CHAPTER FOUR
DATA PRESENTATION, ANALYSES AND INTERPRETATION
4.0  	Introduction 
This section presents the analysis and interpretation of data collected for the research study. The data collected was based mainly on field survey through questionnaires administration. Out of one hundred and twenty (120) questionnaires distributed to   five insurance firm employees, a total of one hundred and fifteen (115) copies were returned. However, about 7 were wrongly filled; hence one hundred and eight (108) were used for the analysis. This represented 90% of the total copies of questionnaire administered. 
Therefore, hundred and eight (108) questionnaires were used for the data analysis of this study and analyzed with Statistical Package for Social Sciences (SPSS)  20.0 for computing the percentage distribution analysis and Chi Square (χ2).All completed copies of the questionnaires were properly edited and used for testing of hypotheses of this study. The percentage of responses presented in tabular form showed the number of responses’ and the corresponding percentage of each alternative. The method used in analyzing the data was  chi-square, and percentage and frequency distribution analysis. 
Table 3.1 No of Insurance Firms Survey 
	No
	Firms Surveyed
	No of Instruments Returned

	1,
	AIICO Insurance,
	20

	2
	Anchor Insurance Limited, 
	20

	3
	Capital Express Assurance, 
	28

	4
	Cornerstone Insurance Plc.
	20

	5
	 Consolidated Hallmark insurance plc). 
	20

	Total
	
	108



4.2  	Presentation of Results                                                                                                               
4.2.1 	Respondents’ Characteristics and Classification       
This section covers the socio-demographic data of the respondents such as sex, age; marital status, length of service, grade levels, religion, official status as well as educational qualification. These data were analyzed and interpreted. 
	Table 1: Distribution of the respondents according to Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	65
	60.1
	60.1
	60.1

	
	Female
	43
	39.9
	39.9
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field survey, 2025
INTERPRETATION
Table 1 above shows that 65 percent of the respondents are male, the other 43 per cent of the total respondents are female. The result of the study suggests that more of the respondents are   male. That is, there are more males than the female respondents in this st
	Table 2: Distribution of Respondents according to Age 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Below 20yrs
	2
	1.8
	1.8
	1.8

	
	21-30
	60
	55.5
	55.5
	57.3

	
	31-40
	38
	35.1
	35.2
	92.5

	
	41-50
	8
	7.4
	7.5
	100.0

	
	Total
	108
	100
	100
	


Source: Field survey, 2025
INTERPRETATION
From the responses from the questionnaire, about 1.8  percent of the respondents fall below 21 years, 55.5  percent of the respondents fall within the age bracket of 21 – 30 years while 35.1 percent of the respondents are within 31 – 40 years age bracket while 7.4  per cent of the total respondents are within the age bracket of 41-50. The result suggest that majority of the respondents which corresponds to about 94 per cent of the total population are adult and fall within the bracket of the age required for this study. 
	Table 3:Distribution of  Respondents according to  Educational Level of 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	OND/NCE
	35
	32.5
	32.5
	32.5

	
	HND/B.Sc
	57
	52.7
	52.7
	85.2

	
	Post Graduate
	16
	14.8
	14.8
	100.0

	
	Total
	108
	100.0
	100.0
	

	
	
	
	
	
	






Source: Field survey,2025
INTERPRETATION
From table 3 above, the result shows that 32.5 percent of the respondents are OND and NCE holders while about 52.7percent of the respondents are HND and B.sc holders while only about 14.8 percent of   the respondents are postgraduate. The result suggests that about 100 percent of the sampled population have formal education from SSCE and above.

	
Table 4:Distribution of Respondents according to Marital status 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Single
	69
	63.0
	63.0
	63.0

	
	Married
	36
	35.0
	35.0
	98.0

	
	Widowed
	3
	2.0
	2.0
	100.0

	
	Total
	108
	100.0
	100
	


Source: Field survey2025

INTERPRETATION
From table 4 above, the result shows that 63percent of the respondents are not married yet; that means they are single.35 per cent are married while about 2 percent of the respondents are bereaved of their spouse. This indicates that they are widowed. The result suggests that about majority of the respondents are married.
	Table 5:Distribution of  Respondents according to  Length of Experience

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	5 years and below
	65
	60.1
	60.1
	60.1

	
	6-10 years	
	20
	18.5
	18.5
	78.6

	
	11– 15 years 
	16
	14.9
	14.9
	93.5

	
	21 – 25years
	7
	6.5
	6.5
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field survey, 2025
INTERPRETATION                                                                                                                              
The table 5 above suggests that 60.1 percent of the respondents have worked for five years and below in their organization. About 18.5 per cent have worked within 6 to 10 years while about 14.9 percent and 6.5 per cent have worked within 11 years to 25 years. This result suggests that majority of the respondents have worked for the organization within 5 years.
	Table 6:Distribution of Respondents Official Job Status 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Junior
	57
	52.8
	
	53.0

	
	Senior
	32
	29.6
	
	82.0

	
	Management
	19
	17.6
	
	100.0

	
	Total
	108
	100.0
	
	


Source: Field survey, 2025
INTERPRETATION
From the above result, it can be deduced that about 53 percent of the sampled respondents have junior members of staff in the Bank. 29 percent of the sampled population belongs to the senior staff cadre of the Bank while 18 percent of the total respondents belong to managerial position. The result suggests that almost all the levels of management in the insurance industry are well represented in this research study.
	Table 7:Distribution of Respondents according to Departments

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Administrative
	9
	8.3
	8.3
	8.3

	
	Human Resource
	28
	25.9
	25.9
	34.2

	
	Product &Services
	37
	34.2
	34.2
	68.4

	
	Sales/Marketing
	16
	14.9
	14.9
	83.3

	
	Others
	18
	16.7
	16.7
	100.0

	
	Total
	108
	100.0
	100.0
	


[bookmark: _GoBack]Source: Field survey, 2025
INTERPRETATION
The above result suggests explicitly that about 8.3 percent of the sampled respondent’s administrative members of staff in the firm. 25.9 percent of the sampled population belongs to HR department in insurance industry  while 34.2 percent of the total respondents belong to products & services. Meanwhile about 14.9 per cents of the respondents belong to the 
Sales/marketing department however, 16.7 per cent belong to other department.  The result suggests that almost all the department. 
4.3.1 Analysis of Respondents Based on Relationship between advertising and performance of insurance industry in Nigeria
Research Question One: What is the impact of person- to- person insurance policy campaign on sales volume of insurance firms in Nigeria?
	Table 8: I have seen insurance markets in my neighborhood several times

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agree
	19
	17.6
	17.6
	17.6

	
	Strongly Agreed
	87
	80.6
	80.6
	98.1

	
	Undecided
	2
	1.9
	1.9
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field Survey, 2025
INTERPRETATION
The table 8 above shows that 19(17.6%) respondents agreed that they have seen insurance marketers in their neighborhood several times. About 87(80.6%) respondents strongly agreed that they have seen insurance markets in my neighborhood several times. However, about 2(1.9%) respondents disagreed that they have seen insurance marketers in my neighborhood several times. From the table above, most of respondents agreed that they have seen insurance marketers in their neighborhood several times. This suggests therefore they that insurance firms through their marketers have renewed efforts to sensitize the public about their products.
	Table 9: Marketing insurance products have become very rampant

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	59
	54.6
	54.6
	54.6

	
	Disagreed
	4
	3.7
	3.7
	58.3

	
	Strongly Agreed
	43
	39.8
	39.8
	98.1

	
	Strongly Disagreed
	1
	.9
	.9
	99.1

	
	Undecided
	1
	.9
	.9
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field survey, 2025
INTERPRETATION
As regards the question to determine if Marketing of insurance products have become very rampant, about 59(54.6%) respondents agreed that Marketing insurance products have become very rampant, about 4(3.7%) respondents disagreed that Marketing insurance products have become very rampant. Furthermore, about 43(39.8) respondents further confirms that Marketing insurance products have become very rampant with about 43 strongly agree. 1(0.9%) respondent each however strongly disagreed and undecided respectively about the ranpant nature of marketing of insurance products in Nigeria. The findings imply that Marketing insurance products have become very rampant.
	Table 10: People often subscribe to life policy of Insurance firms in Nigeria

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	40
	37.0
	37.0
	37.0

	
	Disagreed
	12
	11.1
	11.1
	48.1

	
	Strongly Agreed
	44
	40.7
	40.7
	88.9

	
	Strongly Disagreed
	3
	2.8
	2.8
	91.7

	
	Undecided
	9
	8.3
	8.3
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field survey, 2025
INTERPRETATION
Table 10 shows that about 40(37%) respondents agreed that People often subscribe to life policy of Insurance firms in Nigeria 44(40.7%) respondents strongly agreed that People often subscribe to life policy of Insurance firms in Nigeria. However, about 12(11.1%) percent of the population studied disagreed   that People often subscribe to life policy of Insurance firms in Nigeria while about 3(2.8%) per cent 7(8.3%) per cent strongly disagreed and undecided that People often subscribe to life policy of Insurance firms in Nigeria. The result therefore suggests that the majority which is about 80 percent of the respondents agreed that people often subscribe to life policy of Insurance firms in Nigeria. 
	Table 11 Insurance firms have renewed interest in advertisement of their product through marketers

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	43
	39.8
	39.8
	39.8

	
	Disagreed
	3
	2.8
	2.8
	42.6

	
	Strongly Agreed
	46
	42.6
	42.6
	85.2

	
	Strongly Disagreed
	5
	4.6
	4.6
	89.8

	
	Undecided
	11
	10.2
	10.2
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field Survey, 2025
INTERPRETATION
The distribution above shows that 43(39.8%) respondents agreed that Insurance firms have renewed interest in advertisement of their product through marketers. About 3(2.8%) respondents disagreed that Insurance firms have renewed interest in advertisement of their product through marketers. However, about 46(42.6%) respondents strongly agreed Insurance firms have renewed interest in advertisement of their product through marketers, while about 5(4.6%) respondents disagreed and 11(10.2%) respondents undecided that Insurance firms have renewed interest in advertisement of their product through marketers. The above findings suggest 90 per of respondents believe that Insurance firms have renewed interest in advertisement of their product through marketers. This further implies that Insurance firms have renewed interest in advertisement of their product through marketers.
	Table 12: I am satisfied with the improvement in insurance policy through marketing of their products


	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	39
	36.1
	36.1
	36.1

	
	Disagreed
	19
	17.6
	17.6
	53.7

	
	Strongly Agreed
	36
	33.3
	33.3
	87.0

	
	Undecided
	14
	13.0
	13.0
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field survey, 2025
INTERPRETATION
Table 12 shows that 39(36.1%) respondents agreed that  they are  satisfied with the improvement in insurance policy through marketing of insurance products. 19(17.6%) respondents disagreed that they are  satisfied with the improvement in insurance policy through marketing of insurance products.. About 36(33.3%) respondents strongly agreed that  they are  satisfied with the improvement in insurance policy through marketing of insurance products.. However, 14(13%) respondents are undecided about the statement that they are satisfied with they are  satisfied with the improvement in insurance policy through marketing of insurance products. From the above data distribution, it is evident that they are satisfied with the improvement in insurance policy through marketing of insurance products.
Research Question Two: To what extent is the effectiveness of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria?
	Table 13: I see more of insurance product o TV often

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	36
	33.3
	33.3
	33.3

	
	Disagreed
	1
	.9
	.9
	34.3

	
	Strongly Agreed
	70
	64.8
	64.8
	99.1

	
	Undecided
	1
	.9
	.9
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field Survey, 2025
INTERPRETATION
Table 15 shows that 36(33.3%) respondents agreed that they see more of insurance products on  TV often. Though 0.9 per cent disagreed however, about 70(64.8%) respondents strongly agreed that that they see more of insurance product on TV often. 1(0.9%) per cent of the total sampled population surveyed were undecided about the effectiveness of insurance products advertised on TV. The findings from the above data distribution, suggest that that they see more of insurance product o TV often.
	Table 14: Electronic advert have a wider audience reach

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	35
	32.4
	32.4
	32.4

	
	Disagreed
	15
	13.9
	13.9
	46.3

	
	Strongly Agreed
	45
	41.7
	41.7
	88.0

	
	Strongly Disagreed
	3
	2.8
	2.8
	90.7

	
	Undecided
	10
	9.3
	9.3
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field Survey, 2025
INTERPRETATION
Table 14 shows that 35(32.4%) respondents agreed that Electronic advert have a wider audience reach.10 per cent disagreed that Electronic advert have a wider audience reach. About 45(41.7%) percent strongly agreed that Electronic advert have a wider audience reach. However, 15(13.9%) percent strongly disagreed Electronic advert have a wider audience reach, while 10(9.3%) per cent are undecided about the reach of Electronic advert have on insurance products. The findings suggest that Electronic advert have a wider audience reach.
	Table 15: Paid advert of insurance products have a positive impact on insurance products

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	47
	43.5
	43.5
	43.5

	
	Disagreed
	6
	5.6
	5.6
	49.1

	
	Strongly Agreed
	44
	40.7
	40.7
	89.8

	
	Strongly Disagreed
	3
	2.8
	2.8
	92.6

	
	Undecided
	8
	7.4
	7.4
	100.0

	
	Total
	108
	100.0
	100.0
	


Source; Field Survey, 2025
INTERPRETATION
Table 15 shows that 41(43.5%) respondents agreed that Paid advert of insurance products have a positive impact on insurance products. 6(5.6%) respondents disagreed agreed that Paid advert of insurance products have a positive impact on insurance products while about 44(40.7%) per cent strongly agreed that agreed that Paid advert of insurance products have a positive impact on insurance products. However, 3(2.8%)  percent strongly disagreed  and 8(7.4%) per cent were undecided about the  statement that agreed that Paid advert of insurance products have a positive impact on insurance products. The findings from the data distribution above suggest that agreed that Paid advert of insurance products have a positive impact on insurance product
	Table 16: The effects of paid electronic insurance advets cannot be uantified.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	44
	40.7
	40.7
	40.7

	
	Disagreed
	11
	10.2
	10.2
	50.9

	
	Strongly Agreed
	35
	32.4
	32.4
	83.3

	
	Strongly Disagreed
	8
	7.4
	7.4
	90.7

	
	Undecided
	10
	9.3
	9.3
	100.0

	
	Total
	108
	100.0
	100.0
	


Source; Field Survey, 2025
INTERPRETATION
Table 16 shows that 42(40.7) respondents agreed that the effects of paid electronic insurance adverts cannot be quantified. 11(10.2%) respondents disagreed that the effects of paid electronic insurance adverts cannot be quantified. About 35(32.4%) percent strongly agreed that the effects of paid electronic insurance adverts cannot be quantified. However, 8(7.4%) percent and 11(10.2%) strongly disagreed and strongly disagreed while 10(9.3%) per cent of the respondents surveyed were undecided about the statement that the effects of paid electronic insurance adverts cannot be quantified. The result implies that the effects of paid electronic insurance adverts cannot be quantified.
	Table 17: The insurance industry performance have experience growth based on their electronic adverts

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	39
	36.1
	36.1
	36.1

	
	Disagreed
	58
	53.7
	53.7
	93.5

	
	Strongly Agreed
	4
	3.7
	3.7
	39.8

	
	Undecided
	7
	6.5
	6.5
	100.0

	
	Total
	108
	100.0
	100.0
	


Source; Field Survey, 2025
INTERPRETATION
From table 17, about 39(36.1%) respondents agreed that the insurance industry performance has experienced growth based on their electronic adverts. 4(3.7%) respondents strongly agreed that the insurance industry performance have experience growth based on their electronic adverts. About 58(53.7%) respondents disagreed that the insurance industry performance has experienced growth based on their electronic adverts. However, 7(6.5%) percent were undecided about that the insurance industry performance have experience growth based on their electronic adverts.The implication of the data distribution above is that the insurance industry performance have experience growth based on their electronic adverts.
Objective One 
To examine the impact of person- to- person insurance policy campaign on sales volume of insurance firms in Nigeria.







Tales 23 Summary of chi square results on  sales volume of insurance firms in Nigeria.
	Variables

	O

	E

	O-E

	(O-E)2

	(O-E)2/E


	
	Agreed
	178
	100
	78
	6084
	60.84

	
	Disagreed
	33
	100
	-67
	4489
	44.89

	
	Strongly Agreed
	251
	100
	151
	22801
	228.01

	
	Strongly Disagreed
Undecided
	8
30
	100
100
	-92
-70
	8464
4900
	84.64
49

	
	
	
	
	
	
	467.38

	
	Total
	500
	500
	
	
	



Expected value = Total observation
                  Numbers of variables
=  100   = 20*5=100
       			      	        5  


X2 	=      
Where: ∑= the parameter to be estimated
X2  =  	chi-square distribution
fo = 	the actual number
fe = 	the expected number       
  χ2 = 467.38
df = (r-1)(c-1)

Where df = degree of freedom
            r = 4	
c = 2
 (5-1)(2-1)
 (4)(1)
df =4
χ2 tab(3, 0.05) = 9.488
At  4  degree of freedom at 0.05 level of significance, the chi-square tabulated value χ2 = 9.488(Gujarati, 2005).
DECISION RULE:
 If the chi-square calculated (χ2cal) is greater than the critical or tabulated value (χ2tab); we accept the alternative hypothesis H1 and reject the null hypothesis H0 and then conclude that the research hypothesis is false. 
CONCLUSIONS: 
From the computation above, the chi-square calculated is 467.38 while the chi-square tabulated is 9.488. Thus, the chi-square calculated is greater than chi-square tabulated. We therefore reject the Null hypothesis and accept the alternative and conclude that there is statistically significant relationship between Person- to- person insurance policy campaign and sales volume of insurance firms in Nigeria. This implies that Person- to- person insurance policy campaign  has positive impact on sales volume of insurance firms in Nigeria.
.Objective Two
To examine the effectiveness of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria
Table 24 showing summary of chi square result of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria
	Variables

	O

	E

	O-E

	(O-E)2

	(O-E)2/E


	
	Agreed
	170
	100
	70
	6074
	56.84

	
	Disagreed
	33
	100
	-67
	4489
	44.89

	
	Strongly Agreed
	259
	100
	159
	22810
	229.01

	
	Strongly Disagreed
Undecided
	16
22
	100
100
	-92
-70
	8464
4900
	84.64
49

	
	
	
	
	
	
	425.26

	
	Total
	500
	500
	
	
	



Expected value = Total observation
                  Numbers of variables
=  100   = 20*5=100
  			      	        5  


X2 	=      
Where: ∑= the parameter to be estimated
X2  =  	chi-square distribution
fo = 	the actual number
fe = 	the expected number       
  χ2 = 425.26
df = (r-1)(c-1)
Where df = degree of freedom
            r = 4
c = 2
 (5-1)(2-1)
 (4)(1)
df =4
χ2 tab(3, 0.05) = 9.488
At  4  degree of freedom at 0.05 level of significance, the chi-square tabulated value χ2 = 9.488(Gujarati, 2005).
DECISION RULE:
 If the chi-square calculated (χ2cal) is greater than the critical or tabulated value (χ2tab); we accept the alternative hypothesis H1 and reject the null hypothesis H0 and then conclude that the research hypothesis is false. 
CONCLUSIONS: 
From the computation above, the chi-square calculated is 425.26 while the chi-square tabulated is 9.488. Thus, the chi-square calculated is greater than chi-square tabulated. We therefore reject the Null hypothesis and accept the alternative and conclude that there is significant effect of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria. This implies that electronic advertising /promotional activities has statistical significant effects on sales volume of insurance firms in Nigeria.
Objective Three
To understand and measure the impact of advertising on insurance product awareness in Nigeria.
Table 25 showing summary of chi square result of the impact of advertising on insurance product awareness  in Nigeria
	Variables

	O

	E

	O-E

	(O-E)2

	(O-E)2/E


	
	Agreed
	151
	100
	70
	6074
	45.76

	
	Disagreed
	42
	100
	-67
	4489
	32.46

	
	Strongly Agreed
	234
	100
	159
	22810
	24.76

	
	Strongly Disagreed
Undecided
	25
22
	100
100
	-92
-70
	8464
4900
	83.34
62

	
	
	
	
	
	
	375.34

	
	Total
	500
	500
	
	
	



Expected value = Total observation
                  Numbers of variables
=  100   = 20*5=100
       			      	        5  


X2 	=      
Where: ∑= the parameter to be estimated
X2  =  	chi-square distribution
fo = 	the actual number
fe = 	the expected number       
  χ2 = 375.34
df = (r-1)(c-1)
Where df = degree of freedom
            r = 4
c = 2
 (5-1)(2-1)
 (4)(1)
df =4

χ2 tab(3, 0.05) = 9.488
At  4  degree of freedom at 0.05 level of significance, the chi-square tabulated value χ2 = 9.488(Gujarati, 2005).
DECISION RULE:
 If the chi-square calculated (χ2cal) is greater than the critical or tabulated value (χ2tab); we accept the alternative hypothesis H1 and reject the null hypothesis H0 and then conclude that the research hypothesis is false. 
CONCLUSIONS: 
From the computation above, the chi-square calculated is 375.34 while the chi-square tabulated is 9.488. Thus, the chi-square calculated is greater than chi-square tabulated. We therefore reject the Null hypothesis and accept the alternative and conclude that there is significant impact of advertising on insurance product awareness in Nigeria.. This implies that advertising has positive ad significant impact on insurance products in Nigeria.
4.3   Discussion of Findings.
The study examined the impact of advertising on performance of insurance industry in Nigeria with a view to understanding and measuring the impact of advertising on sales volume, product awareness and person-person campaign technique of the industry.
The study found that insurance firms through their marketers have renewed efforts to sensitize the public about their products while marketing insurance products  was found to  very rampant beased on person to person campaign. Meanwhile,. based on te majority which is about 80 percent of the respondents agreed that people often subscribe to life policy of Insurance firms in 
Nigeria. Furthernore, More than 90 per of respondents believe that Insurance firms have renewed interest in advertisement of their product through marketers. This further implies that Insurance firms have renewed interest in advertisement of their product through marketers.From the analysis of  data distribution, it is evident that they are satisfied with the improvement in insurance policy through marketing of insurance products and the findings also  suggest that that they see more of insurance product o TV often. The results also show that electronic advert have a wider audience reach. Meanwhile from the data distribution above suggest that agreed that Paid advert of insurance products have a positive impact on insurance products.
In related findings, according to the respondents, effects of paid electronic insurance adverts cannot be quantified while insurance industry performance  was found to have experienced growth based on their electronic adverts.
Further findings suggest that the advertising has impacted greatly on insurance product awareness in Nigeria, meanwhile  the insurance products and their benefits have become well know to the public due to adverts corroborating the initial findings that  the  use of advert has enhanced insurance products awareness in Nigeria.
The study also found that t advertising insurance products has positive impact in insurance products sales while emphasizing the effects of advertising on the increase sales of insurance products suggesting that that Increase in insurance products awareness through adverts has greatly improved.. 
Objective One: To examine the impact of person- to- person insurance policy campaign on sales volume of insurance firms in Nigeria
From the computation above, the chi-square calculated is 467.38 while the chi-square tabulated is 9.488. Thus, the chi-square calculated is greater than chi-square tabulated. We therefore reject the Null hypothesis and accept the alternative and conclude that there is statistically significant relationship between Person- to- person insurance policy campaign and sales volume of insurance firms in Nigeria. This implies that Person- to- person insurance policy campaign  has positive impact on sales volume of insurance firms in Nigeria. This findings corroborates the findings of Consolata N. Ochieno(2013)who found in his study on the advertising campaign especially person to person campaign has positive impact and are capable of generating increase sales for insurance industry in Nigeria. This is possible because of the power of advertising either in the print, electronic or through direct person to person marketing. Advert persuade prospective insurance policy subscriber to engage their service eve when they were not initially persuaded to do so.
Objectives Two: to examine the effectiveness of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria 
From the computation above, the chi-square calculated is 425.26 while the chi-square tabulated is 9.488. Thus, the chi-square calculated is greater than chi-square tabulated. We therefore reject the Null hypothesis and accept the alternative and conclude that there is significant effect of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria. This implies that electronic advertising /promotional activities has statistical significant effects on sales volume of insurance firms in Nigeria. The findings affirms the findings of Cameron,(1998) and Krasz, (2004) who found that Organizational growth performance is also negatively influenced by the loss of organizational knowledge and memory possessed on the one hand by those who are in the management cadre and, on the other hand, by the efforts of the marketers on the field, however electronic advert has become quite phenomenal in increasing organizational products sales. Usually those companies who engage in electronic marketing for their for the purpose of sales volume always have their hands full  which on the long run engenders the improvement experience by firms during products differentiation process.The positive impact of electronic adverts on insurance products sales and volume  captures the power of electronic media and the impact of persuasive adverts,
Objective Three: To understand and measure the impact of advertising on insurance product awareness in Nigeria
In an attempt to find out the impact of advertising   on insurance products awareness in Nigeria,a chi sqare analysis was employed , which the result shows that advertising has a positive impact on insurance product awareness in Nigeria. From the computation above, the chi-square calculated is 375.34 while the chi-square tabulated is 9.488. Thus, the chi-square calculated is greater than chi-square tabulated. We therefore reject the Null hypothesis and accept the alternative and conclude that there is significant impact of of advertising on insurance product awareness in Nigeria.. This implies that advertising has positive ad significant impact on insurance products in Nigeria
This findings corroborate Cameron,(1998), Cascio,(2002) and Krasz, (2004) who found that  advertising can improve organizational sales both in volume and in  richness of awareness across the population. It has been found to reduce negative perception of organization behavior. 
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