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CHAPTER ONE
INTRODUCTION
1.1 	Background to the Study
Advertising presents the most persuasive selling message to the right prospects for a product or service at the least possible cost (Dogudje, 2009). According to Kankarofi (2009) any company that doesn’t advertise will die hence, the need for corporate/business organizations to sufficiently appreciate the place of advertisement in the survival of their business. Kaufman (1980) asserts that “advertising is not chemistry, with rules and laws that, if followed with reasonable precision, will lead to predictable results every time. In other words, it’s not a panacea that can restore a poor product or rejuvenate a declining market; it is not a substitute for sound business judgment nor is advertising merely the words and pictures that appear in newspapers and magazines, on billboards and on television screens (Kankarofi, 2009). 
According to Robinson, cited in Ashkan, (2016) advertising is a prominent feature of modern business operations. One can encounter advertising messages, while watching TV, reading magazines, listening to the radio, surfing the internet, or even simply while walking down the street, as advertisement has a stimulating influence on purchasing behavior of the customer. This mammoth surge of advertisements from every possible source is basically to fulfill the urge of marketers to reach to a large number of people so that their product may receive optimum exposure. In addition,  Ashkan, (2016)   asserts that the role of this mass mode of communication in creating brand loyalty, deterring entry and consequently increasing sales revenue and profits of the organization and causing impact on the business cycle has been emphasized at various points of time by different studies {Ozga, (1999); Sundarsan,(2007)}.
Broadly speaking, according to Greunes, Kamershcen, and Kllin,(2000), the role of advertising expenses in an economy can be classified under two heads. According to one school of thought, advertising increases profits and reduces consumer welfare by creating spurious product differentiation and barriers to entry. While the other school of thought focuses on the informative character of advertising, which makes markets more competitive and reduces profits by informing the customers about prices and quality (Greunes, etal.,2000).
In the pre-historic era, advertisement appeared in the form of Egyptian papyrus with the information of the upcoming sale of a slave. Advertising in those days was presented by written or oral announcement touting a particular product or service. The oral advertising was spread by some sort of barker. Besides papyrus scrolls and wax boards, the written advertising was embodied in inscriptions on roadside rocks, as well as on buildings. As nowadays, there was a promotion of almost everything - olive oil and amphorae to keep the oil, oxen, horses and other livestock, tools and weapons (Frolova , 2014) . However, advertisement would probably would not have  expanded so much, without the  era of mass communication. The first impetus for this was typography. Another important development was the invention and subsequent spread around the world of the art of photography in the mid- 19th century. A photograph has served as an irrefutable proof of benefits of the advertised product. (Presbrey, 2009). 
Meanwhile,  the most important developments in the global advertising business were made in the 20th century. It is no exaggeration to say that the 20th century was the “century of advertising”- at that time there were profound changes and innovations in the field of technology and advertising. It was the 20th century when advertising became this so popular – primarily due to the unprecedented growth rate of world industrial production, as well as due to the appearance of more and more sophisticated means of creating and distributing advertisements: multicolor printing, analog and then digital radio, television, satellite communications, and finally, computers and the Internet. Advertising is day to day becoming more professionally organized and more quality performed (Presbrey, 2009).In spite of the import and evolution on advertising,  one cannot deny the fact that ultimate function of advertising expenses is to promote sales revenue. That is why every organization with the expectation of earning return is investing millions of naira or dollars on this mode of marketing communication (Ashkan, 2016).
Advertising can be a veritable source of sales promotion to insurance company who wants to improve on their sales performance and ultimately leverage on the power of advertising. Marketing has been considered as an isolated part from its old image and it has become one of the tasks with insurance business profitability goals. Production, sales and marketing should be together to get the best results(Aduloju, Odugbesan.
Shahram et al (2013) argues that one of the most important factors of marketing in service organizations is advertising. Commercial advertising is a process of communication creation with customers. So that relying on the advantages and benefits and positive features of a product or service does penetrate in thoughts and mental 

1.2 	Statement of Research Problem
[bookmark: bookmark=id.30j0zll][bookmark: bookmark=id.1fob9te][bookmark: bookmark=id.3znysh7]The insurance industry has been bedeviled by several challenges and threatened its existence. At the initial stage, many Nigerians did not understand the industry. The quota the sector contributed to the country’s GDP at a point was below 1%, prompting the government’s minimal recognition of the industry as an efficient contributor to the financial sector. There was also a low awareness of the need for insurance for the public. In addition to this was a poor regulatory framework and inevitably, the public, (which was supposed to be the insurance market), lost confidence in the sector (Odunmoray, 2015).  Besides, according to Ojumah (2013) insurance penetration in Nigeria is still very low, compared to acceptance levels in other countries. Insurance industry been a service industry and Nigeria been a developing country, there is need to align advertisement benefit to the industry growth and performance in term of advertising cost(Odunmoray, 2015).
Nigeria been a middle-income, mixed economy and emerging market, The state of the insurance industry, in 2015 the total asset from an extract from business day was 793.6billion compare to the banking sector  aggregate  credit to the domestic economy at end-January 2015 of  N17.28 trillion, when measured on month-on-month basis and the total asset N27.58 trillion   while the total premium in the insurance industry as at July 2016 is  350 billion compare to the total asset of the  banking sector of N27.43 trillion and the total banking sector credit to Nigeria economy of  N15.7 trillion.
 As march 2016 total government  asset was 18.2 trillion while the total contribution of the insurance industry to national Gross domestic product is 0.6 percent in 2013 while in 2014 the percentage contribution was still below 1% to Nigeria gross domestic product lagging behind some sub Sahara African countries. For south Africa, the contribution of the insurance sector is 15% to the their gross domestic product while Kenya in 2013 their insurance sector contribute 3.4 % to its economy.
Moshiri (2016), points out that the Nigeria oil and gas sector in 2016,  accounted for 20 billion dollars out of the 600 billion dollars investment in the global oil and gas industry in 2014.When you look at the age structure of those likely to take life insurance products between age  15 -64 you have N106,043,377 compare to the total life policy premium income for the industry N108,576,192,000 for 2014 extract from insurance digest of 2014 . The total market capitalization as at may 2017 is 9.718 trillion, insurance company capitalization 28.9 billion, January 16, 2017 business day it was stated that average insurance stock price performance  0.67 while other insurance companies stock price stagnate below N1. Agabi (2015) argue that   data from the  Nigerian Insurers Association released within the year showed that the government only contributes 25 percent to the N300 billion gross insurance premium in 2012 and the 2013 and 2014 figures may not be radically different when they’re ready(Moshiri (2016). 
provide, as well as the rights and obligations that result from an insurance contract. From our research findings, it was discovered that the most common reasons for not having an insurance policy is “unawareness of its benefits”. The Nigeria Insurance Industry Report (2016) Government effort over the years have yielded little gains, as series of recapitalization and enactment of compulsory insurance  have still not developed the sector.
It is based on the aforementioned that this study intends to evlaute and accesses the impact of advertisement on the performance of insurance industry in Nigeria, with a special focus on five selected insurance forms (AIICO Insurance, Anchor Insurance Limited, Capital Express Assurance, Cornerstone Insurance Plc. and Consolidated Hallmark insurance plc). 
1.3 	Research Questions
1. What is the impact of person- to- person insurance policy campaign on sales volume of insurance firms in Nigeria?
2. To what extent is the effectiveness of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria?
3. How has advertising impacted on insurance product awareness in Nigeria?
1.4 Objectives of the Study
The general objective of the study is to examine the impact of advertisement on the performance of insurance industry in Nigeria, the specific objectives are stated below;
1. To examine the impact of person- to- person insurance policy campaign on sales volume of 
insurance firms in Nigeria.
2. To examine the effectiveness of electronic advertising /promotional activities on sales volume of 
insurance firms in Nigeria.
3. To understand and measure the impact of advertising on insurance product awareness  in Nigeria
1.5   Research Hypotheses
Hypothesis One
Ho: Person- to- person insurance policy campaign does not have impact on sales volume of insurance firms in Nigeria.
H1: Person- to- person insurance policy campaign does not have impact on sales volume of insurance firms in Nigeria.
Hypothesis Two
H1: There is no significant effect of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria.
Ho: There is significant effect of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria
Hypothesis Three
H0: Advertising does not have significant impact on insurance product awareness in Nigeria.
H1: Advertising does  have significant impact on insurance product awareness in Nigeria.
1.6 	Significance of  the Study
First and foremost, the study is significant because of its expected usefulness to formulators of insurance policy in Nigeria. Since the enactment of the first insurance legislation in 1961, several insurance policies and guidelines have been formulated, and new insurance regulations enacted to encourage the development and sustenance of insurance consciousness and awareness and ensure the penetration of insurance in Nigeria. Most of these policies and laws have failed to achieve the desired objectives. This study will serve as an eye opener to policy makers by revealing the current level of insurance awareness and factors influencing or militating against the cultivation of insurance awareness/habit in Nigeria. It will also guide them in the formulation and implementation of appropriate insurance policies and enactment of insurance laws that will bring insurance services nearer to the people at the grassroots and inculcate good insurance consciousness and habit into the Nigeria populace. Thus, this study will assist policy makers in formulating policies that conforms to the objectives of enhanced growth and productivity of the Nigerian economy.
Academic Purpose
This study will also be of much use to students and lecturers of insurance, actuarial science, banking, finance and economics, and other researchers who may wish to carry out further studies on impact of insurance or investment of insurance funds or other related topics. The study will serve as a ready-made database for them to begin with. The study will also serve as a further contribution to knowledge in the areas of insurance, banking, finance and national economic development. It will be particularly useful to foreigners who may need to study the development of insurance business in Nigeria as one of the leading developing countries of Africa and the investment opportunities available.
General Public
To the general public, the significance of this study is very crucial because it will enable the general public to better understand the insurance industry and help them to take a decision of taking any type of insurance policy that suit their needs. It also encourage the development of good insurance culture, awareness and penetration of insurance in the rural and urban sectors, the study will help to increase the level of patronage of insurance products, understanding of the benefits of insurance as a financial solution to risks, and the deepening of the density of insurance, and as an efficient savings, credit and investment mechanism. This will in turn lead to increase in the number of insurance policyholders, increase in volume of insurance business, gross premium income, increased contribution to the Gross Domestic Product and economic growth and wellbeing of the populace.
1.7 	Limit and Scope of Study
The study covered advertising as the independent variable and sales performance as the dependant variable, it is limited to the Nigeria insurance sector, We are measuring performance in term of sale of insurance products, attractions of investor to patronize insurance share. This will ensure increase capacity to underwrite risk on all part of our economic both oil and non oil risk, development of the sectors to perform  and enhance our fragile infrastructural through the use of advertisement.
The issue of arriving at actual capital to write insurance business will continues to be an issue in Nigeria but if adequate measure is taking to advertise the sector in this regard to general public on opportunities and benefit, there will be mad rush to invest and the industry will be better for it
The study will depend on both primary sources, questionnaire for gathering data and secondary data like journal, textbook and online sources. Our primary limitation is reluctant of insurance companies to response to our questionnaires and also general public are also reluctant to fill our query.
 There is also the cost consequent of travelling to all the part of the country to examined broad knowledge of insurance and not being able to ascertain the number of life assured in the Nigeria insurance industry. Research  material are limited in scope and also you have few sources you can reviews also lack of accurate statistics is also an impediment. The tool of persuasion was intensively use to lure respondent to responds to our query and will still implore researcher to do same.
1.8 	Operational Definition of Terms
The following terms are defined in line with its use in this study.
Life insurance penetration: This is total life insurance premium divided by gross domestic product.
Non-Life insurance penetration: This equals total non-life premium divided by gross domestic product.
Total Insurance penetration: This equals total life and non-life insurance premium divided by gross domestic product.
Insurance Density: This equals total premium of insurance of life and non-life insurance divided by total population.
Advertising: According to Arens (2004:7), advertising is the structured and composed non-personal communication of information, usually paid for and usually persuasive in nature, about products (goods, services or ideas) by identified sponsors through various media.
Impact: The Oxford Advanced Learners Dictionary defines impact as the powerful effect that something has on something or somebody.
Market: the set of all actual and potential buyers of a product or service. Kotler and Armstrong (2007:7). 
Brand: This is a name, term, symbol, design, mark or a combination of these that identifies the product of a manufacturer or differentiates it from those of competitors. Nwaizugbo (2004:113)
Brand awareness: Is an issue of whether a brand name comes to mind when consumers think about a particular product category and the ease with which the name is evoked. Shimp (2000:8)
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