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ABSTRACT 

This study is on consumer perception of Business Advertisement taking Abuja 

organizations as a case study. The aim has been to find out how consumers perceive 

Advertisements with regards to influencing them in their decision to make choice of goods and 

services. 

Advertising is part of promotional tools employed by business organizations to present 

their goods and services to the general public for patronage. The question often arise whether 

advertisement is not just a waste of effort and resources on the part of the organizations since 

consumers are presumed to have already made a choice of how to allocate their scarce resources 

in a way that their needs are satisfied. 

There is also the view that since consumers are rational in their choice, they need no 

media to inform or persuade them to make purchase decisions. 

The study therefore, set out to investigate how consumers perceive advertising by various 

business organizations and the findings from it would shows the effectiveness of advertisement 

or otherwise in regards to consumer perception. Accordingly, the study covers investigation 

both on the part of the organizations and various consumers within Abuja metroplis. 























































3. that advertisement increase the sales volume of these business organisations. 

Ho: that there is no relationship between advertisement and increase in sales 

volume of business organisation; 

HA: there is relationship between advertisement and increase in sales volume 

of business organisations. 

3.2 POPULATION OF THE STUDY 

The population of the study was the inhabitants of Abuja metropolis. Abuja being 

inhabited by people of diverse tribal, socio-cultural and religious people is a setting which is 

peculiar to many urban centres in the Federation. It provides a good sample for marketers 

wishing to penetrate in the urban centres reaching large numbers of consumers of various 

products or services. 

3.3 SAMPLE SIZE 

A sample of one thousand (1000) people covering major parts of Abuja was chosen. The 

city was segmented into upper and lower classes and to industrial and consumer users of 

products like batteries, ignition coils, soft drink/malt drink, hotel services etc. Since questions 

such as whether respondents are aware of the different types of advertising ranging from 

promotional advertising to informative and financial advertising were included in the 

questionnaire, respondents were selected at random for the administration of questionnaire and 

oral interview. 
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