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CHAPTER ONE

INTRODUCTION

1.1 Background to the study

' Advertising has become a powerful communication tool

In passing message about the products and services of both

" customers and potentials customers. When there is
adequate awareness through advertising, high patronage
will be achieved, which will result to an increase in sales
volume, productivity and profit level of the organizations.
However, the different promotional components such as
advertising sales pbromotion, personal selling, publicity, and
packaging are referred to as promotional tools, Advertiéing
as one of the important factors of the promotional tools
plays an important role to the business and at the same

timeo to the society becomes so large. This is because
individuals began to form families and families boarded into

' tribes sbciety becomes so large thatr was difficult for mbstf

buéiﬁess to effectively reach their prospective cus‘pbmere‘t

and mistakes advertisement as not very essential,




Also due to industrial reduction many industries
emerged, resulting into several firms producing v_arious and
competitive environment of business, there is the need to
employ certain strategies through which firms will be able to
make their quality convenience, price, benefit and also to
~ capture and dominate more Kotler (1997). V

.According to the America marketing association
(1997), advertising is any form of paid, non personal
presentation and promotion of goods and services by an
identified sponsor. Advertising is non-personal in the sense
that 'advertising message be it visual, mass audience and
not an individual as in the c;'ztse of personal selling.

.In addition, advertising are means by which products
are known to the public, what a company have to sell

because it is the organization and communication of ideas

about the product or services in order to motivate

consumers about the products, this certainly bring about

the main purpose of advertising.

The essence of advertising is to create a awareness by

informing the consumers about the product
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1.3
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1.

persuade consumers to that particular brand and also to
remind consumer about the product.

Statement of the Problem

. The elevation of the impact of advertising on sales

volume of business organization has posed some problem, ‘

over the year. Therefore this study seeks to find through

empirical analysis of the effectiveness of advertising on sales
turnover.

The foregoing problem poses some concern to the
researchers thus this study.
Purpose of the Study

The purpose of the study is to determine advertisement
and its effects on sales turnover. However, the fﬁllowing are
cardinal and specific purposes. |
To examine if the expenditure is actually justifiable.

To assertion whether the consumers pay high attention to

product or services frequently‘ advertised than ther o

occasionally advertised.
To ascertain why advertisement has become popular as &

sales turnover.
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1.4

To identify areas of weakness in advertising a product or
services

Signiﬁcance of the Study

The research work is very important in the sense that
it will. enable the researcher to look critically and analysis
advertisement and its effects on sales turnover in business
‘organizations. This study would contribute more dynamic
apprdach to advertisement. A lot of things have been put in
studying the strategie; employed by édvertisihg a product or
service and how it can result to a new'development and
hence impresses letter implementation of the concept,
oth_ers include:

This study will bfoaden the knowledge of ther
prosp.ective buyer and existing entrepreneur.

The result of the study will help to identify effect ofi
adver-tisement and sales turnover of the workers of minﬁa
regioﬁal headquarter and that of the society in general.

The outcome of the study will help research.

|
;
|
|



1.5 Research Hypothesis
Consequently, upon detailed description of the
importance/purpose and statement of the problems, the '

following have been formulated to guide.

o Does advertisement increase the sales volume of an
organization. !
e : i
. Do the media chosen depend on the target market. |

1.6 Scope of the Study
This study is focused on advertisement and its effects
on sales turnover in the business org‘anizatibn. In the |
course of this research the research is faced with series of

constraints which limited his topic to that specific area.



CHAPTER TWO

REVIEW LITERATURES

2.0 Introduction

2.1

The review literatures attempts to highlight on the
view of various authors who have in one way-or the other
contributed to the topic of the researéh work. In this
research work, the contribution of various autﬁors will Be
stressed.

Historical Background of Airtel in Minna

Airtel Nigeria, formally known as V-mobile Nigeria
company was established in 2000 by a group of institutional
and private investors as well as three state governments,

The company made history on august 5, 2001 by
becoming the first telecom operator to launch commercial

G.S.M services in Nigeria. In may, 2006 Airtel acquired a

majority state in the company in September 2006 Airtel is
now an importer pa_rf of pan-African oﬁeratoré spanning
countries and serving more than 15 million customers.

The company is pursuing an aggressive network ro:bof :

as well as quality and customers services upgraded in the e
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buy or sell goods even for the slaves in the ancient 'tirﬁes.

quest to realize its vision of “making life better” not just for
its custemers but for all Nigerians.

However, this network covers 0§er 606 towns and 8000
communities across the six geo pelitical zonés of the
country scored a series of many other first in the highly
competitive Nigeria telecommunication market.

Airtel is the first to introduce roll free 24 hours customers
care 1§ne.

The first to launch service in all the six geo political zones in
the country. -

The first to introduce 8500 recharge card.

The fir'st to commerce emergency services (Airtel 199).

The first to introduce free mohthly SMS.

The first to introduce monthly airtime bonus.

An Overview of Ad.vertising and Sales Turnover

' Advertising is said to be as old as trade itself and has

long. been used as a means of communication the need to



It has been a controversial issue that many authors
and scholars have attempted. to trace unwritten advertising,
which is virtually non-existence.

In the ancient time, slaves as become well known all
the nations and has to draw potential customers, which was
adver-tising. The baby loaming merchants were also known
to have used outdoor advertising about 5,000 years age and
such pictorial signature still in use.

Seme author belief that advertising began 3,200 BC
when Egyptians inscribed the named of their kings on the
temple being build. They all carried advertising messages or
stoneé_ tables called steila and the message is then pilt on
mary alphabets using the principles of relation which is
alphabets using the modern tag advertising.

Advertising is get a subject of the whole promotion
activities used include personal selling, sales promotion and
publi;:ity or public relation.

The word edvertising come from a Latin ~word
“advertisér” which according to Longman (1968) means “to

turn the mind towards”. Advertising can then be defined in
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turn the mind towards”. Advertising can then be defined in . -



many ways in terms of its distinct or belonging untrue; it is
a way of communication.

Some organization usually advertise their goods most
often’ through clearance sales, how to get product and
special service offered in order to allow the customer enter
their stones. During the visit additional sales are likely to be
made when there are two business trades dealing' with
‘similar line of trades, the need to gain customers or retain
the existing ones become a very important race and such
advertising plays a prominent role.

Advertising is a means where by the existence of goods
and services or the invention of Airtel is brought to the
notice. of the public. It 'copld be also regarded as the
dissernination of information concerning ideas, sources or
product, services to compel action in accordance with the
interest of advertisers. Itcan also be defined as any written,
spoken or pictofia.l representation of a person, product,
services or movement only spurred by advertisgzr and at _-his' ‘

‘expense for the purpose of influencing sales using votes or

endorsement. Okafor (2001) defined advertising "'a_s'j.'-gi o



personal communication through a paid media by a clear
Sponsér.

Kotler (2001) defined .adverting as a non-personal
presentation and promotion of ideas goods and promotion of
ideas, goods and service by an identified sponsor.

America marketing association (1982) points that
“advertising is a paid form of non—personal‘ presentation and

promotion of ideas, goods and services by identified

sponsors. In this definition, four phases warrant

classification and they are “paid form” when products or
services are mentioned favourablyin media, newspapers,
magazines, radio, television e.t.c. the items opper because it
is presumed to provide information or entertainment for the
audience. This is publicity 8_1-'ld no payment is made by the
benefited organization. Advertising on the other ha_nd is a
published time or space to tell the story of certain products

or services. Non-personal — personal selling takes place

when face to face presentation is made. Although

‘advertising complements may be éubstitute for persenal = :

selling. This is done in a non-personal manner thmugh@f‘;

|
|
|
%i
|
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intermediaries or media. Advertising is concerned with
much * more than the promotion of tangible goods. An
identified sponsor-every advertisement have identified
sponscr which distinguishes it from propagarda, it attempt
to present opinion and ideas in order to influence -unknown
and sources of his or her ideas. advertising on the other

discloses or identified the sources of Opihion and ideas it

presents.

Sales: it refers to the volume of items or stock made in
execution of the money. Sales deals with the execution of
the marketing plan and is more of short range in nature. A
possible goal of sales is to obtain the possible distribution
scheme of the company product and sales volume remain
important.
Markgting Mix and its Impact on Sales Turnover
Marketing mix according to sab (2004] is deﬁned as
“the set of controllable variables that the firm usres to

influence the target market”. It is the combination of

controllable variables such as marketing activities such as

price, place, product and promotion. It is around this brand
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element that the marketing manager uses to pursues its
marketing objectives taken this tools are properly
implemented into an organization operation will generally
increase sales to the organization. Here we shall discuss
sorhe‘of these elements.

Gm, (2005), defined a product as a combination goods
and services, ideals etc. that provides satisfaction to the

consumer by business or non-profit marking organization. A

‘product could be tangible or intangible. Opiet (2004) defined

priciﬁg as somethihg a buyer gives up in exchange for
satisfaction or benefit received, price is also known by
others as names: tuition fare, rent and rate.

Qpiet (2004), defined placing as a process of ensvring
that goods and service are availaﬁle when and  where
needed. It provides time -and place utilities. It appears the

least viable element of the marketing mix.

Types of Advertising

Kotler (1997). Has identified the types ofadvertisement

as follows:




Information Advertising: this is it is designed to inform
people about the product availability. This form
advertisement becomes necessary when a firm has decided
to trade under a new or when new items of product are to be
introduced into the market. It may also inform peaple about
certain event as trade fair exhibition e.t.c. this kiﬁd of
advertisement is done by stating the facts_ rather than only
tradiﬂg to make persuasive statement. 7

‘Persuasive Advertising: This is air.ned at creating likings
preference, conviction and purchase of a producf or service.
Some persuésive advertising uses comparative advertising,
Wh];.C].'l makes an explicit comparison of the attributes of tow
or more brands. Persuasive advert’isihg work best when it

elicits cognitive and effective motivations simultaneously. In

this situation, there 1is assurance of maximum utility

derived from the products and some slogans are used which

are attractive, when convincing statement is being used care

is taken to avoid law suits involving slander, and libel. In

this situation it is essential for a firm to maintain it sharein

‘the market.
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Generic Advertising: This is only when competition in an
industry are in agreement to do such a thing in this
situation, all firms in an industry combine to advertise the
product in1 general advertising are nel;mally financed by the
firms they firm belongs. Manufactures association of Nigeria
a does this kind of advertising in Nigeria dailies that they
shed or the purchase of made in Nigeria goods rather than

imported goods.

_Reasons,for Advertising

Jefkins (1980), suggested some of the reasons why
anyone spends money on advertising. Advert}'sing is not just
the matter of making known, in order to sell. We may have
to give something we want to buy, alternatively we may
want to give something away to effect an exchange, invite
donor or gifts or even change people opinion. There are
many specific reasons why advertising may be used and
here are some of the reasons :

To Announce a New Product or Service

Prospective customers are presented with detains of a

new product and dramatic landing. The advertiser literarily
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iii.

has to buy his way into the market in which others have
estéb}ished a long period of time. This is done through
announcernent.
To expand the Market to New Customers

In récent years, we have seen market expansion
among financial services as a result of the regulation of the
stock_ exchange and the building societies act bank, building
societies, insurance comprise, investment brokers and other
have extended both their service and market and they have
contributed greatly to the rapid development of direct
response to marketing whether through direct mail or mail
off the page “press advertisement”.
To Announce a Price Change

Price can go up or come down as the rates of interest
offered, building societies, bank finance houses and other
business organization, changes such may need to be
annox;lnced quickly since advertisement is a fneans of

making annourncements quickly through the media.




vi.

To Remind

Johnson (2000) said, people often need to be reminded
then to be informed this is aimed at getting people to ask for
the same brand and not break their buying habit, this may
also ensure continuity on sales and frequent patronizing by
the customers. Cathy slogans and jingle may be used. Some
slogans are deliberately perpetuated as a form of reminder.
To Educate Customers

The educational advertisement is necessary when a
‘commodity or service offers need careful explanation. This
technique can also be used to show new use for a well
established product.

To Retrieve Lost Sales

Here there is a much more urgent need to use
advertisement. It has a reverse negative sales trend and not
just competes. It is an uphill task sales that may have been

caused by default or the product has suffered from fashion

craze or has been temporally obtaining due a strike or '

restricted import advertisement is a best tools ih assisting

this situation.




2.6 Pre-Requisite for Advertising

Before an advert main objectives or yield a positive
result the following conditions must be satisfied.
Good Distribution and Display: Though it might seem to
naive but is worth stating that companies do advertised a
product before they said product is available in the stores
and market when such product is adverted that is the
product: that is yet to be distributed, ther} the condition of
goods distribution is not adverted to: before a'product can
advertised, the company must to eﬁsure that fhe product
are already in the market s0 that'people can purchase them
in -any stofe, but if a product is advertiser prior its
distribution is part of wasting money used to advertise, the
company may loss many of its ‘potential customers, because

when they have heard about the produc_t-, they would have

gone for the product and ask of it, and when they don’t find

it in the market, the customers will lost in the market, the

customers will en the definitely in terest in a such pro'duct

and even the company. Although people may .continﬁ.e 10

look for the product providéd it is a unique product.




In the light of this, informing the public about a new
product, yet to be introduced, measures must be taken to
make product or service available, so that people don’t go
about looking for non-existing products in the market.

It is pertinent for the organization to maintain regular
and continuous production, facilitating the provisions of
after sales services and embarking on timely modification of
products and services.

The Right Product: As a necessary : pre-requisite for
Vadvertising, the advertised product must be satistactory.
Before a product can be advertised and introduced to the
people, probably new set of people, it must énsured that the

pro'duct will really perform exactly or even better than

claims made for it when being advertised it must only

com
to the eXpectation of the users. If a product advertised can

live and last for only a year or less than, it should be clearly
spelt out, 1

tar

fall in the demand for such product

pete favourably with other but must completely live up

if the reverse in the case then this situation Wlll'

nish the image of the company but will lead to a drastic )




In order not to fall into this pit, it is necessary for a
company after conducting an intensive research works on
the product and it advantage, its peculiarities and potetials
have been carefully measured. It should be subjected to
different processes in the factory and tested before going to
advertise the product and making an unrealistic claim over
the product.

The _Right People: the pre-requisite for advertising is to
advertise to the right people. As it is usually asserted by the
economists that production of goods or servicesr are not
Vcornplleted until that which is produced get to the right
peo-ple (consumer) at the right time.

Bosso (1997) said that the aim and objective of any
advertisement is getting the right goods and services to the
right pe;)p]e, at the right time, at the right place and price,
which will lead to increase in sales and the rate of turnover. -
Thereforé when planning advertising it is very necessary to
ensure that it is directed to the right people, that is to say if |
a producer is intending to produce a product, it is

mandatory put into cogincant the ma_rket segmentation‘_,- S0
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that the goods produce will be directed to the segmented

market, that is the right people.

Seasonability: Another condition that though maybe seen

to be <_3xtraordina_ry is seasonability. When advertising, it is
of utmost importance to take into consideration the season
of which the product would be advertised. A-product must
be advertised at the same time for which it is necessary and
scem that the producer is wasting his resources. For
insta_ﬁce, a companj producing cardigan must satiety this
condition of seasonability, If it is dry season, the company
‘must be aware that nobody will ever buy the product like
that of rainy season. So therefore, advertised a mere wasting
of resources and materials.
Types of Advertising Techniques

There are various types of advertising techinques, ;
which can be used in order to reach the potential or target
customers. The medium or techniques, the following are the
most familiar techniques or media.
Television: According to anyaele (993). Said that it is o.nle‘,bf-

the most effective ways of advertising commodities because,




ii.

ii.

consumers listen to the advertisement and at the same time

see the goods and how they are used.

The medium has the following advantages.

It has advantage of sight and sound.

Motion appea_ls- to service and high reach.

It has audience selectivity. |

Radio: In the words of kotler {2008) define it as one of the
most powerful medium used in coverih_g large market
segment for good or services including the vital areas and it
is less expensive, he further said radic can communicate
with people in the language whicﬁ they can ﬁndc;rstand
such as the use of slogans and gathering v&.fordsrand on their
constant reﬁetition.

It has the following advantages. ' i
It has advantages of man age T

It has high geographical and demographical use.

Selectivity and low cost.

Newspaper: it is also one of the effective ways of advertising

goods and it belongs to print media.
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We have the national daily newspaper and regional
daily newspaper.

National daily newspaper: these dailies are-published and
circulated between breakfast period in the country.
Examples are daily times, guardian, newspaper and
leadership newspaper of its advertising is nationwide; it 1s
more appropriate in form -of economy and coverage to
advertise in national dailies though at a higher cosf

There is also weekly newspaper that is normally produced
within the country.

Regional daily newspaper: this is published and circuléted
within the country.

Effect of Advertising

According to Russell (1961), asserted that the effect of

advertising usually depends on appropriate selection of the

advertising on how well it communicates the desired :

information and att

time and the target market (consumers)

Ahkannah et al (1989) equally hlghhghted some effect -

of advertisement on sales.

itudes to the right people, at the right '




It increase the rates of sales turnover advertising levels to
and induces purchases and greater sales volume and
turnover, this in turn, induce greater output a cheaper cost

per unit,

It also gives information on the existence of a certain
products or services it - afford the producers the
opportunities of explaining the use and the features of their
prodﬁcts.

It reduces the cost salespersons: advertising does the major
pé.rt of work of salespersons, by giving vital information
abqut the products.

.This cuts down the number of salespersons whe will have to

be employed. ‘
the words of ADU and MUSTAPHA (2008),

In

advertisement has effect on sales by increasing the demand

of the-product or services in the market and confidence to

the employees of the firms.

r‘r\ﬂl H“.rA:j.
.aﬂ‘ ,_N\\NN i




CHAPTER THREE

RESEARCH DESIGN AND METHODOLOGY

3.0 Introduction

3.1

3.2

This chapter deals with the techniques employed for
COHeCtlllOIl of data in this research exercise. It also examine
the method raised in analyzing and testing the data used
Reéearch Design

In this study, the researchers used a case study
because according to Olagbewo (2009). It is an in-depth
invesﬁigétion of phenomenon, one event, one place over an
extended period of time, which the researchers uses as a
sample to generalize the finding by way of interview and
questionnaire.

Population of the Study

The population for this study comprises of staff of
Airtel Minna regional headquarters. The total number of the
staff v»;ere seventy three (73), while a total number of study

staff were target for the study consisting of both junior'and

senior staff respectively.




3.3

3.4

; Sampling Technique

To ensure that the sample is a representative of the
total population, a simple random sampling technique was
employed by the researchers, using a total number of sixty
(60) staff as our sample which coniprise of both the junior
and se;nior staffs.

Instrument used for Data Cﬁllection

The researchers relied on the following instruments for
the purpose of data collection.

Questionnaires: this is a form of coll¢cting informat?on
administered to a category of people whom the needed
information can be obtained. This iﬁstmment was used in
collecting first hand information from the respondents.

Personal interview: this is another source of data
collection, which was used as a tool for obtaining facts, for
this study instructed interview was conducted with

emplo;lrees in order to obtain f':heir opinion about the subject

mattér of the research work.

|
i




3.5 Validity ang Reliability of Instruments

The research qQuestionnaire is designed to meet
research purposes and problem to ensure adequate
coverage of the objective of the study, construct validity
check of the items on the questionnaire was conducted. Also
to ensure that the items were capable of obtaining the
desired data from the field construct validity check was
carried out. In addition, the scrutiny of the lecturer so as to
ensure face validity before using the study.

3.6 Instruments used for Data Analyses

The data collected by the researchers were presented
in tables and percentages, so these were used in analyzing f
the information’s obtained. ' ' | ]

3.7 Administration of Instrument
The questionnaire was administered ‘by the reséa_rcher

in person, in Minna Airtel sub-regional headquarters to

administer the questionnaires to the respondents.



DATA PRESENTATION ANALYSIS AND INTERPRETATION

4.0 Introduction

This chapter aims at presenting the data collection '
analyzed and to make appropriate interpretation with a view
of enrguring that the research objectives are successfully
carried out, analyzed using the data obtained from

questionnaires, administered to management and staff of

8irtel‘sub-r¢gional headquarters.

Tablel: Sex of Staff

CHAPTER FOUR

DESCRIPTION |FREQUENCY PERCENTAGE

MALE 35 S : ?

| FEMALE 25 41.7% o

TOTAL 60 100% : :

EaAlae L 2
The table above shows that 35 respondents

representing 58.3% are male and 25 respondents

representing.




'| AGE OF STAFF

Table 2: Age Classification of Staff

FREQUENCY PERCENTAGE |
19 31.7%
e 21.7% |
28 46.7%
60 100%

The table shows that 19 respondents representing

31.7% fall between the ages of 18-30, also 13 respondent
representing 27.7% fall between the ages of 31-40 while 28
respondents representing 46-7% fall between the ages of

41-50 and none of the respondent is 51 years and above in

U 0 A g

the company.

'Table 3: What are the Educational Qualification of Staff

SESCRIPTION |FREQUENCY | PERCENTAGE ]
"GCE/WAEC |20 33.3%
W 23 38.3%
HND/BSE 3 o
MASTERS 4 67%
W 10 16.7%
100%




The. table abowe shows that 20 respondents
representing 33.3% were GCE/WAEC certificate holders, 23
respondents representing 38.3% are ND/NCE holders also 3
respondents representing 5% are HND/BSE holders, 4
respondent representing 6.7% are masters holders while 10

respondent representing 16.7% are PGD holders.

Table 4: Staff Working Experiences

DESCRIPTION FREQUENCY PERCENTAGE :
1-3Years 14 23.3%
4-6years 18 30%

7years and above | 28 ' 46.7%l

TOTAL 60 100%

The table above shows that 14 respondent
represenﬁing 23.3% have an intimate working eXperieﬁce Tor
about 1-3 years, 18 respondents representing 30_% have the
working experimenting for about 4-6 years while 28
respondents representing #6.7% have the -Working-

experieﬁce for about of years and about.




Table 5;
€ S:Is the volume of Sales the Basis for determining

expenditure?

el
STAFF RESPONSE | FREQUENCY PERCENTAGE

e e
YES

25 41.7%
e _
NO

35 58.3%

e
TOTAL 60

100%

From the table above it is clear that 25 respondernts
representing 41.7% agreed that the volume of sales is the
basis for deterging expenditure while 35 respondents
representing 58.3% disagreed that the volume of séles is not
the basis for deterging expenditure.

Table 6: Does advertising serves as a device for inducing

sales?
STAFF RESPONSE | FREQUENCY PERCENTAGE
YES , 51 85%
TR 9 15%
e 60 100%

From the table above 51 respondents representing

85% agree that advertising serves as a device for inducing




sales whil
¢ 9 respondents respondent representing 15%

disagreed.

Tabl B ¥
€ 7: Is amount paid for advertising too high?

| DESCRIPTION | FREQUENCY PERCENTAGE
U RTEe 68.3%
e o 31.7%

TOTAL = = |

From the table above 41 respondents representing
68.3%% agree that advertising serves as a device for
induc‘ing sales while 19 respondents respondent
representing 317% disagreed. ‘
Talﬁle- 8: Which advertising media is cheaper in terms of

reaching customers?

DESCR.IP"I‘ION FREQUENCY PERCENTAGE -
’I‘ELEVISION : 32 58.3%
NEWS PAPER 16 26.7%
MAGAZINE |12 20%
TOTAL 60 100%

The table above shows that 32 respondents

representing 53.3% says that television is the.-C.heap(_-_:-rr‘-}-_',----




advertising media

respon :
o ey Tepresenting 26.7% says that news paper is

the ch ; :
eéper means, while 12 respondents representing 20%

Says magazine.

Table 9: Is it possible to embark on advertisement when

there is no substantial benefit?

In terms of reaching customers, 12

DESC.RIPTION FREQUENCY PERCENTAGE
POSSIBLE 35 59.3%
IMPOSSIBLE 25 41.7%
TOTAL 60 100%

From the table

representing 58.3% says it is possible to embark on
advertisement when there is no substantial benefits while '
25 respondents representing 41.7% says it is impossible.

Table 10: Do consumers have high influence on their

buying behaviour?

above it is clear that 35 respondents

‘SESCRIPTION | FREQUENCY PERCENTAGE
s 56.7%
‘N“a—"“——'”— 26 43.3%

- 10_0% :

e e
TOTAL 60

Uiy
CERT, |
minna. |

“BRARY
B M




Fr :
om the table above, 34 respondents agreed that

con i : i
sumers have influence on their buying behavior while 26

respondent representing 43.3% disagreed.

Table 11. What are the problems of advertising?

e Y
DESCRIPTION FREQUENCY PERCENTAGE
e y
COST PROBLEM 13 21.7%
TECHNICAL 10 16.7%
PROBLEM :
ADMIN PROBLEM 17 28.3%
LOGISTIC 20 33.3%
PROBLEM
TOTAL 60 100%

The table above shows -that 13 respondents
representing 21.7% says advertising problems is based on

cost , 10 respondent representing 167.% says advertising

challenges is based on technical issues, 17 r‘espondents

representing 58.3% says that challenges facing advertising

are administration problems while 20 represents 33.3%

says logistics problems are the problem facing advertising.




Tabl : ;
able 12: Are the difficulties in advertising challenges?

. mﬁ‘\_ FREQUENCY PERCENTAGE
W 32 53.3% |
W 28 46.7% ‘
Tamapss o 100%

From the table above, 32 respondeﬁt representing
53.3% says that the difficulties in advertising are very
challenging while 28 respondents representing 46.7% they

are not.

Tablel3: Does advert has effect on sales turnover?

DESCRIPTION FREQUENCY PERCENTAGE J ]

YES 42 70% - f

NO 18 30%

TOTAL 60 100%

Froﬁl the table above, 42 respondents representing
70% ‘says. Advert has effect on sales turnover while 18

respondent representing 30% says that advert has no effect

on sales turnover.




. representin

Table 14. p
: Doe :
S advertisement has effect on consumers

kEnowledge?
DESCRI
" PTION 'FREQUENCY ~ | PERCENTAGE
— . 80%
‘ 20%
100%

l_'—"rom the table above, it is clear that 48 respondents
1'€p_re$enting 80% says that advertisemént has effect on
consumers knowledge while 12 respondents represénting
20% said advertisement has no effect on consumers
knowledge.
Testing Hypothesis

The testing of hypothesis formulated in the research
work - was carried out by analyzing' the number of

percentage of the 60 respondents. The questionnaires

distributed were returned.

This questions were used to test each of the hypothesis,

Hypothesis One

Advertising increase the sales volumes. This was tested

using the table above, with the use of table 5, 25 employees

g 41.7% agree that the volume of sales is not w.ﬂ'j;e:_‘:




basis tor det i
Crmining €xpenditure. Therefore the hypothesis
is accepted.

Hypothesis Two

The i ' '
media chosen depends on the target market. This

was tested with the use of Table 8. 32 respondents
Tepresenting 53.3% were of the opinion that .adverts carried
on television is more cheaper than any other media while 16
respondent representing 26.7% says that news-paper is
cheapc::-r and 12 respondents representing since 32
respondent representing 53.3% says that television is

accepted.




| CHAPTER FIVE

FINDIN
@S ConeLusions AND RECOMMENDATION |
5.0 Intro‘duction : é .‘

This : - :
S chapter ig 4 reflection of the result obtained in

chapt
pler four, the Tesearcher also summarizes the findings

and dr ; . :
= meinsiagy G made recommendations based on

the findings.

5.1 Findings

1. It is obvious that establishment / organizations advertised
mostly their goods and services. It was also revealed that
the organizations view advertising as. a very important tool
and as such tread advertising their products‘ with all
seriogsness.

2. It was revealed that advertising tends to increase sales profit
as weil as market share for compgnies.

3. It was diécovered that the amount of advertising dose not so
long és it justifies the cost.

4,  Also it is found that advertising influences knowledge of

consumer and demand for product and services. '




5.2

It was aizg
Tevealed that firms face some difficulties in the
process of s
: advertising such ads cost problem, administrative
and logical ; :
] & Problems which hinders the advertising process.

It is also
revesls that advertisement have effebt o5 sales

turnover in any business organization.

This study also revealed that there is a cheaper media in

terms of reaching the customers in the target market.

Conclusion

The researchers sincerely conclude that the role of
advertisement in any business organization cannot be over
ruled as a result of the role it plays in the business.
Howéver, advertising should be encouraged in order to make
products, services known to the public.

Also, business organizations Should developed

advertising campaign as part of the firms total promotion

and prOgrammes in order to make the business suceessfial

and its survival, because of all the elements required in
making the business successful there is no one that is more

critical than advertising so that greatest product and service

ideas would b

the entire populace.

e of little value unless they are made known to




serommendation
The lew: :
& O
: WINg are the recommendations made by
researcher:

Since advertisine ;
i .
SINg 1s a very mnportant venture, ajl the firms

that w in i
ant to remain in the market should embark on

constant advertisement.
Advertlsmg is better done, if it gets to the target market,

efforts should be made towards choosing the best

techniques to suit the target market,

Organization should source for a well experienced media
qualities staff with technical know-how to handle the
adverfising process and procedures of the organization.

The management of various organization should also try as -
mucﬁ as possible to eliminate or bring. to minimum the

stress that may hinder the organization from embarking on

proper or adequate advertising.

. th.e ceriousness of advertising .must continue, the

company that has not emba._rked on such venture their sale

volume and render better services to their customer of their

products or Services.
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