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ABSTRACT

The research of "The Effectiveness of Promotional Tools Practiced by One Two Three

Communications" was conducted with four objectives which are first to determine the

current level of the effectiveness of promotional tools done by One two Three

Communications, second to identify the most effective promotional tools towards

Celcom's product are offered by One Two Three Communications, third to study the

relationship between respondents profile with the total overall effectiveness and fourth to

provide recommendation that can help One Two Three communications to enhance their

effectiveness ofpromotional tools.

The researcher had used Simple Random Sampling as the sampling technique. In this

study, descriptive statistics had been used to interpret the data such as reliability testing,

frequency tables. From the finding the respondents agree with the effectiveness of

promotional tools which are advertising, sales promotions, public relations and personal

selling practiced by One Two Three Communications. While the most effective

promotional tools that One Two Three Communications should implement is sales

promotions. The results also show the relationship between promotional tools with total

overall effectiveness. Most of promotional tools used by One Two Three

Communications have a positive, significance and strong relationship with the

promotional tools effectiveness significant with the 0.000 at <0.05 level. Other than that

the researcher also shows the relationship with between respondents' profile with the

total overall effectiveness. The researcher also gave some recommendations for One Two

Three Communication (M) Sdn. Bhd. to improve their promotional efforts to become

more effective.

x


	THE EFFECTIVENESS OFPROMOTIONAL TOOLS PRACTICED BY ONE TWO THREE COMMUNICATION (M)SDN.BHD
	DECLARATION OF ORIGINAL WORK
	LETTER OF SUBMISSION
	ACKNOWLEDGEMENT
	TABLE OF CONTENTS
	LIST OF TABLES
	ABSTRACT
	CHAPTER 1 INTRODUCTION
	1.1 Background of Company
	1.2 Background of Study
	1.3 Problem Statements
	1.4 Research Questions
	1.5 Research Objectives
	1.6 Research Hypothesis
	1.7 Theoretical Framework
	1.8 Significance of the Study
	1.9 Scope and Coverage of the Study
	1.10 Limitation of the Study
	1.11 Definition of Term

	CHAPTER 2 LITERATURE REVIEW
	2.0 Introduction
	2.1 Promotion
	2.2 Advertising
	2.3 Sales Promotion
	2.4 Public Relations (event and exhibition)
	2.5 Personal Selling
	2.6 Promotional Effectiveness

	CHAPTER 3 RESEARCH METHODOLGY
	3.1 Introduction of Research Methodology
	3.2 Research Design
	3.3 Population
	3.4 Sampling Frame
	3.5 Sampling Size
	3.6 Sampling Technique
	3.7 Data Collection
	3.8 Questionnaire
	3.9 Data Analysis and interpretation

	CHAPTER 4 ANALYSIS & INTERPRETATION OF DATA
	4.1 INTRODUCTION OF DATA ANALYSIS
	4.2 THE QUESTIONNAIRE
	4.3 DATA INTERPETATION
	4.3.1 RELIABILITY STATISTICS
	4.3.2 FREQUENCY ANALYSIS
	4.3.2.1 RESPONDENTS PROFILE
	4.3.2.2 PROMOTIONAL TOOLS

	4.3.3 AVERAGES MEANS FOR PROMOTIONAL TOOLS AND TOTAL EFFECTIVENESS
	4.3.4. Relationship between each promotional tool with promotional tools effectiveness
	4.3.4.1. Relationship between advertising with the promotional tools effectiveness
	4.3.4.2. Relationship between sales promotions with the promotional toolseffectiveness
	4.3.4.3. Relationship between public relations with the promotional toolseffectiveness
	4.3.4.4. Relationship between personal selling with the promotional toolseffectiveness

	4.3.5. Relationship between respondents profile with the total overall effectiveness


	CHAPTER 5 CONCLUSION & RECOMMENDATION
	5.1. Conclusion
	5.2 Recommendation

	BIBLIOGRAPHY
	APPENDICES
	QUESTIONNAIRE FORM




