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Abstract:

The study sought to demonstrate the role of sales
activation in promoting the brand, stimulating sales
with its dimensions (free samples, coupons
(vouchers), prizes, competitions) and the brand with
its dimensions (brand name, brand reputation, brand
value) by surveying the opinions of a sample of
customers in some The stores of the city of Mosul,
and the problem of the study lies and as a result of
the intense competition and the presence of many
similar products for many stores, which drives them
to work to maintain their market share and at the
same time try to use different methods in order to
activate their sales available in the market and the
hypothetical solution adopted by the researcher lies
in the use of means of stimulating sales as a tool For
the solution, and by means of the preliminary survey
conducted by the researcher to a sample of customers
of some stores in the city of Mosul, and through
observation and observation, a certain perception and
vision was formed about the role of stimulating sales
in promoting the brand, and consistent with the
foregoing, asking the following questions can
contribute to clarifying the problem of the study:

To what extent did the surveyed stores adopt sales
promotion methods?

The aim of the study is mainly to determine the role
between sales activation and the brand, and to clarify
the contents and limits of this role at the level of the
study community. Data related to the field aspect of
the respondents, a sample of some customers of
Mosul city stores was tested to conduct the study and
its size was (203) individuals, and a set of statistical
methods were relied upon to process and analyze the
data and (SPSS Ver.23) and (EXCEL) were used. In
order to reach the results, (250) questionnaires were
distributed and (203) valid forms were retrieved for
analysis, and the study reached a set of conclusions
and proposals.

(*) The research is extracted from a master's thesis of the second researcher.
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