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ABSTRACT

This project work is mainly concluded to review thc impact of Advertising oil
consumer patronage in hood and Beverage Industry, while Nestle Foods Plc was used
as a case study.

Esscnlially, a lot of related literature was reviewed so as lo acquire more knowl
edge winch served as guide and frame work for analysis and interpretation of thc study
Historically survey research methods were used for the study which involve utilization
of documentary, validated questionnaire and personal interviewed as the appropriate
instruments in gathering relevant data for the study. The researcher selected a ssimple
size of 20 management staff and 100 consumers out of an estimated population of 35
management staff and 1025 consumers respectively. The simple selection was done
using a simple random sampling technique

Howcver, the researcher utilised a simple percentage method of analysis complc
mailing the tabulation of the data for presentation, analysis and integration of data
gathered.

from the presentation, analysis and interpretation of the data gathered, the hy
pothesis already formulated was proved. The working hypothesis which states that
"Advertising has a positive impacl on consumer patronage of Nestle food products"
and "Advertising increases consumer patronage, i e, increase sales of Nestle Food prod-
ucls" were accepted. Therefore, the respective Null hypothesis were rejected.

Among the findings of the. study is that Maggi cube product was more patronised
than any other products of the company. And that the company's advertising activities
are very effective

Howcver, some shortcomings were observed during thc course of the study. And
findly some recommendations were made among which is that the company should
design and implement intensive promotional strategies thai embraces the company's
product to enhance positive attributes and image for their products. This is in view of
the stiff competition in the industry.
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CHAPTER ONE

1.1 INTRODUCTION

AFTER the second workd war, in 1945, the sellers” market changed mto buyers'
mavkel where (he buyer dictates the pace. Guods were avinfable, consumers meonme
advanced and competition belween organisation increased. Vhus, new approaches to
markeling were needed and manufaclurers were nol just pmducing and selling outright
their products and services rather they had 1o stunulate their customers (o patronise
them. "This new development i marketing have helped the consumers to be selechive in
their purchases of goods and services as there existed so nury product substitaies, and

Lo cocourage consumer, there s the birth ol produchion.

ln today’s market where compelition aboard | many producers produce similar prod-
wels and services to the same market and these produacts and services are meant Jor the
sanie farpef, constumers and these consumers are expeciad (o purchinse these vanons
products, or services from (he producers. As a resull of thiese, many questions have
been asked such as; how do 1as a producer get my product known? How do | encour-
age seller ol the product? These question can be answered by adverlising, because it
commumnicales, persuades, informs and encourage consumers te buy products oF serv-
ices. However, it one way or the other, advertising, s bemg underfaken in o several
forms Ly producer or scller either knowingly or ot Bul to succeed i tuday’s market

a producer or seller has to promate his product (o be able Lo altain solvency.

To be preeise, 1w Nigeria loday, promobionil activitics have striven tremendonsly i
the recent years. This is due o inercased productivity  which thereby increases the
nunber ol brands in (he market many ol which e scriously competing for shares in the
same market. These activities i the market exerted an upward pressure on manufag-
turers for the demand of promotional aclivities. Also 1he opportunities provided by the
growth of hnge supermarkels, linge scale imsed retailig, have created the need for an
aggressive on the shebve competition promaotion both to “sch in™ and “scll o™ The
unpactis olien greater in developing countries fike Nigerin where the cconomy is frag- -
ile, and manufacturers attempt 1o stimulate demand for (heie products and services

through promuotion. They are not satishicd merely to produce and leave 1o chance thal
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consumers will be aware of the products sinee most competitors brands are found 1 all

the outlets.

Therelure, in view ol the intense competition between contpanics producing, sinular
products, trentendous coteeitiiation las to be placed on the promotional programis
i individea! frms. Essentially, in this period ol cconomic recession, consumers are very
much selective in their buying behavionr, and full promaotional programme is aecded (o

influgnce the purchase of the campany’s products and services.. Promotion s only a

parl of the marketing strategy, but 101s animportant part because i links the seller watly
prospective buyers hoping to convinee them (prospective buyers) thal the seller bhas the

product or service they are looking, for.

Llowever, Tor a company (o carry oul promotion eflectively and efliciently, it must

*nwvalve vanous activities such as advertising, sales promotion personal selling, pablic-

iy and public relation 1o communicate the attributes, benelits ol the company s prod-

ucls and services and the mmage of the organisation.

Most importantly, (o communicate (o your fargel audience ig oot something that
is done reluclantly, it must be planned and communicated 1o potential buyers, A com-
pany that wants ta communicate well (o its customers, must lave advertising auencies
ta develop ellechive wlvertisement, sales promotion specialists (o design sales incentive
programmes and public relalion irms to develop corporate images. The company also
must (rain their sales people 1o be friendly, hefpful and persuasive (o (heir customers.
Alsa, it should be known that there must be a blend of advertising, personal selling,
sales promotion and publicity to the proportion that is expecled for achieving a desired

mirkel share,

Basically an advertisement is aimed al achieving two general effects, namely, come-
munication and sales, To be prease, 1 is considered as a fonm ol cducation directed
towards an audience (o inform them of availability of a product, where 1o find the
product amd 1o persuade theor by renmnding, theny ol the benelits, wses, bow 1o use, new
uses and others they would derive 1F they purchase the product. Amarchant  and

Varaharaja (1979, page 89) sunmmacised it i their own words as [ollows, “Advertising
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helps to sell on mass scale by persuading new buyers and extending the persuasiom
which enable consumer to repurchase the product ™ In essence, the volume ol sales can
be increased by “blowing your own trumpet * through the use ol appropriate promo-
tional strategy especially advertismg This s because it you don’t blow your trumpet

your compelitors or any other person or organisation will not do it for you

Also, 1t should be noted that imcrease in volume ol sales does not absolutely
depend on promotion or advertising alone. For mstance, a poor quithty or mferior
product can not see the light of the day no matter the aggressiveness and effectiveness
the advertiscment may be That s, appheation of other marketing nix and strategies

are essentially relevant m the success ol any product or service

I some quatters, advertising is believed (o decerve or Toree people to purchase
products which ordmanty they would not buy Buot thas s a matter of erroncous opin-
wn The fact that you convinee another person 1o do something, does nol constitule
loree. Also ifyour idea does not sound benelicial to your partner or customer, he is not
hkely to be convineed. Therelore, it s a case o mutual benelit or consent: And as such
when advertising is viewed cconomically rather than psychologically, it will not be seen
as an act ol lorce or deception: To Turther oppose s erroncous view, Daniel (1977,
page S12) observed that “not only does advertising involve the production of quality
product, it also stimulates cconomic growth ™ And Avens (1982 page 12) clearly, stated
that "t accelerites the success ol a pood product or service and failure ol unaceeptable
products.”

However, the marketing activities ol any business enterprse deternmne the suc-
cess ol the enterprise that is looking, at the level of sales and sales numagement aspect
of the enterprise _The marketing mix apphied and the marketing techmques and strate-
pies evolved Lrgely depend on the sttuation and the management decisions by the or-
sanisation concerned. And also the consumers are constramed due 1o the cconomic
hardships which reduce their level ol patronage Tor consumer goods. Hence, every
business osgamisation seeking for profit masimisation would have to evolve appropri-
ate, ellective and clhicient marketing strategies capable ol cancelling out or nunimising

these problem. That s, an aggressive marketing strategies is requived for survival of

o
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companies especially those mto production and marketimg ol consumer goods liké th

food and beverage mdustnes

Also, the foad and beverage mdustry m Nigena today has become a highly competi
tive industiry Therelore, to reach a larger proportion ol the mdustry target market an
to motivate or influence the customer’s attitude to purchase s mevitable. That 1s,
company i this industry whose desire is to obtam larger market share needs aggressiy
promotional strategies, while advertisement/advertising cannot be averlooked i thi

fepand

Most wnportantly, Nestle Daad Ple as one ol the leading company e Food an
Beverage mdustiy  has other competitors to contest with for the market share of the
industry. 1t 1s the rescarcher's mtention to review the impact ol Nestle Food Ple s add
vertising achivities and strategies on the patronage of then products by consumers anc
also deternune to what extent has it increased the company’s market share in the mdus-

iy

1.2 STATEMENT OF GENERAL PROBLEM

The present ccononue sttuation m Nigera couple with the stll” competition among
companies espectally m the food and beverage mdustry has led to the squeeze in the
market share of every company i the mdustry and also the scramble for attaming.a
arper market shace by the companies herehhpghied

Hence, i the struggle to renvnn a Hoat i the business, compames over the years
evolved and applicd several marketing strategies. Nestle Food Ple s one of the many
-companies faced with these problems i the industry. Howeves, Nestle Food Ple was
able to sustam itsell, that s, m spate of all odds, it survived these cnses and presently, s
one ol the leading companies i the mdustry: As a manufacturer and marketer ol food
and beverage products throughout Nigena, several survival marketing strategies would
have been evolved and apphed i contaming and surviving these threats

But the concern ol this study 1s the investigation ol the role and essentially the impact

ol advertising as one ol the marketing strategies used m solving these problems
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5
STATEMUNT OF HYPOTIHESES

Hypothesis is o set of proposition s that attempt (o explains the subject matter

under study, that is, & stalement generated i respect of variables under study which

needs (o be proved either right or wrong upon which on acceptance or rejection dec-

sion is made, To validate this study therelore, the Tollowing hypotheses were [ormu-

lated to be tested and proved in chapler live,

Flo:

Hl:

[To;

Ld ANVES/OBJECTIVES OF THE STUDY

Hypothesis 1 -
Advertising bas i posttive aupact on consumer palronage ol Nestle Food
products.

Advertising does not have a positive inipact ot consumer patronage of Nestie

ood products.

Hypothesis 1]
Advertising ncreases consumer patronage, 1.¢. increase sales of Nesile Food
products,

Advertising mereases consumer patronage, .o merease sales of Nestle Food

products.

The objectives of this study s whally based on the problems identificd above and

therefore, the study will specifically ainn al the following;

(a) To determine whether tiere is a positive Bupact of advertising on consumer

patronage.

{b) To deternne (0 the applied advertising shrategics ticrease customer

palronage or not

() To determine il the relevant techniques, principles, rules and reguladion

guiding advertising ave applicd accordingly.

—
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(d) To examine the assoctated problems ol advertising m the present situation
and supgest some recommendation for solving the problems
(¢) And finally, to recommend better ways of applying advertisig 1o mcrease

consumer patronage for the company products

LS SIGNIVICANCE OF THE STUDY
The mpheation ol ths rescarch work will have relevance on the management of Nes-
tle Food ple especially, its sales management activities
Also the study, will be of benelits to scholars and professional, that would be carrving
out stmilar mvestizatton w the future. Aud to the rescarcher, the study would serve as a
_partial fultitment of the requirement for the award ol Masters Degree m Business Ad-

minstration (MBA) on the completion ol the course

Lo SCOPE OF'THE STUDY

Specifically, (he subject matier o this study s Tmited to Nestle Foaod Ple But where
necessary, a comparative analysis and distinction are made for substantiating our results
and lindings. Therelore, all data used are collected Tronm Nestle Food Ple, Kaduna while
responses from respondents were collected, presented, analysed and iterpreted within

[Kaduna metropohs only

L7 LIMIETATIONS OF THE STUDY
A study ol this magnitude demands a ot ol money, time, coverase and enerey These
were not adequate enough at the disposal ol the rescarcher in conducting the study
Also, fack ol ellective response From respondents and management stafl ol the com-
pany served as another bottle-neck in this regard
And finafty, the typical Nigerian person s very coneealing person or individual Henee,
the tdea of privacy is paramount to them and obtamed iformation from a person might

be fake or pine illusions



CHAPTER TWO

20 LITERATURE REVIEW

This chapter would dwell extensively on reviewing refevant related hiterature on
the subject matter of this study. The i sources for this review will consist ol views
and comments ol experts, scholars and professionals i the field of marketing manage-

ment and other related disciplines

Lissentially, the review would be carnied out i sub-topies to enable the users of

the study, to fully grasp the vanables under investigation

21 ADVERTISING AND ADVERTISEMENT

Advertisimg s controversil s both prased and damned  Proponents ol adver -
tising say it s the spark plug ol the cconomy - that it reduces the unit cost ol a product
by creating mass demand. Detractors of adverfising say it s wastelul that consumers
pay more tor a product that is advertised than they would i1t were a popular subject of
conversation [t plucks the strings of emotions and flashes data to the minds of consum-

ers or consuming public, day and night, year round

In defining advertising, Reichart (1977, 4) detined advertising as “an identilied
sponsar's pard sales message about a product, a service or an dea delivered inoa
communications medium such as newspapers and television 1o an audience which s

representative ol a marked Tor the ollenng”

Wesbster dictionary defined advertising as any [orm ol public announcement
mtended to md directly or iduectly i the sale of g commodity in sceuring, employ-

ment.

Roser Reeves who made Iustory as the ereative head of one of the fargest ad-
~ertising agencies, Ted Bates & Company, defined 1t as "the art of getting a unigue
selling proposition into the heads ol the most people at the lowest possible cost™ s

use of the wood “art” 1s rich with meanmng. He said that parts ol the advertising process
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are pure business. Other parts mught fandy be called science such as comparisons ol
market penetration by various media But the actual ereating ol advertisement 1s an art
And the overall procedure of deciding what message (o advertise, where and to whom

to advertise i, how to express it and how much to invest in cach step

Stanton (1987, 4) delined advertising as “all the activities imvolved i presenting
toa group a fon personal, oral or visual openly sponsored messape resarding a prod-
uch, service o dea™ e sad that this message called advertisement s disseminated
through one or more media and is paid for by the identified sponsor He noted that there
is @ signthicant distinetion between advertising and an advertisement The advertisement
is the message isell while advertising is a process - a progranume or series ol activitics
necessary (o prepare the messaee and pet it to the mtended market Another point s
that the public knows who s behind the advertising because the sponsor is openly
wlentified in the advertisement. e said that payment s made by the sponsor 1o the
media that carry the message N

Farther to as delinition Rechart beliels that the attiibutes that advertisements
have i common are mostly creative, that every advertisement has to have an idea,
words or pictures or both He believes that the dilferences among vartous kinds ol
advertising are considerable. That advertising strives for different objectives, serves

different businesses, appears in different media and pursues dilferent audiences

Jellkms (1985, 5) said “Advertising presents the most persuasive possible sell-

mg message Lo the right praspeet for the product or service at the lowest possible cost™

In Kotler (1997, 637) Advertising was defined as “any paid Torm of non per-
sonal presentation and promoetion of ideas, poods and services by an identified spon-

sor”

Wright, Warner, Winter (1962, 0) defined advertising as “any paid form of non
personal presentation and promotion of ideas, voods, and services I))*-;irl identified spon-
sor”. They believe that advertising is an exciting, dynamic and truly challenging markel -
mg activities ofien misunderstood but essential to business and industry They agreed
that advertising is a powerlul communication foree and a vital marketing tool helping to

sell goods, services, images and ideas through channels of information and persuasion
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Advertising is a controlled and identifiable mlformation and persuasion means ol mass

communication media -

This delinition was recommended by Amernican Marketing Associtation { AMA)

However, they went further to scrutinise the words used i the detimbion as lollows

a Paid form: When products or services are mentioned Tavourably m the media,
newspapers, magazaes, tadio, or television, the tten appears because i (s proe-
suted (o provide mformation o entertamment for the andience

b Non personal presentation;: Personal selling takes place when a personal face
to Tace presentation is made. Bot advertisig, complements personal selling sinee
it is done m a non personal manner throngh mtermediaries or media

C Ideas, goods, services: THere advertising s concerned with much more than the
promaotion of tangible soods That s, though s designed 1o help sell goods and
services, it is being used inercasimgly (o finther public nterest goals

d. Anidentified sponsor: This distinpuishes advertising from propaganda Propa-
sanda attempts to present opunon and wleas w order (o mfluence attitudes and
actions, so does advertising Often the propagandist remains anonymous and the
source of the wdea s unknown which makes evaluation ditficull. Advertising on

the other hand discloses ordentifies the sowrce of the opimions and wdeas it presents

Baker (1991, P 363) borrowed the AMA defimtion whieh he said s certamly a
very succinel statement and mernits some elaboration. He saw advertising as a means ol
spreading wformation. He went further to analyse advertising as Tollows: That for ad-
vertising to be pard for means i's o commercial transaction wlich distingashes i Trom
pubhicity. That it is non personal m the sense that advertising messages, visual, spoken
or wiittten are directed at a mass audience and non durectly at the individual (as s the
case m personal sclling Fially advertisements e wdentiliable with theie spousor o

ariginator which is not always the case with publicity or propaganda

The ultimate purpose underlying all Advertising is mcreased awareness. Firms
therclore mvest w advertising, expenditures m the expectation ol an unproveiment in

profitability.



9
2.2 OBIECTIVES OF ADVERFVISING

Malhews, Levil, & Frank {1964, 12) disted the following as specilic

-
objeclives off Advertising:
1. To build primary demand,
27 Yo mtroduce a price deal,
Yo Toinform about a product's avatlabiligy,
4. Tabuild brand recogoition or brand preferences or hrand insistence,
5. Foinform about a new product's availability or features or price.
6. To help salesmen by building an awareness of a product among retailers.
7. Toercale a reputabion for services, rehabihity or rescarch strength
8. To merease markel shase.
9. Fo modily existing product appeals and buying motives,
10, o merease frequency of use ol a product.
11, Vo inform about aew uses ol a produgl, L -
12, To increase the number of quality of retail outlets. . o
13, To build the overall company timage. .
[4. Toclect immediate buyg action,
15 Tureach new areas ar aow sepgments ol popudation with existing arcas.
16, To develop overseas market,
2.3 THE ROLE O ADVERTISING IN THE MARKETING MIX
The Assaciation of Advertisers (New York 190 1) stated these roles as;
| To inercase demand to the pomt where cconomies of scale arc achueved. The

advernser may wish mitially to buald priniury dennd Tor the prodact groap as a whole,

anticipating that he will beneht proportionally from tie overall growth ol the market

Once product acceptance has been achioved, advertisers usually concentrate ou build-

ing brand recognttion and toyalty, The building of a brand image in a competitive, ma-

Llure market has other beaehis inaddibon (o mamiaiing or improving the tivms com-

petitive position. Brand recognition and braud loyalty relieve the producer of his de-
"

pendence on (he distributive channels.

2. Iaformation gathering wvariably precedes the purchase ol a product o some
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2.2 OBJECTIVES OF ADVERTISING

Malthews, Levit, & Frank (1964, 12) listed the following, as specilic

abjectives of Adverlising:

f. To build primary demand, N
27 o introduce a price deal,
3.0 Toiforoaboeut a product’s avalalality,
4,  Tobaild brand recopnition or brand prelerences or brand insislence.,
To imform abowt a new product's availability oc fealures or price,
6. To help salesmen by buitding an awareness ol a product amony, retailers.

To create a reputation for services, rehability or vesearch strength.

T

increase markel sl

—

9. Tomadily existing product appeals and buying motives.

10, To marcase frequency of use ol a product.

1. Vo inlon aboul new uses ol a produgi, 5 e

12. T increase the number of yuality of refail outlots. -

13, To bulld the overall company image.
F4. To eflect immediate baying action.
1S, To reach new areas or new segments of population with existing arcas.

(6. To develop overseas markel.

23 THE ROLE OF ADVERTISING INTHE MARKETING MiX

The Association of Advertisers (New York 1961) staled these roles as:
I o anercase demand 1o Lhe painl where economies of scale are achieved. The
advertiser may wishoinially to build prioary demand Tor the prodoct groap as a whole,

antivipating that be will henefit proporbionatty from the overall vrowih of the market.

Once praduct aceeptance has been achieved, advertisers usuably coneentraie on build-

g, brand cecogmtion and foyalty, "The butlding ol a brand timige in a compelitive, ma-

ture market has other beaelits i addition to maintaining o improving theAirms com-

pelitive position. Brand recognition and brand loyalty relieve the producer of his de-
pendence on Lhe distributive channels,

2. Information gathering invanably precedes the purchase of a product to some
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degree and, clearty, the ready availability of such mformation in the fonm ol advertise-
ments reduces the prospective putchaser's dependence on personal selling

3 Maost fivms are subjeet (o a Muctuating denand for their output but its seasonal or
seeular advertising can do much to mimmuse such Huctuations thougeh s mpact s
greatest in the case ol seasonal vatations

! It is maimtamed that advertising auproves prolitability n a less tangible way by

creating goodwill tor the fivm as a whaole and by waproving, the morale olits employees.

24 ADVERTISING CAMPAIGN PLANNING

The determimation ol the advertisimg objectives s an essential prerequusite to the
formulation of a campaign plim. The manapement pives its advertismg apgency a clear
statement of what i wishes to achieve and the ageney’s vesponsibility is to devise a
campatgi that will maximise the seturn on the appropriate budget allocated
i Fist stage is the recognition of a business opportunty. Once identified, the mar-

heter will undestake marheting rescarch as a basis for quantifying the nature and

-~ extent of this opportunity. As a resubt a constumer profife is deawn up statiig the
demographic charactenstics of the potential customers, peopraphical focation of

the market, the frequency and method of purchase

I

Armed with this blue print, the next stage i the process s the development of a
product to satisty the demand represented by recognition of the origmat opportu-
nity. Once devefoped, the product will be tested and the agency is brought m or
contracted. The agency saggests the approprate name and package taking into
considerabion product featnres, competiors, consumer profile, mtended price
bracket, channels of distnibution cle. Other reasons Tor brimging i the agency is

to discuss the method of lmmching the product aand test markceting

25 ROLES OF ADVERTISING

i it makes consumers aware of the existence of new products, services or ideas
and the continued existence of old vnes

27 Advertismg mforms and educates the people on how 1o make use of the product .
OF service

3 Advertising mforms people where to oblain goods and services

-
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A Advertising improves (he quality of goods and services This happens m (wo
ways. First as a form of competition, advertisers improve the quality of their goods in
order to capture the best share of the market. Sceondly, advertisers conduct consumer
research to ascertam what users feel about their praducts and services

5 Advertising associates specilic poods and services with identifiable producers so
that the ments and demerits of such goods and services become casily attributable (o

particular manufacturers

20 TYPES OF ADVERTISING >

| Informative: Informative Advertismg is designed to make members of the public
aware of new facts and about things they have not heard ol betore: This type ol adver-
st 15 Il_ll).\'-[l\’ used 1o call the attention of the audience to the existence ol new goods,
products and scrvices mthe market 101s also (o mlorm people about parbiculinr events
taking place m the future The existence ol vacancies lor cimployment and other things
that members of the public should know e broughit o then notice through mformative
advertismg |

2 Persuasive Advertising: This calls on the people to buy and use a product o
service irrespective ol what then attitude may be towards such a product or service
Various devices and well chosen words are used tomake people believe in the advertis-
g appeal Persuasive advertising is usually repetitive. Speailically, it is used to induce
people to buy the advertisers product or service rather than that of the other competi-
tols 1 attempts to convinee the andience that one’s productis better than the other and
to keep the name ol one’s product i the ninds of the consumers

3 Competitive Advertising: This scchs to persuade the people to use a particular
type of product in preference to another, it s mostly used (o advertise goods that have
many substitutes ke deterpents, toothpaste, toilet soap, beer and other beverages 1t
con be used to break throueh a monopoly

| Mass and Specilic Advertising: This takes place when producers ol particula
line of goods decide (o advertise for the general particular brand. Examples are found in
adverts such as “Hand lotion softens your palin™ “Use hair cream, a woman’s beauty is

i her han™ In this case the advert is not specific
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27 ADVERTISING: PLANNING & IMPLEMENTATION

Advertising planntng and implementation is a co-ordinated process build around
asingle idea thatis designed to reach a predetermined goal. When developing an adver-
tising plan, a firm should lirst establish the advertising goals: This goal and the buying,
motives of the customers will determine what appeals will be used Assume that the
goal ol an advert put on by an asline is to miroduce its new jumbo jet service: Then the
advertising theme will be designed to appeal to the customers” desire lor a special quict
and restlul top or fine food and courfeous services: Anadvertising planning, programme
will consist of o series of retated, well-timed carelully placed adverts that will ramforce

the personal selling and sales promotion ellons

The following steps will be necessary m adverisement planiming by an orgamsa-

Lion

| Identily the target andience, know then requirements, profile thiem according to
then socto cconomite status to avord waste ol advertisement ellort

2 Determint the conmunicabion vbjective

3 Design a message wilh the audience m view, takimg, into consideration ol the
target andience and objective o the messave

g Sclect the communication channels, the advocate channels which represent the
salesmen, sales representalives, marketing exceutives. The expert channels like
neighbours, who might have bought and used a product and sold the idea to other
people

5 Decide on the advertising, nux The media (Pont and Broadeasting) exhibitions
divect mail (sales letters, brochures) outdoor or indoor advertising

O Allocate the total advertising budget. Finally the services ol an agency is con-

tracted For implementation and coordination
28 ADVYERTISING BUDGIET

Advertising budget s established alter determining the advertising objecthives
The budget is planned 10 achieve sales poal set by the orgamsation

Advertismg, expenditures morelation to total marketing costs vary widely In “en-
eral the percentage ol advertismg, expenditure is a greater proportion of marketing
costs in the case of consumer than of mdustral goods and services Too [ cyuently, the

basis lor an advertising budget is completely subjective. Marketing, research, costing
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studies and operations rescarch are mcreasmgly assisting m deternunmg the appropri-

ate budget to be allocated ta advettising and promotion elements ol the marketing mix

According to Giles (1978, 97) the report on advertising compiled by the con-
[ederation of British mdustiry w1967 draws attention to an average ol 15% ol sales
spent on advertising by US cosmetic companies as against 2 7% expended by an Avon
company. Thus it is said that organisations vary considerably in how much they spend
on advertising Advertising budget 1s set i many basic ways
a Alfordable Method: This is a situation where advertising budget is set based on
what s available. Tt leads to an uncertiom anpual promotion budget which makes
long range market planning difficalt

b Percentage of Forecasted Sales: Here the adverhsing budget tor the fortheom-
ing years is based upon the torecasted level of sales to be achieved during the
torthcoming year This method has the disadvantage ol using cireular reasoning
i viewing sales as the result 1t Teads (o a budget sel by the availability ;u.i' Tunds
rather than by market opportumties

¢ The Competitive Mcthod: In the followmg the competition method ol deter-
mining the advertising budget, an advertiser is mfluenced primarily by how much
other firms in similar businesses are spending. According, to Reicher[(1972, 91)
the advertiser has to find out how much advertising his competitors are doing
betore he can set up a likewise budget

d The Diminishing Returns Method: The dummushing returns method ol setting
advertisig budget rests on the simple process of continuing to spend money on
advertising up o the point where it 1s no longer profitable to do so i terms of

traceable sales

Rarcher (1972, 92) sind that tus budget method somcetnnes called the mail order
method is based on the reasoning that such mail order advertising should be mercased
up Lo the pomt where masumsm prafits accrue rom the sales divectly traceable (o the
advertising
C Research Objective Method: The Rescarch objective method, sometimes called
the job or task method, s the most logical and best way to set an advertisig budget

Here the Tist step is (o establish cach objective. Next advertising specialists estimate
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the kinds and amounts ol advertising necded 1o accomphsh the objectives. A total
estimate is then assembled 10 such a cost fignre is reasonably wline with top manage-
‘ment judgement ol the amount that can be spent Tor advertising, weighed with all the
lirms other lnancial considerations, that hgure gets the approval. 101 s out of line, the
figure gets negotiated and the advertismg, diector has hus department and agency make

the necessary adjpustments

29 CONTROL OF ADVERTISING
Actording o Giles (1978, 99) “Advertisimng is subject (o sestnichions m various

media, imposed by both mternal and external bodies. Some ol these voluntary and

stiatutory controls are outlined as tollows™

a The British Code of Advertisimg Practice: This code s aceepted by all orgam-
sations operating advertising media - press, (elevision, cinena, posters, direct
mail. The code was liest published m 1962 and revistons are made from time to
tie, but many voluntary control systems had been apphed long belore that That
code states that no advertisement contravenng the code mayv be aceepted for
publication. The code covers such matters as

i Pubhic decency

1 Exploitation of supetstition

e Appeals to Tear )

v, Misleading descrptions and clanns, mcludimg scientific terms, testimonials, price,

suarantees, mutations, medicines, mal order, advertisements addressed to children

b The Advertising Standard Authority: This body was established in 1962 and

18 linanced |1_{', the British Advertising Association. It comprises the charman and ten

members whose authonty, i addition to keepig, m toach with the commitiee respon-

sible for the control and revision ol the advertising code, adjudicates on veneral adver-

tising issues and spectal disputes amongst advertising bodies. 1t deals with complaints

from the public and mvestigates action or non action on reposted breaches ol the code

¢ Statutory Controls: Also are many acts of parlament restricting or controlling

particular aspects of advertismg. Departiment of Trade makes orders defining terms

when used as past ol the trade descrption of goods or require specified information (1]

be given with goods or in advertising for goods. The act and regulations are designed

to profubit Lalse advertising and labelling ol a food or drug and detailed requirements
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are set down parbiealinly i connection with fabelling
d The Television Act: This act was established to control advertisimg in such a way
that advertisements are inspected beloie they are shown to the public. The television
authority sct up by that act has the statutory power (o mspect every advertisement
belore it s transmitted. Such a neid control exists in other media only in the case of
medical products where for example Nigeria Medical Assoctation (NMA) sets up a
voluntary control system to which all members subsciibe Felevision programme con-
tractors may screen only advertisements which have been passed by NMA
¢ Other Codes and Standarvds: Tndwadual orgamsations withim the advertising
mdustry endeavour to contiol advertising, standards by setting thew own very specilic
regulations for membership or for accepting advertisements imongst these are
i The Bye laws 1o the standands of practice of the mstitute of practiioners ol
advertising
1 Regulations covering, the acceptance ot advertising, Tor display issued by
Association ol Advertising Practitioners of Nigena (AAPN)
i The standards of practice regulatmg contracts for localised advertising
v Form ol application by an advertisimg agency lor recognition by the
Newspaper Proprictors Assoctation ol Nigeria (NPAN)
v Standard conditions of mscrion of advertisements in newspapers.
vi.  Advertising film standard condittons agreed by the screen advertising

association and the nstitute of practitioners m advertising

210 STEPS IN ADVERTISING -
The advertising decision making is a five step process consisting ol objectives
setting, budget decision, message deciston, media decision and advertising ellective-
ness evaluation as discussed as Tolows
| Advertisers need 1o establish clear goals as to whether the advertising is sup-
poscd to nform, persuade or remind buyers: To inform involves telling the market
about a new production, supgesting new nses for a product, mtonmimg the market of a
price change, explaining how the product can be used, deseribing the various available
alter sales services. Correctimg, any false nnpressions, reducing consumers fears and
butlding a company’s image. To persuade aims at building brand preference, encourag-

g consumers to switch over Lo the advertisers brand, trying 1o change the consumer
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perception ol the product attributes, persuading, them o buy now. [t remmds consum-

ers that the product is still in existence, that it will be needed m the near future, remind-

ing them about where they can buy it and keep it in thetr nnnds during the products ol
SUCASUIIS

2. The advertising budeet can be established on the basis of what s alfordable, as a
percentage ol sales, on the basis ol competitors expenditures or on the basis ol objec-
tives and tasks the affordable method is based on what the company can aflford. This
means that i the company has sullicient Tund, it can spend them on advertising. The
percentage of sales method is used based on a specilied percentage ol their past, cut-
rent or anticipated sales. In competitors parity method, the company sets then advertis-
e budgets specilically to match what their competitors are spending on advertising

The objective task methods are used to deternine the tasks tuat muast be performed 1o
achieve these objechives and then estimatimg, the cost ol performing these tasks :

3 Message Decision: Given that advertising objectives has been set and a budguet
has been set and a budget has been allocated, the next is to develop a creative message
that will carry the advertisement. This requires developing a number ol alternative
messages that will help the product agam acceptance and proper positioning, i the
market. Also s the selection and evaluation of message out ol a large number ol alier-
nabive messages

2| Media Decision: The vital decision staee s to Lid out s ellective media that
will carry the advertisement message. Among the vanions media fypes are the print
media (newspapers, magazines, handbills, calendars, newsletters), the broadeast media
(which includes radios, televisions, cinema), the outdoor media (billboards, posters,
stickers, pomt of purchase display}, the transit or transportation media (pictures, pn.\t-'
ers, stickers pasted on the body of moving vehicles) and diveet mail (sales leners,
brochures, catalogues, price hsts) The media decision calls Tor defining the reach, (re-

quency and impact goals, choosing among major media types, selecting specilic media
vehicles, and scheduling the media

5 Advertising Evaluaton: This is the linal stage m the decision process The
agdvdrtising campaign is evaluated w thice stages. Belore, dutig, and alter it has been

carried out
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2010 CONSUMERS AND CONSUMER BEHAVIOUR

According to Schitfiman and Kanik (1978, 704) " Consumers arc ol two diflerent
constming entitics. Personal consumers who buy goods and services tor therr own use
or for houschold use and orgamsational consumers who buy products, equipment and
services i order to run their organisation”™ He went further (o say that consumers play
vital role m the health of the cconomy both local, national and international. That the
decisions consumers nuke allect the demand for basic products, even the success of
mdustrics and Eilore of others They summed up these dectsions or attitudes by con-
sumers as (heir behavioual pattern This consumer behaviour which is an mtegral fac-
tor i the Now ol all business ina consumer onented society serves as an inter discipli-
nary meastre tal mvestipates the decision making, activities ol mdividuals mcthen con-
stmplion roles. As a result ol this argument, Schitfman and Kanik delined consume
behaviour (1978, 6) as “the behaviour that constmers display o scarching for, puschas-
ing, using, eviluation ad disposmg ol products, services and ideas which they expect
will satisly their needs™ Consumers through their patronage ol goods determine the
sale of those goods, the production rate, brand of goods 1o be produced, packaging,
even colour. Consumer behaviour studies how individuals make decisions o spend
their avatlable resourees on consumption related stems, what they buy, why they buy it
how they buy i, when and where they buy it and how often. Consuimers use and post-
purchase evaluations ol the products they buy, the disposal of therr once new purchases
and the frequency ol replacement determines production of certam industry goods and
makes mdustry aware ol the subtle influences that will deternine their choice of prod-
ucts or services Lo provide The idea of marketing concept s that the consumer s
central to the sale of any product. Te determines the marketing objective i the total
production onentation. Therelore the knowledne of consumer hehaviour Tacilitates
development of successtul marketing strategies and strategie planning adds to develop-
g a long range pame plan (o ensure the company’'s survival, its profitability, its growth

“and its pérpetutty. Consumer charactenstics serve as the most common basis Tor market
segmentation w terms ol geographic, demoggrapluc, psychological, socio-cultural, user
behaviour, usage situation. Schiffinan and Kamik (1987, 103) believes that “consumers
are motivated fo get the best out of them through developing new ideas and new copy

appeals™ They said that “needs of consumers and goals are mterdependent and change
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i tesponse to the mdividual’s physical condition, environmaent, interaction with othes
people and expertences”. That 1s as then needs become satishied, new higher order
needs emerge which must be (ulfilled. As a result consumers wath ditferent needs may
seek [ullilment through selection of the same goals and people with the same needs may«

also seek fulfilment Quough different soals

202 EFFECTS OF ADVERTISING ON CONSUNERS .

Advertising and its elfeet on consumer behaviour wall pencrally be more diflicult
to measure. However advertising stimulates mterests ol the consumer and tis mterest
will have to be converted mto a behaviour that seeks for distnbution of goods and
artangements i packaging. Also advertismg creates brand image i the ninds ol con-

sumers as follows:

I Awareness ol the existence of the hrand

. Recognition ol the brand m retal outlets

3 Persuasion to try the brand by making purchase

A Retention ol Toyalty to the brand by makmg repeated purchase i the uture

Hloward (1984, 104) says that consumer brand preference is a deheate Qower, Bt
s not likely to deal with casily in the lierce heat of competitive pressure unless i s
wrigated regularly by means ol a brand advertsing to create and to mamtain a lavou -
able image, al the product m the mmd of the consumer However the ultimate ellective-
ness of one's advertisimg campaign can be judged only when the display ol several
competing brands, consumers decides 1o buy your product because it is the one which

has achieved the most lasting impression on his mind

2130 CONSUMER PROTECTION IN ADVERTISING

There are many ways by which businesses can deceive consumers These melude
producing low quality poods and selling, poods that we dangerous to the health ol
members ol the public: Scllers themselves can also supply goods and services 1o cgn-
sumers under terms that are not i the mterests of the consumers, and which the con-

sumers accept unknowingly at the time ol sale. The consumer needs to be protected
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from unscrupulous advertising agencies who make exageerated or false clams about
their goods and services. The following are various reasons why sone consimers are
* casily deceived by advertisers

I Advertising employs many scientific and electrical deviees which tend to over

exageerate the quality and eflechiveness ol products and services

Ll

3}

Modern technology has resulted o many new mventions: Thus there are many
vareties of goods in the market. Most of these are substitute and composite
soods. The strong claims made on these goods by advertisers can be nusleading,
Consequently, undiscerning consumers may be persuaded to purchase such goods

only to discover later that they have been deceived

-

The packagimg, of products wlich s also an advertising, device s another facton
that may mislead the consumer. Some products are over decorated and lavishly

packaged to give the impression that the contents are valuable

However vanons measures have been taken 1o address these issues such as
Better communication with consumers through [reedom by consunmers to
register a complaint, ask about scrvice or get product usage information

2. More and better information for consumers through improvement by companics
ol thewr pamt of sale wlormation ke publishing, mstructional booklets ou the use

and care ol products

e

Companies have improved their product through miroducing many product salety,
changes and pollution reduction meastires

4. More carclully prepared advertising - many advertisers are extremely cautious in
approving agency - prepared adverts i sharp contrast to past practices

Advertisers are mvolving then legal department m the approval process

21 CONSUMER PATRONAGE

The consumer markel consists of all the individuals and houscholds that buy o
acquire goods and services for personal consumption. The consumer patronage or be-
haviour then involves those acts and decision processes The mdividual consumer fol-
lows or s directly ivolved i obtaming and usimg cconomic goods and services. Con-
sumer pationage can also be defined as the behaviour that consumers display in search-

g for purchasing, using, evaluating and disposing ol products, services and ideas which
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they expect will salisly their needs.

Consunmers vary leemendously iinage, income, educational level, taste and mo-
bility patteins. Fhese ndices actually determime the mode or level ol behavioar con-
sumers display in acquiring and disposing, their products and services, as a resull goods
and services are grouped or segmented and talored to their needs. The way consuimets
respond (o dilferent product Teatures, prices, advertising appeals is got through re-
scarch, According to IKotler (1991, 1065) “consumer patronage 1s mllucnced by many
[actors among which are culture, social class, relerence groups, Tamily, cconomic cir-
cumstances, beliels and attitudes, motivation learoing, pereeption, life style ce™ All
these Lactors comribale (o shape a consumer and expose him to new behaviowra) pat -
(erns, influencing, his atlitudes and sell concepl, and create pressures Tor conlornuly

which atlects his actuad product and brand choices. Consumer decision making varies

with (he type of buying decision. Complex and expensive purchases are likely to -

volve more buyers dehberation and more participans.

Consumers go through complex buying behaviour when they are highly involved
i a purchase and are awae of signiheant differeices amaong, brands. Consumers are
highly invelved ma purchase when it is expenstve, bought inlrequently, risky and highly
schl expressive. Typically the consumer does not know much aboul the prodact cat-
egory and has much (o leirn, For example a person buymy, @ personal computer may
not even know what altributes to look for. Many of the product features carry no

meaning, [oK menory, “disk storage™ “sereen resolution™ “basic language and so on,
This buyer will pass through o Tearning process charactensed by st developing be-

lieves about the product, then attitudes and then making a thoaghtful purchase choice.

Sometimes the consumer as highly mvolved mea purchase bat sees little ditlfer-
ence in the brands The high involvement is again based on the et that the purchase iy
expensive, infrequent and risky. In this case the buy shops around to learn wihat is
available but will buy fairty quickly because bramd diffierences are not pronounced. The
consumer may respond primarily Lo a good price or to purchase convenienee, ot ex-
ample, carpet buying is a tagh mvolvenent decision becaase 11 is expensive and sell

expressive, yet the buyer may consider most carpeling in o given price range Lo be the
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same. Alter the purchase the consumer night experience dissonance  that stems from
r-lull-.:'n:;; certaim disquicting teatures of the carpel or hearing Tavourable things aboul
other carpets The consumer is alert to more information that might justily his or her
decision to reduce the dissonance In this example, the consumer first acted, then ac-

quired some new beliels, and ended up with a set of attitudes

In habitual buying behaviour many products are bought under conditions ol low
consumer mvolvement and the absence ol significant brand differences. Example
purchase ol both, consumers have little involvement i this product category. They go
o store and reach for the brand. 11 they Keep reachimg Tor the same brand, 1t s out of
habit, not strong brand loyalty Evidence that consumers have low involvement with
most low cost and frequently purchased products. Tt is therefore seen that consumers
do not form a strong attitude toward a brand but sclect o because it s familiar Aller
purchase, they may not even evaluate the cholee because they are not highly mvolved
with the product. So the buying process s, brand behels Tormed by passive learning,

folfowed by purchase behaviour, which may be followed by evaluation

Some buying sitsations are charactensed by low consumer mvolvement but
sigmificant brand differences. Here consumers are oflen observed o do a lot of brand
switching An—c.\mn]ﬂc oceurs i purchasmg Trebor sweet The consumer has some
beliels, chooses a brand of sweet without much evaluation, and evaluates it during
consumption. But next time, the consumer may reach Tor another brand out of boredom
or a wish Tor a different taste brand switching occurs for the sake ol variety rather than

dissatisfhction

215 REACTIVE MARKETING TO CONSUMER BEHAVIOUR

-

Marketing 15 a process ol providing customers with parts of a potential mosaic
(form [ramework) from which they as artists o therr own lifestyles, can pick and choose
to develop the composition that for the time seems the best. Marketers play certain
roles mevery stage ol the consumers patronage or behavioural patterns. These include
I Marketers™ duties are to distinguish dilferent consumer sroups or segments and

develops products and services tatlored to therr needs
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It as the daty ol the marketers to wentify the reference groups ol thenr targel
custoimers _
In the case of purchase of expensive products and services, the marketer needs to
determine which member of the Fanuly normally has the greater influence i choos-
ing, varous products #
In personal Tactors such as age and hle eycles stage, cconomic circumstances -
divorce, widowhood, remariiage and therr ellect on consumption behaviowm
In occupation, marketers should try to wdenfily the oceupational groups that have
above average mterest i ther products amd services The company can even
spectalise therr products for certain occupational groups. Thus computer soft-
ware companies will design dillerent computer soltware Tor brand managers,
cogineers, linvyors and physicrms.
During cettain cconomic cincumstances, the marketers olmcome-sensiive goods
pay conslant attention to trends i personal income, savings and mterest rates 11
cconomic mdicators poit (o a recesston, matheters can litkhe steps to redesign,
reposition, and reprice thew products so that they can continue to appeal 1o tar-
eel cuslomers
For lifestyle, marketers will scarch for relationships between ther products and
litestyle groups. A personal computer manubacturer might Gnd that most buyers
fit the VALS (Computer model) description olachievers: The marketer may then
amm the brand more clearly at the achiever’s Ilestyle. Advertising, copy wiilers
can then draw on symbols that appeal to achievers
Personality and sell” concepl - marketer uses concepts refated to personality - a
person’s sell” concepl or sell” image, for example a manager may sce limsell as
highly accomplished and deserving, the best. To this extent will favour a compu-
ter that projects the same quahities. Marketers will try to develop brand images
that mateh the self imape of the target marketers
Learning theory teaches marketers that they can build up demand tor a product
by assoctating i with strong doves, usinge motivating cues and providing postlive
reiforeenient. A new company can enter the market by appealing to the same
drives that competitors use and providing silar configurations because buyers
.
arc more likely 1o transfer loyalty to similar brands than to dissimilar brands. In
this case the company will design its brand to appeal to a different set of drives

and oller strong cue inducements 1o swilch
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Behiefs and attitudes. Behiel s a desenptive thought that a person holds about
something. While an attitude describes a person’s endurig Lavourable or unfi-
vourable cognitive education, cmotional feelings and action tendencies toward
some object or idea The manufacturers are very mterested in the behiefs that
people carry in their eads about their products and services, these beliels make
up product and brand mmages and people act on their images. A situation where
these beliels are wrong and mhibit purchase, the manufacturer or marketer will
launch a campaign to correct these beliefs. On the other hand the marketer will be
well advised to (it its products mito existing athitudes vather than try (o change
peoples attitude
In consumers buymg roles or deciston making, process, the marketer needs (o
wlenttly these roles because they have uupheations loe desigmng, the product,
determining messages and allocating the promotional budget. For example, it the
busband decides on the car make, then the avto company will dircet advertising
to reach husbands The auto company nught design certinn car features 1o please
the wile, knowing the main participants and their roles helps the marketer fine
tune the marketing programme
In complex buying bebaviour, the marketer ol a lugh mvolvement product must
understand the mlormation gathening and evaluation behaviour of high-mvolve-
ment consumer. The market have needs to develop strategies that assist the buyer
m learming about the attributes of the product class Thewr relative mportance,
and the high standing ol the company’s brand on the more important attributes
The brands features, use mamly print media and long copy to describe the brands
benelits and motivate store sales personnel and the buyers friends to mlluence the
linal brand choice
In habitual buying behaviour marketers ol low mvolvement products with few
brand diflerences will use price, and sales promotion as an incenlive (o |;mducl
trial, sice buyers are not highly committed for any brand  In advertising the low
mvolvement product the advertising copy should stress only a few key points like
visual symbols and imagery because they can casily be remembered and associ-
ated with the brand. The advertising campaigns should go for high repetition with
short duration messages. In addiion marketers can try to convert the low-in-

volvement product mto one of igher mvolvement. This can be accomplished by
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hnking the product o some involving issuc, as when clase up toothpaste is linked
Lo avoiding cavities. O the product can be lmked (o some mvalviag person sita-
ationt, for nstance by advertising a collee brand carly in the maorning when the
consumicer wails to fake off sleepiness. Qs the advertising might seek (o trigger
strong emotions reliaied 1o personal valttes or ego defence. Or an iniportant prod-
uct feature might be added 1o a tow mvolvement product, such as by fortitying a
plam drink with vitamins,

In rescarcling the buying dectsion process lor any given product, markelers can
interview a soall number of recent purelasers, asking thent (o vecall the events
leading to the purchase ol the product. Finally alier some purchases, the con-
summer might experience dissonance that stems Fom modifying cortain disquict -
ing Teatures in the product, may be thorough hearing favourable things about™
other products, Thetr marketing duty here 1t 1o supply behiels_and evaluations

tifat help the consunter feel good about his or her brand choice,
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30 RESEARCH METHODOLOGY
o This chapter dealt with the procedures used in data collection, that is, the proc-
esses and methods through which information were pathered lor analysis m the next
chapter: Essentially, the tools or instruments used, the technigue ol analysis and selec-

tion of sample and the sample size chosen out ol what population is discussed

31 RESEARCH METHODS OR APPROACHES USED
s very important that rescarcher ensures that methods or approaches used
conform with the study m question, this s because accurate data collection depends on

methods used for a particular rescarch study

Thercltore m canymg out ths study, the rescarcher saw the need for the use ol ustornical
rescarch method as a begimmng. This cimanated from the Tact that the tood and bever-
“age industry in Nigeria has a past, without which it would have been difficult 1o talk
elfectively about what is happening now. However, in using historical method, empha-

sis was i past celated documents of companies i the industy

Also, bearing i mimd the dynamitsm ol our business envitanment, it beconies necessary
to undertake lield study rather than relymg absolutely on what other peaple have writ-
ten on the subject, hence, the utthsatton ol survey method with mstruments such as

questionnaire and personal interview s ghly relevant

32 JUSTIFICATION FOR APPROACHES OR METHODS USED

The rescarcher considered histoncal and survey techmgues sutable because they
would enable Tum to collect all the relevant facts and necessary imformation regarding
the study. They would also allow detal nvestigation mto topical issues and help to

reveal certaim lacts that could have remained covered
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For this study, the rescarcher used the following relevant inst.uments in oblaining
his data which were analysed m the next chapter,

i) Documentary sources

b)  Vahdated questionnane
C) Personal mterview
a Documentary sources
i the comrse ol this study, the rescarcher used published books, journals

bulletins newspapers and documents from Food and Beverage companies. The
mformation obtamed were comprehensively and extensively utilised in chapter

two for the iteratwe review and other chapters where the need arose

) Valudated questionmire

The rescarcher designed and admimistered two sets ol questionnaires, that
15, management questionnares and consumer questionnates for gathering the
relevant mformation required for the study. Towever, a closc-ended, structure
and undisgused questionnane were admtnistered i this regard, and less than the
number administered were returned filled by the respondents. But the number of
questionnaires returned Billed were adeqguate and substantial enough tor the analysis

required

¢ Personal imferview
Fo avoid the shortconungs ol the above two mstiuments discussed, the
rescarcher created tnme 1o meet and have personal discussions with some man-
agement stallof Nestle (Nigeria) Ple., Kaduna and some consumers ol thetr prod-
ucts on the subject of the study However, the mformation obtaimed was \'L'I;’
useful m conducting, this study as it assisted the wvestigator e obtaining the
exact and precise feelings ol the management stafl and consumers on the impact

of advertising on their products
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34 RESEARCH POPULATION AND SAMPLE SIZICS

tin conducting this research study, the investigator used a sample size of 20 man-
agement stafland 100 consumers chosen oud of an estimated popalabion oF 35 manage-

nent stadl’ and 1025 consumers respectively,

3.5 SAMPLING PROCEDURE EMPLOYED

The rescarcher used a simple randonn sanpling, technique. it this methods, the
sample was chosen insuch a way that cach subject ol observation ol the population had
tiwe same probabidity ol being sclected. This metliod was entployed becanse of the ad-
vantages derived frontits ase stnee it enables the rediability ol the results (o be incasured

with mathematical exaciness or conlirmation,

16 JUSTIACATION FOR SAMPLLE SELECTION PROCEDURESISAMPLLE SU7ZE

The stmple randam sapling teehnigque was employed because of its relevance to
the tapic under study, it s belicved Lo he asimple method of vbtaining, abjective data in
an investigative research ol this nature. Fhat is,  was adopted tor conventence and it is

also unbiased. ]

However, i as muach as the entire poputation cannot be surveyed a fractional part
can be used i this regavd Lo serve as a true representative of the whaole population.
Therelore, the sample size employed is substantial enough as the represeatative of the

catire populytion. That s, the sample size 1s adequate i this yegard,

37 STATISTICAL TECHNIQUES USED IN ANALYSING DATA

The imvestigator used the tabalation and simple percentage technigue i analysing
the data. "This was prompted by the fact that the nalure of the questionnaire called for i,
coupled with the number of the respondents. Tlence, responses on all questions are
converted ta percentages, tabulated and sequentially arvanged for casy and more sceu-

L)

rale analysis.
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CHAPTER FOUR

. PRESENTATION OF DATA

In this chapter, the rescarcher present and analyses the data collected from NESTLE Food
Ple, Kaduna, and some ol its customers based on the questionnaires admimistered. These data are
poing 10 be presented, analysed and interpreted i a tabufar form based on the responses of the
respondents. To ease the mterpretation ol these data, the statistical tool used 1s the percentage

method for analysis and tabulation of the data as below

4.1 PRESENTATION AND ANALYSIS OF MANAGEMENT QUESTIONNATRES

Cuestion £ Status of Otficer Responding,

Fable 1: Responses (o Question |

OPTHONS NUMBER OF RESPONBDENTS PERCENTAGE (%)
a) Lower Management
0y Middle Managemem 17 5%,
) Top Manapement } tsm,

TOTAL 20 1004

The table above shows that |7 ol the respondents representing 85% are of the muddle management
of status that responded while 3 respondents representing 15% however are of top management

status oflicers that responded

Quoestion 2: How long have you been with this Company
Table 2: Response to Question 2

OPTIONS NUMBER OF RESPONDENTS -l'ITZlI('I':N'I}\(JH (") 1
i -5 Yrs d 20%
b 6H-10Yrs M R 11 o
C -5 Yrs 0 W%
d 16 =20 Yrs
¢ 20 and above -
TOTAL 20 - 100,




I'rom the above table, 10 respondents representing S0% agreed that they have been with the com-

pany between 11 - 15 years. However, respondents representing 20% have been working with the

company between 1 - § years

Question 32 Does your Company Advertise its Product?

Table 3: Response ta Question 3

OPrTIONS NUMBER OF RESPONDENTS PERCENTAGE (")
T Yes 20 100",
b No =
TOTAL 24 100

" ANALYSIS AND PRESENTATION

FFrom the table above, all the 20 respondents tepresenting 100%, agreed that the company adver -

fises its products

Question Az 10 ves through which Media/Chanoels?
Table 4: Response (o Question 4

OPTIONS NUMBER OF RESPONDENTS PERCENTAGLE (%)
B Radio | 20,
b Television 12 6",
€, Newspaper A 20,
d. Magazines -
¢ Others (Specily)
TOTAL 20 100,

FFrom the above table, 12 respondents representing 60% were of the opimon that the company uses

Television as a media or channel for advertising, while 4 respondents representing 20% were ol the

opmion that the company uses radio as a channel and the remaimige 4 respondents. representing
p Y I . I o

remaining 4 respondents representing 20% said Newspaper as a media for advertising
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Question S: How often does your company Advertise?

Table 5: Respanse to Question 5

OPTIONS NUMBLIR OF RESPONDENTS PERCENTAGE (")
i) Weckly 12 OO
b Dinly - -
c) Fortmpinly 4 20%%
d) Mounthly 4 20%:
c) Others (Speeily) - -
TOTAL 20 T

The Above Table 4 respondent representing, 20% said forthmghtly while another 4 respondents

representing 20% said monthly for company’s advertisement. Also, 12 respondents representing

00% said wecekly

Question 6: What is youwr company's Advertising ohjective(s)

Table 6: Response to Question G

OPFTIONS N NUMBER OF RESPONDENTS PERCENTAGE (%)
a) Mrofn onented i b 5%
) Tmage making, | 20%%
C) Increased market share - o
) Customer clucation i 15%,
c) Others (speafy)y -
] All of the above I SO
TOTAL 20 (TR

From the above table, 3 respondents representing 15% were of the opinion that their company’s

advertising objective is profit oriented, another 3 respondents representing 159 said is for customer

oriented, another 3 respondents representing 15% sard is [or customer education, while 4 respond-

unts representing 20% said is for image creation: However 10 respondents representing S0% were

ol the opimon that the company’s advertising objective consists ol all the above options
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Ouestion 7: Who is vesponsible for Advertising?

Table 7: Response to Question 7

OPTIONS

NUMBER OF RESPONDENTS

PERTENTAGE (%)

i)
v}
<)
dy

]

Thie board of directons
Frnamnee Dept
Production Depl
Personal Dept.
Marketing Dept
Others (Speaily)

TOTAL

20

20

HO"

1O,

From the above table all the 20 respondents representing 100% indicated that the marketing Dept s

responsible for advertising

Question 8: Does your company carey oul is sudvertising throngh an Ageney?

Table 8: Response (o Question 8

OPTIONS NUMBER OF RESPONDENTS PERCENTAGE (%)
i) Yes 20 [0,
b) No - -

TOTAL 20 (0

The above table shows that all the 20 respondent, representing 100%, agreed that their company
carry out its advertising through an agency
OQuestion % How adeqguate is the provision of your company's Advertising Budget? ~

Table 9: Response (o Question 9

O THONS

NUMBER OF RESPONDENTS

PERCENTAGE. (")

a)
L °
3
d)

©)

Very adeguaie
Adcqguale
Below aderpute
Not adequinte
No conenl

TOTAL

8 0%
12 %
B! 100 Ve

20 _—L_ _
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From the above table, respondents representing 40% agreed that there is more than adequate provi-
ston for their company’s advertising budgets. While, 12 vespondents representing 00% mdicate that

the company made-adequate provision for then advertising budgets

Question 10: Doest your company's Advertisement reach its targef andicnce?
Table 18 Response (o Question 10

OPTIONS NUMBER OF RESPONDENTS PERCENTAGE (")
- i) Yes i 20 LM%
= by = No -

TOTAL 20 100%

From the above, table all the 20 respondent which represents 100% mdicated that their company's
advertisement reach its target audience

Question [ What mode of advertising does your company carey?

Table H: Response to Ouestion 1

OPTIONS NUMBER OF RESPONDENTS PERCENTAGE ()
i) Lintensive I 20%%
Iy Selective Io sS0%.
<) Speailic - -
d) Others (speaily) - -
TOTAL 2 10 ]

From the above table 4 respondents representing 20%, mdicated istensive mode of advertising winle

16 respondents representing SO% mdicated o sclective mode ol advertisimg

Question 12: Do you thinle your campany’s advertisement inlluences customer pateonages of your peoducts?
Table 12: Response 1o Onestion 12 '

[ OPFTIONS NUMBER OF RESPONDENTS PERCENTAGE ("
i) Yes 2i) 10
i) No - .
TOTAL ' wo 100%% -
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From the ubove table all the 20 respondent which represents 100% indicated that (heir company’s

advertisenment influence customer patranages alther products,

Question 13; I yes, raate, their vesponses toward your company’s adveetisement

Talde 13: Respouse 1o Craestion 13 »
OPITONS NUMBER OF RESPONDENTS PERCENTAGYE ()
1)) Very luph - -
by FHigh 20 . _ 10
¢} Low - -
dy Viry low . : .
¢) No commeni - -
TOTAL - L0 %

Fronilie above table afl the 20 respondents vepresenting HOD%s agneed rated customen’s responses

toward campany’s advechsement as boa high,

Question 143 Bo you think (hat your company's adveetiscaaenl ingerease your sales?
Tithle 14; Response to Question 144
QPTIONS NUMBER QI RESIPONDENTS PERCENTAGE (%))
o)) Yo 20 JURIS
Iy} No - -
TOTAL - 20 16H0%

:

rom the above table all the 20 respondents which represents H00% indicated thal company’s

advertisement ereases the company’s sales,
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Ouestion 15 Advertisement increases your sales, by swhat percentage?
Table 1o: Response (o Question 16

OPFTIONS

NUMBER OF RESPONDENTS

PERCENTAGY (")

i) () - 25% -
b) 25 - 50%, - J0%,
C) 50 - 75% 12 41"
dy 75 - 100% -

TOTAL 20 100

i

I'rom the above table, respondents representing 40%., indicated that the company’s sales imcrcase

by percentage between 25-50 percent, while 12 respondents representing, 00% said is between 50

- 75 per cent imcrease

Question 162 Does your company carey out other promotional activities?

Table 16: Response to Question 16

From the above table all the 20 respondents which represents 100% agreed that the company

carry out other promotional activities

OPTIONS NUMBER OF RESPONDENTS PERCENTAGE (%)
i) Ves 210) 1000
b No R

TOTAL 0 100

Table 17: Response to Question 17

Question T7: Which of these promotional activities does your company carry out of pftently?

OPTHONS

NUMBER OF RESPONDENTS

PERCENTAGE (%)

i) Advertisimg - -

b Persomal sceking,

) Sales prowotion

d) Publictly

c) Others (speaily) - .

b All ol the above 20 100,
TOAIAL 20 10%
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From the above all the 20 respondents representing 100% indicated that all ol the above promo-
tional options forms the basis lor prometional aclivities oltenly carvied out by the company.
Question 18 Compare the cffeet of your company advertisentent on Customer pagronage (o other

companics 1 the siune industry with you
Taldet8: Response 1o Quesiion 18

PERCENTAGE (%)

OUTIONS

NUMUER OF RESPONDIENTS

) Most cifective i2 GG

1) More ellective 8 40%

) [uss cilective - .

d) Cannot say - -
TOTAL 20 A

—

From the table above, 12 respondents representiog 6G% indicated thal the company’'s adver-
tiscient Tave most efleet on customer patronage compared to other compames in the same
industry while 8 respondents representing, 0% sail thint the company s advertisenient is nirg

ellective than other companies as regard costomer patronages.

Question 19; Which of your conmpany’s products do your comgaay gpdvertise reguiarly ?

.-

‘Table 1 Respoase o Question 19

OPrTIONS NUMBER OF RESPONDENTS PERCLENTAGL (%)
i) Magpi Cubes 20 00,
by Noddlcs . -
¢} Milo - .
<) MNuscale - -
TOTAL 20 106 Yo

From the above [able all the 20 respondents representing 100% agree that Maggi Cubes is the

L

product that the company adverlise regulaily.

-
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Juestion 20: Which of vour company's products do your customers pattronise most?
3] pany's g h I
Table 20: Response to Question 20

-

OPTIONS NUMBER OF RESPONDENTS PERCENTAGY (%)
a) Mapgn Cubes 20 100,
1) Noddles - -
o) Milo - - N
) Nescale E
TOTAL 20 100

From the above table the data shows that all 20 of the respondents representing 100% agrec

that Maggi Cubes is the company’s products that customers patromse most

Onestion 21 Your company'ss advertiscment
Table 21: Response ol Question 21

NUNMBER OF RESPONDENTS PERCENTAGE (")

OPTIONS

a) Confroaal 20 Loy,
b) Scasonal . P
TOTAL . 20 100

--From the above fable all 20 respondents representing, 100% agreed that the tompany’s adver-

fisement s a continual process

CUSTOMER/BDISTRIBUTOR QOUESTIONNAIRE

4:2
Question 13 How fong have yon been a enstomer/distributor of Nestle Food prodocts

TOPMVHONS NUMBER OF RESPONDENY PERCENTAGEY
i) -1 Yris b J%%
) G- 10 Yrs - - 2
C) =15 Yas 5 K%
d) I -15Yis - s
cl 20 Yis & above 4 200,

= e ————— —
TOTAL 20 "
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FFrom the above table the data shows that 8 respondents representing, 40% indicated between

| =S years, while another 8 respondent representing 40% indicates between 1 - 15 years and

another 4 respondent representing 20% lalls between 20 years and above

Guestion 22 How did you get to Know this company?
Table 2: REsponse (o Question 2

OPTIONS NUMBER OF RESPFONDENT PERCENTAGE":
") Frcnds .
) Helitons " H)%w
¢) Stalr - -
) Advertisement 12 (0%
¢) Others (specily) -
TOTAL 20 100

The above table, shows thin 8 respondents representimg, 40% mdicated than they know 1he
company through relations, while 12 respondents representing 60% indicated that it was thiough

advertisement

Question 3: Wi as theough advertisement, through which of the media?
Table 3: Respond to Question 2

— = - =
OPTIONS NUMBER OF RESPONDENT PERCENTAGE Y

i) Radwo 4 200

Iy) Televasion I 0%

¢) Newspuipel 2 1M

d) Magazines - -

) Others {spectiy)y
TOTAL 20 1094

Question 3 (Analysis)
The above table, shows that 14 respondent, representing, 70% received thein advertising infor-

mation through television, 4 respondent, representing 20% was through radio and 2 respond-

ents representing 10% was through Newspaper media
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Ouestion 2 How lrequently do you notice the company's advertisement?
Table 4 Response (o Question -4

OPTIONS NUMBER OF RESPONDENT PERCENTAGE"Y,
) Danly 2 1%,
iy Weekly I S9%
C) Frortmghtly | 0%,
d) Mouthly 1 M
¢) Chthers (spectly) - -
"I'()’MI, 20 - _!_Ilil'b"..

From the above table 2 respondents representing 10% indicated that frequent notice of com-
pany’s advertisement is daly while 10 respoudent sepresenting, S0% mdicated weckly. An-
other 4 respondent representing 20% mdicated tortmghtly and another 4 respondent repre-

senting 20% mdicated monthly

Question 3; You patronise the campany because of its quality products?
Table 5: Response to Question 5

OPTTONS NUMBER OF RESPONDENT PERCENTAGE"YS
i) Lociation . .
) Quality produci 16 80%
c) Personnel = .
d) Advertisement | 0%
) Others (speaty) - -
TOTAL 20 0% ]

The 1able above shows that 16 respondent representing 80% patronise the company because.,
of quality products, which 4 respondent representing 20% agreed that patronage ol the com-
pany is because ol its advertisement

Question 60 Does the company's advertisement make yon purchase its products?
Table 6: Response to Question 6

OPTIONS NUMBER OF RESPONDENT PERUENTAGE",
i) Yes 20 1O
b) Nu > .

TOTAL 20 [ELY




The above table shows that all 20 respondents tepresenting, 100% agree that company's adver-
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tiseiment make them purchase s products

Question 7: How will you rate the company's advertisement?

Table 7: Response (o Question 7

OPTIONS NUMBER OF RESPONDENT PERCENTAGE
M) Very ehicchive 42 O
b) Fudlective h J0"a
<) Not ellective - =
) No commem - -
TOTAL p|] 100

From the above table 12 respondents representing, 60% agreed and rated the company s adver-
tisement (o be very ellective, while 8 respondents representing 40% rated the company s ad-

vertisement to be ellective

Question 8: Which of the company's products do you patronise most?
Table 8: Response to Question 8

OPTHONS NUMBER OF RESPONDENT PERCENTAGE"%
a) Maypp cubes 10 S0
b) Noddies 2 1%
c) Milo 1 W%
) Nescale 2 14
TOTAL 20 100

The above table shows that 1 respondents representing, 50%s mdicated that Maggi Cubes is
the company’s product they patronise most, while 2 respondents representing 10% indicated
that Nescale is the company’s product they patronise most. However, another 2 respondents
representing 10% indicated that they patromse Nescale mostly wlile, 6 respondents repre-

senting 30% wcicated that they patromse milo mostly
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Question 9: Compare vour patvonage of the company’s products fo products

ol ather companies in the industry?
Table 2: Response (o Question

QP UIONS NUMBER OUF RESPONDENT PERCENTAGE"YS
a) Very olicn 15 PI] o
) Ollen 1 1]
<) Not olien - 7
d) No connment - R
TOTAL 20 L A

From the above table, 10 respondents representmyg, 0% were of the opimon that ass a matier
of compatison ol the patronage ol the company’s products to ather companes, it s very much
oflen patroqise, wiile 4 respondents, representing 20%a sawd 11 s often, when compared to

patronages ol other company’s products

Question 102 Tow will vou vate the company's producis?
Table 102 Response to Question 10

OPTIONS NUMBER OF RESPONDENT PERCENTAGE"
i Very high 16 R0%a
by Hiph ) 1 pIiyA
<) Low - -
i) Very low "
¢) No conmment - -
TOTAL 20 100 %

From the above table 1o respondents representing, 80%a cated the company’s products to be
very high, while 4 respondents tepresenting, 20% agreed vated the company's praducts o be
high -
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Question 1 The velationship between management stall and castomers is cordial?
Tabie 11 Response to OGuestion 11

OPTIONS NUMBER OF RESPONDENT PERCENTAGEY,
) Very cordial I2 OO
b) Mol cordial - -
C) Cordial d 2%
& No cotmenl 4 20%
TOTAL 20 T I00%

From the above table the data shows that 12 respondents representing, 60% agreed that the
relationship between management stall and customers is very cordial, 4 respondent represent-

g 20% made no conment on the relationship between management stall” and customer

Question 12: Do you think the company s aevertisement can inlfluence aofther

customers (o buy morve ol their products
Table 12: Response to Question 12

OPFTHONS NUMBER OF RESPONDENT PERCENTAGE"Y o
i) Yus 20 NI 6
b) No - R

TOTAL - 20 100

Fram fhe above table all the 20 respondents are presenting 100% agreed that the company’s

T advertisement can lluence other customer’s (o buy more of their products

Cuestion 132 10 no, what do you advice?
Table 13: Response (o Question 13

OPTIONS NO. OF RESPONDENT PERCENTAGE"Y

Increase advertising idpel :

b Do appropriate aud mtensie advertisig, - - .
¢ Usc appropriaie and adequale media . .
o Engage the Service of compelent advertismg, apency - -
¢ All of the above 20 1O0%%
TOTAL - 20 100%

I'rom the above table all 20 respondents representing 100% indicated all of the above for their

advice.
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CHAPTER FIVE

DISCUSSION OF RESULTS

In this chapter, discussion would he basically concentrated on the opinons of
the respondents, i the previous chapter: Therelore, the analysis and discussion ol this
chapter is based upon information obtamed [rom admimstered questionnanes and per-
sonal mterview. Also testmg and prove of hypothesis and findings would be done in

this vegard »

ST DISCUSSION OF MANAGEMENT QUESTIONNAIRE

From question one, it was indicated that 85% ol the tespondent, weie of the
mddie management siatus, while 15% were of top management cadie “This revealed
that the respondents were well informed and knowledgeable enough (o give accurate
mlormation about the company’s operations relating, 1o the subject matter of this study

However, Tor question two about 80% ol the respondents, have worked [or over
15 (0) years in the company. In essence, the majonty ol the respondents had the re-
guired experience and can express then feehngs adequately and appropriate i re-
sponse to the questions asked m the questionnaire

From questions three and four, 1t was revealed that the company advertise its
products magorly through television as a channel Buot also used Radio and Newspaper
sometimes
From question live, 00% ol the respondents sind the company advertise its products
cither Torthaightly or smonthly This shows that the Trequency at wlueh the company
advertise its products s appropriste and adeguate

Response to queshon G reveals that the company pursie several objectives with
her advertisement such as prohit makmg, umage acanon, mcreased market share and
customer education to be precise. This is becanse above 50% ol the respondents agreed
with this position. However, this position is m hone with relevant advertising knowl-

cdge
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From question 7, i shows that the macketing depactaient of the company is solely
sesponsible Tor all the advertsement made by the company. This s also i fine with
relevant marketing knowledpe and conceplts
Also in guestion cight (8), all the respondents representing 100% dicated the
_company carries out its advertisements through advertising agency It means that every

advertising activities of the organisation m properly and professtonally handled  Ac-

ally trained advertising agency Tor a better result to be achieved

Most importantly, question o (9) revealed that the goods provided Tor adver-
fising achivities of the company s adequate considering that above 100% of the re-
spondents agreed with this position. With regand to relevant advertisig principles,
theones and concepts, il is very important and ol necessity 1o provide adeguate adver-
tsing budgets to carvy oul advertising activities appropriately
From question ten (1), H0% ol the respondents ageed that ther company s adve -
tisement reach s tuget audience Plhis reveals that the company adverbsement s
eflective and eflicient

But i question cleven (1), 80% ol the respondents aureed that the company
applied sclective advertising stratesy while 20% ol the respondents agreed that it ap-
plied infensive advertising strategsy in carrying out s marketing activities. This is also
ur line with relevant knowledge theories and princples ol marketing

Question twelve (12) and thirteen (13) revealed that the company’s advertise-
ment influence customer patronage ol the company’s products And that the rite of
patronage is mgh on the of the costomers. Vssentially, it entails that the company’s
advertisement is very cllfective and cilicient as it mlluences then patronages

Also, questions tourteen (1) and fifteen (15) revealed that the company’s adver-
tisement effectively inercases its sales and that by between S0% - 75% crease in
sales. This shows that the company’s advertisement is ellicient and elective and that it
has achieved its destred objective(s)
From questions sixteen (16) and seventeen (17), it shows that the COmpiny carned ot
other promotional activities such as personal scfling, sales promotion and publicity.
Therefore, the mercase m sales of the company and other successes of the company

cannot be attnbuted to advertisement only This is also i line with relevant marketing
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knowledge, prncples and theories
[n question cighteen (18) the respondents indicated that the company s advertisement
eflect on customer patronage in adequate as compared to other company i the ndus-
lry

However, question nneteen (19) and twenty (20) revealed that the company
advertise its Magei cube product reputarly more than its other products and also that
customers pattonise Maget cubes most than any of the company’s products

And linally, question twenty-one (21) shows that the company s advertisement
is done contmuously This s also i hae wath relevant marketig principles and theo-

res
52 DISCUSSION OF CUSTOMER/DISTRIBUTOR QUESTIONNAIRE -

From question one (1), it shows that ol the company [or more than 11 years. That
is they have a long standing trading relationship with company and theretore, they
would have a sound knowledge ol every activities and operational management of the
compiny

FFrom question twa (2), about 60% ol the respondents revealed that they get to
know the company through advertisement while 40% ol the respondents was through
refations. This indicated that the company’s advertisement is effective

Also guestion theee (3) and Tour (4) shows that the company docs is advertise-
ment mamly through Television and that the leguency ol s advertisement rated o be
on weekly basis. This can be said to be adequate and that 1t complics with relevant

-rnn‘rkc(ing and advertising theories and principles

Question five (5), revealed that the customers 15 patronage of the company as
purposely because ol the quality of s products. Tt was also revealed that customet
patronage was mlluenced by the company’s advertisement on the other hand. This isin
compliance with relevant knowledpe of marketmg, that s, product qualily and creation
ol awareness Tor praducts s very essential w the market place

In both question six (6) and seven agrees that the company’s advert induces os
mlluenced them to buy the products And that above 60% ol the respondents rated the

company’s advertisement (o be eflective
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Both questions cight and mne (9) indhcated that customers patronises Maggi
cubes mostly among other products. About 80% ol the respondents rated the patron-
age the company’s products as compared to other companies product to be very oftenly
patronised

Also in question ten (10) about 80% ol the respondents rated the quality of the
company’s products to be very high This confirms the ngh rate ol patronage of the
company’s products and which is in comphance with relevant marketing theories, con-
cepts and principles .

Most importantly, in question eleven (1), about 60% ol the respondents re-
veaded that the velationship between management stall ol the campany amd the custom-
ers is very cordial. Inessence, it shows the pubhic relation aspect ol the orgamisation is
effective and efficient and this can also be said to be one of the reasons for ngh patron-
age of the company marketing theories, concepls and principles

Most importantly, in question eleven (11), about 60% of the respondents re-
vealed that the relationship between management stall ol the company and the custon-
ers is very cordial. Inessence, it shows the public relation aspect of the organisation is
cllective and cflicient and this can also be said 1o be one of the reason [or high patron-
age ol the company by customers. This 1s also in compliance with relevant marketing

theories and principles.

From both questions twelve (12) and thirteen (13), 1t shows that 100% of the
respondents agreed that the company s advertisement can influence other customers to
buy more of the profits. And finally, all the respondents agreed that the company should

apply all the following, recommendations where necessary

i) Increase advertisement budpets,
by  Carry out appropriate and mtensive advert,
¢)  Use appropriate and adequate media,

d) Should engage the service of competent advertising agency
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53 PROOF OF HYPOTHESIES

Hypothesis |

Ho - Advertising does not have a positive impact on consumer patronage of
Nestle

Food products
H, - Advertising has positive impact on consumer patronage of Nestle Food
Products
Management Favourable Unfavourable Total

Questionnaire

Question 12 20 . 20)
(:)nmilim\ |3 20 - 20
Question 14 20 21
Question 18 20 20

Customer/Distributor

Questionnaire

Question 2 12 8 20
Question 5 4 16 20
Question 6 20 () 20
Question 7 20 (0 20
Question 12 20 0 20
Total - IS“(I A 24 180
FFavourable 150 X 100 8067
180) |
Unlavourable 24 X 100 13.33%
80 I

From the above tabulation and caleulaton of the related questions in Manaue-

ment and Customer/Distributor Questionnaires, it reveals thiat magority of the respond-
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ents, that s, 86 - 67% favoured the alternative Hypothesis (1), wihale 13 33% ol the
respondents favoured the null hypothesis (o). Therefore, 1t has been proved that the
alternative hypothesis (H1) which states that “advertismg has a positive impact on
consumer patronage of Nestle Food Products should be aceepted And furthermuore,
the null hypothesis (Ho), which states that “advertising does not have a positive impact

o consumer patronage ol Nestle Food products should be rejected

Hypothesis 11 '
Lo - Advertising does not increase consumer patronage, 1 e increase sales off
Nestle Food Products
1 - Advertising mcreases consumer patronage, e increase sales of Nestle Food
Products

Management Gvourable Unflavourable  lotal

Questionnaire

Question 10 20 - 20
Question 12 20 20
Question 13 20 : 20)
_ Question 14 20 - 20
Question 15 12 3 20

Customer/Distributor

Questionnaire

Question 5 i | O 20)
Question O ) Q) 21)
Question 7 20 §] 20
Cueshion |2 20 §] 20
Total 170 24 200
= TFavourable 170~ 100 88%
200« ]
Unfavourable 20 100 2%

200 |



Fram the above tabulation and calculation ol related questions m the questionnaire, it
shows that majority in the questionnaires, it shows that majority of the respondents,
that is, 88% ol the respondents favoured the alternative Nypothesis (111, while 12% ol
the respondents favoured the null Hypothesis (Ha). Henee, it as been proved that the
alternate hypothesis (111) which states thal “Advertismg mercases consumer pation-
age, e nercase sales of Nestle Food products should be aceepted. However, the null
hypathesis which states that “Advertising does not increase consumer pationage, 1 ¢

merease sales of Nestle Food products should be rejected
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CHAPTER SIN
SUMMARY, CONCLUSION AND RECONMNMENDATIONS

This chapter summarised the relevant aspects of the research study and armived
at some meaninetul and vselul conclusions: And finally, the chapter also advanced some
reconmendations for management naplementation to atbam a preater herght i manage-

ing its marketing activities espectally promotion and adverising

G 1 SUMMARY

This rescarch study was conducted to review the impact ol advertising on con-
sumer patronages i Food and average mdustry with a particular reference to Nestle
Food Ple. The mtroductory stage of the study highhighted the statement to the problem,
objective ol the study, significance of the study, scope of the study, statement of Hy-
pothesis, and limitations ol the study

Vatious refated works of renowned authors, professionals, and experts were re-
viewed as puide and framework o conducting the rescarch study. A survey method was
used in collecting data usmyg mstrvments such as personab inlerview and questionnaires
Relevant data were oblained, analysed and interpreted. The results of the study were
discussed and formulated hypothesis were proved This lead to the acceptance of the
alternative hypothesis which state, that,
1) Advertising has a positive impact on consumer patronage of Nestle Food
products,
1) Advertising mercases consumer patronage, 1 ¢ merease sales of Nestle Food

product

Therclore, the null hypothesis were rejected
Jlowever, conclusions were deawn Brom the results discussed and recommenda-

tions were made among which, is that management of Nestle Food Ple should intensity
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cllorts i therr marketing strategies and should utilise relevant and appropriate channel/

media in advertising their product to reach then tanget audience

6.2 CONCLUSIONS

In the cowrse ol this rescanch, the mvestigator brought together eritical analysis

«
of the views ol some renowned authors, experts and professionals with regard to ad-
vertising and its implication on customer patronage And throughout the study 1t was
acknowledged that most of the company’s advertising activities and the related mar-
keting cfforts had senous napact on consumer patronage. These were mconlormuty

wilh the relevant prmciples, theories and practices emphasised by the authors, experts
and prolessionals
Most importantly, it was proved and justified that the company  carried out ad-
verhising adequately and appropriately usmg retevant media/channel to get to ther 1ar-
y,ci audience. However Television as a channel was more utilised than other channels
There was a clear mdications m the stady that the advertising, activities of the company
was successiul in as much as it was proved that 1t actually influenced and motivated
customer attitudes with tespect to buying, ol the company’s products. That is, the in-
crease in sales of the company was attributed 1o the effective and ellicient advertising
ol the company, though not absolutely. This s because some other factors were also
responsible especially putting into consideration some other relevant marketing strate-
gics applied by the company
[t was observed that Maggr Cube product had more patronage than other products of
the company but the reason for tis development cannol he casily established  Also it
swas established than the relationship between the company’s personnels and the cus-
tomers/distribution weie very cordial and this also enhanced the company's sales level
andd put it better position e the mduostry. This can also be advanced as one of the magor
reasons lor the customer’s patronage and mcrease in sales ol the company
From the study it was gathered that company’s advertising stratesy was more of selee-
tive than imtensive or specific and that can be traced 1o be the reason why some prod-
ucts, were advertised more than the others. However, the advertising progranimes of

the company is contimous activity while it has been estabhshed 1o be efiective and
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ellicient. The study is also revealed that the company’s advertising activities were car-

ried oul to achieve relevant business objectives, namely,

a)  profit making,
b)  creation of positive image
c) mereasimg market share

d) .- customer cducation

Finally, it was established that the advertising: budget provision of the company
was adequate to accommodate every necessary advertisimg activities m achieving the
business goals of the company. This is a clear pointer o the fact that the company’s

advertisement 1s very regular, that is, at least once a week as indicated by the study

RECOMMENDATIONS
From the Tcts obtimncd m tas stady, the rescarcher deemed it necessary 1o adl-

vance the following sugp

)

estions to gande the management of Nestle Food Ple for efli-
cient and eflective marketing management especially in arcas of advertising. Among
whuch are:

a) It has been observed that the Food and Beverage mdustry is experiencing still’
competriion wihile merease moamarket share has been the focus of very competing
companies in the industry. Therclore, Nestle Food Ple should mtensify its elforts
through the use of result onented marketing strategies which entails utilisation of
relevant and appropriate channel/media on advertising its products to reach the target
ol audience.

b)  Although Nestle Food Ple utilised other promotional strategies as revealed in
the study, but the company should design a sustionable, viable and long-tun promo-
tional programmes that goes beyond the boundary ol advertising This should an
actionable and result-oriented promotional strategies which focuses on the appropr-
ate target market as the refevant audience. These promotional strategies in essenee
should be such that can be casily momitored, evaluated and controlled

¢)  They company should design a viable and ellective management information

system to enhance its acquisition ol virde information necessary for planning promo-



tonal activitics and progranumes

dy 1 has been mivrmed that the company’™s performance m terms of sales with
respect to promotion especially advertising is better than other companies i the
mdustry. That not withstanding, the company should strive harder to obtain more of
the market share and this can be done through agpressive marketing strategies which
gntatls other marketing mix apart from promotional strategics

¢)  The company should not relent ws ellorts m providing, adequate budgets Tos
relevant marketing activities and programmes, so as (o be able to achieve its strategic
objectives within desired penod of e This require appropniate and adequate
allocation and utithsation of avarlable resourees by the company’s management
personnels

) The company should design and implement intensive promotional strategies
that embraces the company product mix to enhance posttive attributes and image for

the products w view ol the stllUcompetition mothe mdastey
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MANAGEMENT QUESTIONNAIRE

Dept. ol Business Adnumstration,
Faculty of Adnamstraton,

Kongo Campus,

AB LU Zana

20th August, 1998

Dear Su/Madam,

I am a post graduate student of the above menboned mstitution conducting an
academic based rescarch on *The Review ol the Impact of Advertising on Consumer
Patronage i Food and Beverage Industry”, using Nestle Food Ple as a case study This
is purely an academic exercise in partial fullilment of the requirement for the award of

Masters of Business Admmmstration (MBA)

Please be kind enough to [l the attached questionnaire, assurmg you that your re-
sponses will be (reated m absolute confidence. Thanking you i anticipation ol your

mmmense contiibution to the course ol advancement of knowledge in this regard

Yours fathiudly,

a2 AL Ajibola.
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Please lick (v") lhe answers you consider niosl suitable and appropriate.

3)

)

a)

1)

b)

Status of oflicer responding

Lower nutnagcmcnl
Middle management
lop management

I low long have you been with | his company?

| - | years rj~—]

b) 0- 10 years [Z I

c) Il -ISyears Q ~ () 16 = 20 years
20 years and above, Q 3]

Does your company advertises its products’

a Yes 1 1

Ifyes, through which

a) Radio
e) Magazines Q *

| low often does your
Weekly (Z Z] b)
Monthly Q ~-J e)

a. No [ 1

media/channel

VA/\ N N
XI

b) Television p ~j d) Newspaper Q ]
d) Others (specify) Q J
company advertise’

Daily | I d) Port nightly

Others (specify). |[——1

What is your company's advertising objcclive(s)?

Profit oriented \

1 b) Image making c) Increased market share

Customer educalioij 1 e) Others (specify)

Who is responsible for advertising?

The board of directors
Personnel depl

b) finance Depl c)
e) MaiketingDe.pl.

[) All of Ihe above

Production Depl.
I) Others (specify)

474021


http://MaiketingDe.pl
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8 Doces your company carry oul ils advertising through an agency?

a) Yes Iy) No

9 How adequate is the proviston ol your company’'s advertising, budgets”?
a) Very adequate h)  Adequate  ¢) Below adequate

by  Not adequate ©) NO conment

10, Doces your company’s advertiscment reach s targel audience?
a)  Yes by  No

11 What mode of advertising does your company carry”?
a)  Intensive h) Seclective ¢) Spealy ) others (specily)

12, Do you think your company s advertisement influences customer patronages
ol your products?
a) Yes b) No

-

Il yes, rate, their responses toward your company’'s advertisement.
a)  Very ligh by  thgh o) Low d)y Moy low
b)  No comment.

14, Do you think that your company’s advertisement increases your sales”?
a).- Yes by No

IS Wadverisement mercases your sales, by what percentage”
a) 0-24% by 25-49% ¢)  S0-T1% dy 7S - 100%,

16 Does your company carry oul other promolional activities?
a) Yes bh) No
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i)
b)

a)
i)

20

21

i)

Which of these promotional activities does your company carry out ofienly”?
Advertising b)  Personal sellimg, ¢)  Sales promotion
Publiciy ¢) Others (specity) 1) Al ol the above

Compare the effect of youy company’s advertisement on costome:
patronage to other companies in the same industry with you

Most ellective h) Mose ellective ¢)  Less elleclive
Cannot say ' o

Which ol your company’s products do your company advertise regularly?

a)  Maggt cubes h) Noddies

¢) Milo d) Nescale

Which of your company’s products do your customers patronise nost?
a)  Maggr cubes b) Noddles
¢) Milo d) Nescale

Your company’s advertisciment is
Contmual by Scasonal

Thank you



CUSTOMER/DISTRIBUTION QUESTIONNAIRYE

Dept of Business Aduumistration,
Faculty of Admmistration,

Kongo Campus,

AB L Zata

20th August, 1998 S

Dear Su/Madam,

Fam a post graduate student of the above mentioned institution conducting an
academic based research on “The Review ol the limpact of Advertising on Consumer
Patronage in Food and Beverage Industry™, usig Nestle Food Ple. as a case study This
is purely an acadenuce exercise i pastial fullilment ol the sequaement (or the award of

Masters of Busmess Adonmstzation. (MBA)

Please be kind cnough to Tl the attached questionnaire, assuring you that your re-
sponses will be treated m absolste confidence. Thanking you i anticipation of your

mnense contribution to the course ol advancement ol knowledee w tas regad

Yours Fnthitully,

Isianka AL Ajibola.
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h)

~

a4)
hj
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Please tick (/) the answers you consider most suitable and appropriate

How Long have you been a customer/distributor of Nestle Food products?
I -5 years by G- 10 years c¢) 1= 18 yers
o= 15 years ¢) 20 years and above

How did you get to know this company”
Irends b) Relations ¢) Stall
Advertisement ) Others (spectly)

s trongh advertisement, through winch ol the media?

Rado L) Television ¢) Newspaper  d) Magazines
Others (specily)

How frequently do you notice the company's advertisement”

a) Daily by Weekly ¢) Fortmgehly =~
Monthly ¢) Others (specily)

You patromse the company because ol i1s?
F.ocation b) Quality Products ¢) Personnel
Advertisement  ¢)  Others (specily)

Does the company’s advertisement make you purchase its products”?
Yes by No

How will you rate the company's advertisement”
Very ellective by Lllective

¢)  Nat ellective d)  No comment

Which of the company’s products do you patronise most”?
a)  Maggr cubes b} Noddles

¢) Milo d)  Nescale
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9 Compare your patronage ol the company's products to products ol other compa-
mies i the ndustry?

a) very ollen bh) Ollen ¢) Nuot olien

I)  Nocomnmenl

10 How will you rate the company's products?
a)  Very high b) Tligh ¢) Low d) Very low
b)  No conunent.

11 The rclationship between management stafl and customers is?
a)  Very cordial b)) Not cordid ) Cordl
b)  No comment

13 Do you think the company s advertisement can influence other customers (o buy
“more of their products?
a) Yes b) No

Fg. 1 No, what do you adwvice”

a)  Increase advertising budgets

b) Do appropriate and infensive advertising,

¢)  Useappropiate and adequate media

d)  Enogage the service ol compaetent advertising agency
¢y Al ol the above

Thank you



