 Effectiveness of Lubricant promotion: Companies’ Experiences 

4.4.1 Reason for using the brand  

The findings revealed that, 50.0% of the respondents uses the brand of lubricant 

because they have been using for some time, 30.8% of the respondents uses the 

brand of lubricant because better promotion scheme, 11.5% of the respondents uses 

the brand of lubricant because Service Centre uses the Brand and 7.7% said because 

of other reasons. This implies that, promotion of the lubricant product helped the 

product to be known and being used by customers for a long time. A product cannot 

stand on its own without considering how many people are aware of the product, 

what interest on the product is there and what to be done in order to attract them.  
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Figure 4.1 Reason for using the brand 

Source: Field data (2014) 

4.4.2 Reason for Purchase of the lubricant 

The researcher was intended to know if promotion was one of the reasons which 

stimulated the customer to purchase the lubricant. Results show that, 82.7% of the 

respondents said that promotion is one of the reason which makes them to decide 

which lubricant is the best for the car used. 17.3% % of the respondents said that 

promotion is one of the reasons which makes them to decide which lubricant is the 

best for the car used. According to Boddewyn & Leardi, (1989, p. 365) promotion as 

marketing devices and techniques which are used to make goods and services more 

attractive by providing some additional benefit, whether in cash or in kind, or the 

expectation of such a benefit “help in increasing  the finances of companies 

regarding the marketing.  The interview conducted to some of the users said that, the 

total lubricant is good and it will continue to repeat the campaign so as to increase 

the market of their brand  
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Table 4.5 Reason for Purchase of the lubricant 

    Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

1 Yes 43 82.7 82.7 82.7 

2 No 9 17.3 17.3 100.0 

  Total 52 100.0 100.0  

 

Interviewing some of the sales official said that different organization have different 

and multiple promotional strategy,  today all companies rely on promotional strategy 

as it is one of the important tools to provide competitive advantage in this 

competitive world. Also said that the types of promotion strategies adopted are 

advertising, sales promotion, publicity, personal selling, telemarketing, Direct 

marketing. One cannot deny this fact that every component of promotional mix need 

to be given full attention. While making promotional decision the company’s 

marketing professional need to concentrate on creativity so as to enhance 

profitability through increasing the brand loyalty as well as product loyalty.  

4.5 The Role of promotion on Lubricant sales:  Companies’ Experiences 

The major impact of promotions on the sales of the lubricant companies is 

satisfaction. Satisfaction  is a Customer level of approval when comparing a 

product's perceived performance with his or her expectations. Satisfaction is 

sometimes equated with performance; it implies compensation or substitution 

whereas performance denotes doing what was actually promised. The results from 

the field show that, 42.3% of the respondents said that they are Extremely Satisfied, 

34.6%  of the respondents said that they are Satisfied, 11.5% of the respondents said 

that they are somehow  Satisfied and other 11.5% said that they are extremely 

disagree.  

 

 

http://www.businessdictionary.com/definition/customer.html
http://www.businessdictionary.com/definition/approval.html
http://www.businessdictionary.com/definition/product.html
http://www.businessdictionary.com/definition/performance.html
http://www.businessdictionary.com/definition/expectation.html
http://www.businessdictionary.com/definition/substitution.html
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Table 4.6 Satisfied with the brand 

s/n Responses Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

1 Extremely 

Satisfied 

22 42.3 42.3 42.3 

2 Satisfied 18 34.6 34.6 76.9 

3 Somehow 

satisfied 

6 11.5 11.5 88.5 

4 Extremely 

disagree 

6 11.5 11.5 100.0 

  Total 52 100.0 100.0  

Source: Field data (2014) 

Effectiveness of promotions directed towards potential consumers by lubricant         

companies, the use of the product depends much on either its importance or 

availability of it. Servicing of vehicles is result of effectiveness of promotions 

directed towards potential consumers by lubricant companies Services of the 

Vehicle. This in means the use of lubricant we depend much on how the consumer 

knows the brand which is going to be used. However, the result show that, 53.8% of 

the respondents service they are cars when they moved 3000km., 25.0% they service 

at les that 3000km, 13.5% at 15000km and 7.7% they service their cars at  more than 

5000km. This implies that, most of the car owners are aware of the importance of 

servicing the cars and the importance of lubricant in the engine.   
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Figure 4.2 Services of the Vehicle 

Source: Field data (2014) 

4.6 Consumers’ Response towards Lubricant Promotion 

4.6.1 Performance of the lubricant 

Knowing the performance of the lubricant help the consumer to opt to use the brand, 

the researcher was intended to know the effect of promotion to the use of the 

product. The results show that, 61.5% of the respondents said that they know the 

performance of the lubricant they use in their cars, 30.8% of the respondents said that 

they don’t know the performance of the lubricant they use in their cars, and only 

7.7% of them said they are not sure of it.  This implies that, the companies selling the 

lubricants they have done all the way to make sure that, the performance of the 

product is known to consumers. So they can be able to choose the product to use.  
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Table 4.7 Performance of the lubricant 

s/n Responses Frequency Percent 

Valid 

Percent Cumulative Percent 

1 YES 32 61.5 61.5 61.5 

2 NO 16 30.8 30.8 92.3 

3 Not Sure 4 7.7 7.7 100.0 

  Total 52 100.0 100.0  

Source: Field data (2014) 

4.6.2 Awareness of the products 

The researcher was interested to know how long the brand has been known to the 

consumer. The results show that, 17.3% of respondents come to know the lubricant 

they use for less than six months, 19.2% of respondents come to know the lubricant 

they use for less than one year. 13.5% of respondents come to know the lubricant 

they use for la2t 1-2 years. However, 50.0% of respondents come to know the 

lubricant they use for last 2-4 years.   

 

Table 4.8 Time of using the brand 

s/n Responses Frequency Percent Valid Percent 

Cumulative 

Percent 

1 Less than six 

month’s 

9 17.3 17.3 17.3 

2 Less than 1 year 10 19.2 19.2 36.5 

3 Last 1-2 years 7 13.5 13.5 50.0 

4 Last 2-4 years 26 50.0 50.0 100.0 

  Total 52 100.0 100.0   

Source: Field data (2014) 
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The attributes in the order of its important 

The researcher was asked the respondents to rate the following attributes in the order 

in the order of its important. Quality, price, brand, promotion, and availability of the 

product, most of the respondents said that, quality of the product is the most 

important to consider when selecting the product, this raked the first with, 36.5%. 

availability of the product was ranked second with 25.0 %, as one of the major 

impact in selecting the product to the consumer,  promotion of the product done by 

the organization was ranked the third on the important factor in the selection of the 

product by the customer with 19.2%. Another important factor was the brand which 

ranked the fourth in the list with 11.5%.  However, price of the product was the last 

in ranking with 7.7%  as an important factor in the selection of the commodity by the 

customer.  

 

 

Figure 4.3 Rate the attributes in the order of its important 

Source: Field data (2014) 

Enjoying the promotion on lubricants 

The respondents responded to the question of enjoyment of the lubricant product by 

saying that, they do enjoy promotions with 61.5%, and 38.5% said that they do not 

enjoy the lubricant promotions.  
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Table 4.9 enjoying the promotion on lubricants 

s/n Responses Frequency Percent Valid Percent 

Cumulative 

Percent 

1 Yes 32 61.5 61.5 61.5 

2 No 20 38.5 38.5 100.0 

  Total 52 100.0 100.0   

4.7 Motivation to purchase the products 

4.7.1 Interests of the Customers  

This implies that, customers are quality sensitive on the selection of commodity or 

product to use. The table below shows the results on the question asked by the 

researcher, if the customers are either, quality sensitive, price sensitive or brand 

conscious.   As it was revealed from the field data that, out of 52 respondents 

7(13.5%) said that, they price sensitive, 31(59.6%) said they are quality sensitive to 

the product they want to use. However, 14(26.9%) said that, they are brand conscious 

to the requirement of the product.  Product quality also relates to how well a product 

meets changing demands. Customers are becoming more particular about their own 

requirements. As most businesses operate in competitive markets: they have to 'take 

on' and 'see off' rivals. Each organization must decide for itself how best to try and 

do this. Markets are segmented and what is important to one set of customers may be 

less important to another set. So businesses need to decide which segments of the 

market they are targeting as a ways of seeking to gain competitive advantage  
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Table 4.10 Interests of the Customers 

s/n Responses Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

1 Price Sensitive 7 13.5 13.5 13.5 

2 Quality 

Sensitive 

31 59.6 59.6 73.1 

3 Brand 

Conscious 

14 26.9 26.9 100.0 

  Total 52 100.0 100.0   

Source: Field data (2014) 

 

4.7.2 Interest on the proposed promotions  

Cash Discount, Extra Quantity / Cross Selling, Coupons for repurchase and Free 

Gifts these are interested promotions which attract the customers.  Therefore, 19.2% 

of the respondents said that there promotion is cash discount. 57.7% said that there 

promotion is Extra Quantity / Cross Selling, 11.5% of the respondents said that there 

promotion is Coupons for repurchase and free gift.  
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Table 4.11 Interest on the proposed promotions 

    Frequency Percent Valid Percent Cumulative 

Percent 

1 Cash Discount 10 19.2 19.2 19.2 

2 

Extra Quantity / Cross 

Selling 30 57.7 57.7 76.9 

3 

Coupons for 

repurchase 6 11.5 11.5 88.5 

4 Free Gifts 6 11.5 11.5 100 

  Total 52 100 100  

Source: Field data (2014) 

 

 

4.8 Inform others on the products 

 4.8.1 Promotional campaigns 

Consumer awareness is about making the consumer aware of his/her rights. It is a 

marketing term which means that consumers are aware of products or services, its 

characteristics and the other marketing. Is the extent to which a brand is recognized 

by potential customers, and is correctly associated with a particular product 

The research wanted if respondent are aware any of the following Promotional 

campaigns of lubricants. These are kiosk campaign for brand awareness, free t-shirts, 

key holder and caps. The results show that, 73.1% of the respondents said that they 

are aware of the promotion campaign like, kiosk campaign for brand awareness, free 

t-shirts, key holder and caps. Only 26.9% of the respondents said that they are not 

aware of the promotion campaign like, kiosk campaign for brand awareness, free t-

shirts, key holder and caps. This implies that, most of the lubricant companies 
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promote their goods in different manner to make sure that customers become aware 

of it.  

 

Figure 4.4 Promotional campaigns 

Source: Field data (2014) 

 

4.8.2 Commercial Advertisements  

The researcher was interested to know if the respondents they are aware of any 

advertisements of lubricant product. The field results show that, 67.3% of them said 

they are aware of the Commercial advertisements of lubricants products.   Only 

32.7% of the respondents said that, they are not products aware of the Commercial 

advertisements of lubricants.  
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Table 4.12 Commercial Advertisements 

s/n Responses Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Yes 35 67.3 67.3 67.3 

  No 17 32.7 32.7 100.0 

  Total 52 100.0 100.0  

Source: Field data (2014) 

4.8.3 Different Source of Information  

The information to be known must come from the source the targeted person through 

different channels like Radio, television, posters, magazine and others. However, the 

results from the field show that, 51.9% of the respondents receive information from 

the televisions where the brands are advertised by describing its quality, price, and 

where can be found in order the customer they are in need of it. Posters were another 

means of advertising where the information was originated to customers where the 

results revealed that, 28.8% of the respondents said that, they get information from 

the posters. 11.5% of the respondents their source of information is from the radio. 

Only 5.8% of the respondents their source of information is from the magazine,  
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Table 4.13  Different Source of Information 

s/n Responses Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

1 Magazine 3 5.8 5.8 5.8 

2 Radio 6 11.5 11.5 17.3 

3 Posters 15 28.8 28.8 46.2 

4 Television 27 51.9 51.9 98.1 

5 Others 1 1.9 1.9 100.0 

  Total 52 100.0 100.0   

 

Source: Field data (2014 

4.9 Encourage others to purchase the products 

4.9.1 Rate the Promotional campaign on Likeability scale 

Promotion campaign was rated by the respondents as the results from the field 

shows. 5.8% of the respondents said that they mostly dislike the promotion 

campaign. 9.6% of the respondents said that they dislike the promotion campaign, 

13.5% of the respondents said that they somehow like the promotion campaign, 

42.3% they agreed that they like promotion campaign. Also 28.8% of the 

respondents said that, the mostly like the promotion campaign. This implies that 

customers depends much on the advertisement/promotions to know the quality, price, 

and where it is found the product.  
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Table 4.14  Switch to the new products 

    Frequency Percent Valid Percent 

Cumulative 

Percent 

1 dislike most 3 5.8 5.8 5.8 

 2 Dislike 5 9.6 9.6 15.4 

 3 Somehow 

like 

7 13.5 13.5 28.8 

 4 Like 22 42.3 42.3 71.2 

 5 Like most 15 28.8 28.8 100.0 

  Total 52 100.0 100.0  

 

4.9.2 Switch to any other Brand of the Same Quality 

The researcher also was interested know if the respondent they are satisfied but yet 

they intend to switch to another brand of the same quality. Field data show that, out 

of 52, 33(63.5%) of the respondents said that, they will not switch to another brand, 

9(17.3%) of the respondents said that, they will probably switch to another brand, 

8(15.4%) of the respondents said that, they will definitely switch to another brand, 

however, only 2(3.8%) of the respondents said that, they will switch to another 

brand. This implies that, there satisfaction with the lubricant is very high in such a 

way that, convincing them to switch is not easy task.   
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Table 4.15  Switch to any other Brand of the Same Quality 

s/n Responses Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

1 I definitely will 

change 

8 15.4 15.4 15.4 

2 I probably will 

change 

9 17.3 17.3 32.7 

3 I might change 2 3.8 3.8 36.5 

4 I probably will not 

change 

33 63.5 63.5 100.0 

  Total 52 100.0 100.0  

Source: Field data (2014) 

 

4.9.4 Abandon the current products  

Type of Lubricant used 

The results from the field show that, out of 52 respondents, 16(30.8%) use Total 

brand, 30(57.7%) use BP brand, and only 6(11.5%) use other brands. The BP brand 

is well known to customers and also is good and effective for the engine.  
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Table 4.16  Type of Lubricant used 

s/n Responses Frequency Percent Valid Percent 

Cumulative 

Percent 

1 Total 16 30.8 30.8 30.8 

2 BP 30 57.7 57.7 88.5 

3 Other 6 11.5 11.5 100.0 

  Total 52 100.0 100.0  

Source: Field data (2014) 

Being confused and being indecisive in product purchase 

Kind of Vehicle Possessed by Respondent  

The researcher was interested to know the kind of vehicle the respondent possess, in 

this case it was important to know since the quality of lubricants is important in 

keeping the engine in order. The results from the field revealed that, 51.9% of the 

respondents owned cars (saloon/4x4), 34.6% of the respondents owned trucks, 9.6% 

owned Bajaj and 3.8% they do owned bike. This implies that most of the respondents 

they owned cars and trucks which lubricant is one of the most important product 

used. The car cannot move if there is no lubricant. The choice of it is very important 

factor for keeping the machine in good state. 
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Figure 4.5 Kind of Vehicle Possessed by Respondent 

Source: Field data (2014) 

Type of Engine 

Lubrication plays a key role in the life expectancy of an engine. Without oil, an 

engine would succumb to overheating and seizing very quickly. Lubricants help 

mitigate this problem, and if properly monitored and maintained, can extend the life 

of your motor.  

The question of type of engine was asked in order to know even the type of lubricant 

to be used by the car. Example the petrol lubricant engine cannot use be used in 

diesel engine. The results show that, 31 (59.6%) of the respondents were petrol 

engine, 20(38. %) were, diesel engine and only 1(1.9%) were CNG/LPG/GAS 

engines  
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Table 4.17 Type of Engine 

s/n Responses Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

1 Petrol 31 59.6 59.6 59.6 

2 Diesel 20 38.5 38.5 98.1 

3 CNG / LPG / 

GAS 

1 1.9 1.9 100.0 

  Total 52 100.0 100.0  

Source: Field data (2014) 

4.7 Concluding Remarks 

Promotions are short-term incentives to buy products. Organization use sales 

promotions to stimulate buying and increase consumer interest in a product. 

Promotions differ from advertising in that advertising offers reasons to buy, while 

promotions offer incentives to buy. According to the results is shown that, every 

promotional campaign has a unique marketing role, but promotions are often used to 

turn short-term interest into long-term product loyalty. This implies that a customer 

depends much on the advertisement/promotions to know the quality, price, and 

where it is found the product. Customers are quality sensitive on the selection of 

commodity or product to use. 

Product quality also relates to how well a product meets changing demands. 

Customers are becoming more particular about their own requirements. As most 

businesses operate in competitive markets: they have to 'take on' and 'see off' rivals. 

Each organization must decide for itself how best to try and do this. Markets are 

segmented and what is important to one set of customers may be less important to 

another set. So businesses need to decide which segments of the market they are 

targeting as a ways of seeking to gain competitive advantage. Quality of the product 

is the most important to consider when selecting the product. 
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Effectiveness of promotions directed towards potential consumers by lubricant         

companies, the use of the product depends much on either its importance or 

availability of it. Servicing of vehicles is result of effectiveness of promotions 

directed towards potential consumers by lubricant companies Services of the 

Vehicle.  
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CHAPTER FIVE 

SUMMARY CONCLUSION AND RECOMMENDATION OF THE STUDY 

5.1 Summary of Study 

A research on the role of product promotion activities in consumer markets, a case 

study of lubricant products in Dar es Salaam, and 52 respondents participated. The 

general objective of the study was to analyze the main marketing challenges facing 

the oil marketing companies when dealing with lubricant marketing. Specific 

objectives were the analysis the effectiveness of promotions directed towards 

potential consumers by lubricant companies, identifying the impact of promotions on 

the sales of the lubricant companies, analysis the reactions of the potential consumers 

towards these promotions and analysis on whether these campaigns induce brand 

loyalty. Both theoretical and empirical literature was reviewed and the research gap 

identified at the proposal stage was covered.  Data was collected by using 

questionnaire administration, in-depth interview, observations, and documentary 

review.  The findings were presented in tables, figures and text to simplify 

interpretation and general appraisal of the phenomenon. 

 

5.2 Conclusion 

Based on the objectives of the study, the following conclusions are made.  It was 

observed that The BP brand is well known to customers and also is good and 

effective for the engine.  The performance of the lubricant they use in their car is 

well known and is good because it can be used within a millage of not less 3000km. 

The companies selling the lubricants they have done all the way to make sure that, 

the performance of the product is known to consumers. So they can be able to choose 

the product to use. The lubricant is used to consumers for not than 2-4yaers which is 

long time to know its effectiveness in the lubrication of the engine. This implies that, 

promotion of the lubricant product helped the product to be known and being used by 

customers for a long time.  
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The impact of promotions on the sales of the lubricant companies, created a high 

satisfaction to consumers. This implies that, there satisfaction with the lubricant is 

very high in such a way that, convincing them to switch is not easy task. The results 

show that customers are quality oriented when selecting the product, also availability 

of the product is one of the major important factor in the selecting the product to the 

consumer. This implies that, customers are quality sensitive on the selection of 

commodity or product to use. Product quality also relates to how well a product 

meets changing demands. Customers are becoming more particular about their own 

requirements. As most businesses operate in competitive markets: they have to 'take 

on' and 'see off' rivals. Each organization must decide for itself how best to try and 

do this. Markets are segmented and what is important to one set of customers may be 

less important to another set. So businesses need to decide which segments of the 

market they are targeting as a ways of seeking to gain competitive advantage.  

Analysis on whether these campaigns induce brand loyalty, it was revealed that, 

commercial advertisements increase the aware of the customers on the lubricants 

products. Promotional campaigns like those of the kiosk campaign for brand 

awareness, free t-shirts, key holder and caps also increases the awareness of the  

customers towards the lubricant products. This implies that, most of the lubricant 

companies promote their goods in different manner to make sure that customers 

become aware of it.  

Source of Information is through different channels like Radio, television, posters, 

magazine and others, and increasing the reason for purchase of the lubricant. 

Promotion as marketing devices and techniques which are used to make goods and 

services more attractive by providing some additional benefit, whether in cash or in 

kind, or the expectation of such a benefit “help in increasing  the finances of 

companies regarding the marketing. However, it was revealed that the total lubricant 

is good and it will continue to repeat the campaign so as to increase the market of 

their brand.  
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5.3 Recommendations  

Many organizations today have realized that Promotion systems affect almost all 

aspects of organizational lives. While the reliance on an internal labor market is 

characteristic of most organizations, there is considerable variation in the 

mechanisms used to select the means of promotions which attracts the customers 

Promotional and marketing strategies are often first brainstormed and written as part 

of an organization's marketing plan. In this case it recommended that promotion of 

the lubricant should be one of the main strategies of the companies in order to 

increase awareness of the consumers of the lubricants.  

Lubricant promotional can also assist the business in understanding and connecting 

with clients and customers. There for it is recommended that, the marketing plan 

should be structured, in order to successful targeting products to the "right" 

demographics.  
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APPENDIX I 

RESEARCH QUESTIONAIRE 

 

Dear Sir/Madam. 

I am Shija Joseph, J. pursuing Master’s degree in Business administration - 

Corporate Management (MBA-CM) from Mzumbe University. I am currently in my 

final year doing a research on the impact of product promotion activities a case study 

of lubricant consumers markets in dares salaam. Kindly participate in this survey and 

help me recommend useful measures for the betterment of lubricants market. Kindly 

mark the options or write your answer that best describes your opinion on the 

statement. There is no right or wrong answers to any question. Please give your 

honest opinion so that we come out with suggestions for the subject matter for the 

long term benefit of the lubricants industry. 

Thank you for spending your valuable time in answering the questionnaire. 

 

  

LUBRICANTS CONSUMER SURVEY 

Name: ………………………………………………….. 

Gender:     M/F: ………………………………….       Date: …………………..  

Age of the respondents………………………….. 

 

    

1. Which Vehicle do you have? 

a. Bike      c. Car ( saloon / 4x4 ) 

b. Bajaj           d. Truck 

 

2. Type of Engine? 
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a. Petrol     b. Diesel             c. CNG / LPG / 

GAS 

 

3. How often do you service your Vehicle? 

a. 5,000 km     c. More than 5,000 km 

b. 3,000 km     d. Less than 3,000 km 

    

4. When it comes to Lubricants which Brand comes to your mind? 

5. Which brand do you use? 

          a. Relstar brand                             b. Total                                     c. other 

6. Do you know performance grade of your Lubricant? 

a. YES                                     b. NO                                     c. Not Sure 

 

7. How long you have been using this Brand? 

a.      Less than six month’s              b.      Less than 1 year     c.      Last 1-2 

years                 d.     Last 2-4 years      e. More than 4 years 

 

8. Why you prefer this Brand? 

a. I have been using it for some time         b.    Service Centre uses the 

Brand 

c. Better promotion schemes/Offers            d.    Any other  

 

9. Are you satisfied with your brand?   

                                      Extremely     5    4    3    2    1    Extremely  

                           Satisfied                                    Dissatisfied 

10. Would you like to switch to any other brand of the same quality which will 

give you more benefits? 

a. I definitely will change.        b. I probably will change c. I might change 

d. I probably will not change    e. I definitely will not change 
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11. Rate the following attributes in the order in which you find them important? 

(1-Strongly Disagree, 2= Disagree, 3=Uncertain, 4=Agree, 5=Strongly 

Agree) 

 

PARAMETER 1 2 3 4 5 

Quality  1 2 3 4 5 

Price 1 2 3 4 5 

Brand 1 2 3 4 5 

Promotion 1 2 3 4 5 

Availability  1 2 3 4 5 

  

12.  So are you... 

a. Price Sensitive       b. Quality Sensitive c. Brand Conscious  

 

Promotional Schemes for Lubricants: 

13. Have you seen any commercial ads of Lubricants? 

a. If YES (Please Specify) 

 

 

b. NO 

14. Are you aware any of the following Promotional campaigns of Lubricants? 

a. Kiosk campaign for brand awareness, free t-shirts, key holder and 

caps 

YES………………….                       NO……………...... 

If YES; proceed to question no. 15.             If NO; go to question no. 16 

15. What is the source of information? 
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16. Have you enjoyed any promotion on lubricants yet? 

a. If YES (Please Specify) 

b. NO 

17. Rate the Promotional campaign on Likeability scale [1 to 5 where 1= dislike 

most, 5= like most] 

              Like most     5    4    3    2    1    dislike most 

 

18. Is any of the above mentioned promo have become reason of your 

repurchase? 

a.  Yes                                                   b.   No  

19. Do you want this campaign to be repeated or you are looking for new promo? 

a. Same                                                  b.   Different 

 

20. What is the reason behind for you not to be aware of promotion campaign? 

 

 

21. What should be the improvement on the future promotion campaign? 

22. What is your interest in your proposed promo basis of your likeability? 

 

 

a. Cash Discount                                             5    4    3    2    1 

  

b. Extra Quantity / Cross Selling                              5    4    3    2    1 

c. Coupons for repurchase                               5    4    3    2    1 
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d. Free Gifts                                                       5    4    3    2    1 

 

END OF THIS SURVEY QUESTIONS 

Thanks for your participation. If at all you’re interested in knowing the results of this 

survey please provide your email address and you will be contacted once the final 

report of this survey is assessed 


