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Abstract



Marketing Opportunities & their Effects on Developing and
Promoting Products .
(A case study of Kenana Sugar Company’s marketing of Sugar

Cane Syrup).

The problem of the thesis
- The problem of this study is represented the obstacles that face
sales development and promotion of a certain product according
to the consumer requirements and company’s capability to
maintain and remain in the focused market.
This study concentrates on the obstacles facing Kenana's
marketing of Sugar Cane Syrup stating the areas of weakness,

mainly in the processes of packing, storing and distribution .

The study depends on a number of hypotheses :

- There is a relation of statistical significance between the
consumer’s acceptance of Sugar Cane Syrup & the motivation
of his consumption as a result of the characteristics, price and
consumption habits.

- There is a relation of statistical significance between the
consumer’s income & the motivation of consuming Sugar Cane
Syrup.

- There is a relation of statistical significance between the
geographical distribution of Sugar Cane Syrup & the purchasing

habits, consumption and characteristics of the consumer.



- There is a relation of statistical significance between Sugar
Cane Syrup classifications (luxury or necessity) & the benefit

from consuming this product.

The thesis follows the method of deduction, induction and a
case study as analysis tools of this study.

The researcher came to the following results:

- Consumer’'s acceptance to this product is affected by
consumption motivations as a result of the characteristics, price
and consumption habits .

- No relation of statistical significance is found between the
consumer’s income & the motive to use this product .

- The consumption of the product and the benefit gained by
consumers is affected widely with whether the product is a
necessity or a luxury from consumers’ point of view.

- The absence of knowledge of the industrial sector and most of
the wholesalers of this product and their preference to deal

directly with kenana.

The study has ended with the following Recommendations:

- The necessity of exerting considerable efforts to enable
reproducing, marketing and increasing quantity of this product
to expand the market.

- The necessity of introducing possible improvements to this
product that enable it to compete with the international market

exports.



Production of small and medium packages, And adding foils to
ensure tightening of internal cover .

Production of small packages possible for use with diary
products in take- away and fast meal .

Assess direct dealing with distribution channels , and enlightens
the industrial sector with the various uses of this product.
Adopting perfect marketing plans including all possible factors
that keep the consumers’ loyalty and make them keep on their

repurchases.



