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ABSTRACT
This study evaluates the effectiveness of advertising expenses on the sales revenue and profitability of Unilever Nigeria Plc. This study is based on secondary data collected for advertising expenditure, sales revenue and profitability of Unilever Nigeria Plc over the period of 1996 to 2009 from the annual report and accounts of the company under study. Among the objectives of the study is to evaluate the extent of the effect of advertising on the sales revenue of the company. Correlational and regression analysis study designs were adopted for the study. The contribution of the first hypothesis has found that advertising expenses has depicted significant relationship between advertising and the sales revenue of the company. Furthermore, the second hypothesis result has shown that advertising has no significant effect on the profitability of the company. This study concluded that advertising is considered as one of the most important medium of communication influencing the company’s performance in more than one ways. But its influential strategic important could be suppressed by other factors which also try to receive equal attention at time of deciding any sales and profitability strategy. It is therefore recommended that not only advertising should be given adequate attention while formulating strategies relating to sales revenue and profitability promotion policy. Other factors which are crucial to increase sales revenue and profitability such as; sales promotion, personal selling, publicity etc which are crucial should be considered.




CHAPTER ONE
INTRODUCTION
1.1         Introduction
Modern marketing calls for more than developing a good product, pricing it attractively and making it accessible. Companies and individuals must also communicate with present and potential stakeholders, and the general public. For most companies and individuals, the question is not whether to communicate but rather what to say, how to say it, to whom and how often. But communication gets harder and harder as more and more companies clamour to grab the consumer’s increasingly divided attention. To reach target markets and build brand equity, holistic marketers are creatively employing multiple form of advertising.
In Nigeria over the years, companies and individual service providers have been trying to improve on the creativity in their adverts so as to meet world standard and again create the necessary awareness that a product needs.
1.2       Background of the Study    
Advertising is a form of communication intended to persuade its viewers, readers or listeners to take some actions. It usually includes the name of a product or service and how that product or service could benefit the consumer, by persuading potential consumers and customers to purchase or to consume that particular brand. Modern advertising developed with the rise of mass production in the late 19th and early 20th centuries.
Advertising could also be seen as an element of a marketing communications program. It is usually not the only one-or even the most important one in terms of building brand equity. The marketing communication mix consists of six major modes of communication.
1.         Advertising:  Any paid form of non personal presentation and promotion of idea, goods or services by an identified sponsor.
2.         Sales promotion:  A variety of short term incentives to encourage trial or purchase of a product or service.
3.         Events and Experiences:  Company sponsored activities and programs designed to create daily or special brand-related interactions.
4.         Public Relation and Publicity:  A variety of programs designed to promote or protect a company’s image or its individual products.
5.         Direct Marketing:  Use of mail, telephone, fax, e-mail or internet to communicate directly with or solicit response or dialogue from specific customers and prospects.
6.         Personal Selling:  Face-to-face interaction with one or more prospective purchasers for the purpose of making presentations, answering questions and procuring orders.
The above listed are the elements of a marketing communication mix of which advertising is one. Therefore, the researcher wants to really find out the role that advertising plays in the mix hence, the topic “The Impact of Advertising on the Sales Performance of Consumer Goods”. A case study of Unilever Nigeria plc and proffer a solution applicable in this present time to ensure that advertising impacts positively on sales.
1.3       Statement of the Problem
The purpose of this research work is to thoroughly evaluate the impact of advertising in relation to performance in sales and create strategies that will commensurate with increased sales due to the use of advertising of products and services of consumers goods.
1. One of the major problems today in many companies is how to strike balance between advertising and profitability.
2. Another problem facing some firms is how to design an advert strategy that will yield increase in sales.
3. Some organizations are also confronted with how and when to draw up and effect the strategies that concern advertising of their products.
4. The problem of effective management of adverts in a way that will bring economic value to the organization is also involved
1.4       Objectives of the Study
The objectives of this research work are to:
1. Identify various advertising strategies that will be useful for the management in decision making.
2. Evaluate the advertising strategy that will increase sales turnover.
3. Find out whether advertising is impacting positively or negatively to sales.
4. Find out how the company that is Unilever Nigeria Plc determines its advertising model
1.5       Research Questions
The following research questions have been developed:
1. How can an organization use advertising to stimulate consumers?
2. Does effective advertising lead to increase in sales performance positively?
3. Does your advertising commensurate with product satisfaction?
4. What advertising strategy does your company use to control its market value?
1.6       Statement of Hypothesis
Kerlinger F. (1976) defines hypothesis as a conjectural statement of a relationship between two or more variables. Hypotheses are usually gotten from research questions/problems and can be regarded as tentative solutions to research questions. Therefore, the researcher will test the following hypotheses
Hypothesis I
Null hypothesis (H0):  Advert cost will not have a positive impact against sales revenue
Alternative Hypothesis (H1):  Advert cost will have a positive impact against sales revenue
Hypothesis I1
Null hypothesis (H0):  Effective advertisement will not have a positive impact on profit
Alternative Hypothesis (H1):  Effective advertisement will have a positive impact on profit
1.7       Significance of the Research Study
This research work has much significance but some of them are:
1. This research work will improve and expand the knowledge and understanding of the researcher on issues surrounding or pertaining to advertising
2. It will provide relevant information for management of any organization in making decision related to advertising.
3. It will help in seeking solution to all problems that arise from poor advertising.
1.8       Justification of the Study
The research work is rightly carried out because of the following reasons:
1. It will educate, especially advert personnel on how adverts are really impacting to company’s goods and services, sales revenues.
2. It will serve as reference material to any scholar/student who is willing to know or to add to his/her knowledge and insight of what the real impact of advertising is.
1.9       Scope of the Study
It is generally known that advertising covers a wide range area, but for the purpose of this research work, it will be limited to studying the impact of advertising on the sales performance of consumer goods in Unilever Nigeria plc.
Thus, effort will be made towards finding out if the advertising cost of Unilever Nigeria Plc is either positive or negative on revenues and profit of the organization. The researcher intends to find out by looking into a ten year period of performance by the organization.
1.10                 Definition of Terms
1. MARKETING: This is the task of creating, promoting, and delivery of goods and service to consumers and businesses.
2. PRODUCT:  Anything that can be offered to a market to satisfy a want or need.
3. PRICE/PRICING:  This is the amount of money for which goods or services is brought or sold, as selected by the company as final price from its range of prices.
4. COMMUNICATION:  this is the act of delivering and receiving messages from people. This includes newspaper, magazine, radio, Television e.t.c.
5. ADVERTISING:  A form of Communication intended to persuade its viewers, readers, or listeners to take some actions on a product or service.
6. STRATEGY:  These are plans designed to achieve a long term aim and objectives.
7. SALES TURNOVER:  This is the rate at which goods are sold.
8. CONSUMER:  Is a person who buys goods or services that is, the final person who uses a product.
9. SATISFACTION:  It is a feeling of fulfillment that is gotten from the use of a product.
10. COMPANY:  This is referred to as a firm. That is, commercial business.
11. MANAGEMENT:  An act of managing (i.e planning, staffing, controlling etc) all resources available to the business for the achievement of goal and objective of a company.







CHAPTER TWO
2.0 LITERATURE REVIEW 
2.1 CONCEPT OF CONSUMER PRODUCT C.P
	According to Philip kotter (2003) defined consumer as a product is generally any tangible product for sale that is used for personal family, household or non-business purpose to determine whether an item is a consumer product requires a factual finding, on a case-by-case basis this will vary from one jurisdiction to another as an example, the united states Consumer Product Safety Act (CPSA) enacted in 1972 by congress has as extensive definition of consumer product any article or component part therefore, product or distributed 
i. For sale to a consumer for use in or around a permanent or temporary household or residence, a school, in recreation. Or otherwise,      
ii.  For the personal use, consumption or employment of a consumer in or around a permanent or temporary house hold or residence, a school in recreation, or otherwise, but such term does not include:
Any article which is not customarily produced or distributed for sale to or use or consumption by, or employment of consumer. It then goes on to list eight additional specific exclusions and some further miscellaneous detail. America started manufacturing consumer product to create more jobs and get people to start spending so the government could raise money this while consumer products may be seen as those not essential to life, they are nonetheless along and crucial component of the US economy the production and sale of consumer goods in an important sector of US GDP and creating employment consumer products will generally be less expensive than professional grade goods, but will lack the durability letter product class, and will reach obsolescence quicker
2.2	TYPES OF CONSUMER PRODUCT CP
Robert Apple by (2005) define a consumer product “anybody that is at the end of production. Ugochi (2005) also defines a consumer as “those people who uses goods and services for the direct satisfaction of their wants” What specifically is a consumer Product?  A consumer product is a product bought by final consumers for personal consumption. But not every consumer product is the same there are four different types of consumer products. Marketers usually classify consumer products into four types of consumers products.
1. Convenience Products 
2. Shopping products 
3. Specialty products                    
4. Unsought product
These four types of consumer products all have different characteristics and involves a different consumer purchasing behavior. Thus, the types of consumer products differ is the way consumers by them and for that reason in the way they should be marketed.
Convenience Products: Among the four of consumer products that Convenience Products is bought most frequently. A Convenience Products is a consumer product or service that customers normally but frequently, immediately and without great comparison or buying effort. Example include articles such as Landry detergents, fast food, sugar and magazines as you can see, Convenience Products are those types of consumer products that are usually low-priced and placed in many locations to make them reality available when consumers need or what them.
Shopping products: The second of the 4 types of consumer products is the Shopping products are a consumer product that the customer usually compares on attributes such as quality, price and style in the process of selecting and purchasing. Thus, a difference between the two types of consumer products presented so far is that the Shopping products is usually less frequently purchased and more carefully compared therefore, consumers spend much more time and effort in gathering information and comparing alternatives. Types of consumer products that fall within the category of Shopping products are furniture, clothing used cars, airline services etc. As a matter of fact, marketers usually distribute these types of consumer product through fewer outlets but provide deeper sales support in order to help customers in the comparison effort.
Specialty products: Number three of the 4 types of consumer products is the Specialty products. Specialty products are consumer products and services that unique characteristics or brand identification for which a significant group of consumers is willing to make a special purchase effort. As you can see, the types of consumer product involve different levels of effort in the purchasing process the s Specialty products requires a special purchase effort but applies only to certain consumers. Example include specific cars, professional and high prices photographic equipment, designer clothes etc. A perfect example for these types of consumer products is a lamborghim in order to buy one a certain group for buyer would make a special effort for instance by travelling great distances to buy one however, Specialty products are usually compared against each other Rathew the effort must be understood in terms of other factors. Buyers invest for example the time needed to reach dealers that carry the wanted products to illustrate this look at the lamborghim example the one who wants one is immediately convinced of the choice for a lamborghim and would not compare it that much against 10 other brands.
Unsought product: the 4 types of consumer products also include Unsought product. Unsought product are those consumer products that a consumer either does not know about but does not consider buying under normal conditions. This, these types of consumer products consumers do not think about normally at least not until consumer become aware of them. Other examples of these types of consumer products are life insurance, pre-planned funeral service etc. As a consequence of their nature, Unsought product require much more advertising, selling and marketing effort than other types of consumer products.
2.3	CONCEPT OF ADVERTISING 
According to research concentrating on the advertising viewpoint, advertising is an important tool which companies use to directly persuade buyers and public (Kotler 1994) which method of advertising could be divided into the firms, direct and indirect method.
Direct method: is aimed at a particular target of market or audience for example students, house wives’ youth or the age group, those directed to youth and newly married couple may be advertised on cinema screen, this is due to the fact that this people attend cinema regularly. Direct advertising may involve personal cells to the special group to which the appeal is directed.
Indirect method: appears to the general public and not a particular target or audience. It is used to advertise products that are consumed by almost every group of people e.g bread, omo, Milo etc.
ROLE OF THE ADVERTISING AGENCY 
Business organization that wishes to advertise through a chose in media will often do it through advertising agencies due to the fact that advertising is a specialist person or company 
The advertising agencies for this our study includes: promo serve agencies 
· Insight communication agencies 
· Layer limited agencies 
· Rasa will be advertising agencies 
· Musical advertising agencies 
· Mc and E advertising 
The agencies are entitled to 20% commission on the business they handle. The advertising companies will decide on a more appropriate and suitable media and device to use the advertising agencies device clients on advertising strategies supervision advertising production and buy media space and time to use
2.4	TYPE OF ADVERTISING 
The modern advertising was created with the technique introduced with tobacco advertising in the 1920s by Edward Bernays in 2015, the world spends an estimated distribution for 2017 is 40.4% on TV, 33.3% on digital, 9% on newspapers, 6.9% on magazine 5.8% on outdoor and 4.3% on radio 
There are various ways in which advertising can be classified 
· The functional advertising
· The reminder advertising
· The prestige advertising
· The humorous advertising
· The descriptive advertising
Functional advertising: This is generally a forceful and dynamic advertising which is aimed at sticking note in an attempt to convey some agency of action to the readers. It also stresses the product or services advertised it leads to be short, sharp and snappy.
Reminder advertising: Once a product been established, the need for descriptive advertisement becomes less important that the need constantly keep the product in the mind of the purchases, because of the competitive nature of the market with similar product.
Prestige advertising: this is the kind of public relation activities where the advertiser is much more concern with the long-term effect of the advertisement 
Humorous advertising: this type of advertising is very controversial because buying is a serious decision and people do not laugh their way into it, but despite this, there is example of humorous advertisement.
COMMERCIAL ADVERTISING OBJECTIVE 
Advertising traditional objective is to increase sales, it also has other specialized goals such as:
a. Modifying it such as was as to stimulate sales 
b. Increase acceptance of a product, idea a service 
c. Create good will 
d. To maintain brand loyalty 
e. To build business image 
f. To introduce new product 
To complete it is the aim of companies to organize campaign in order to combat road in the firm’s market shares.
2.5	ADVERTISING MEDIA 
According to (Hoskins, Mc fadyen and finn, 2004; Piscard 1989) advertising media is a informing, persuading reminding and adding value to assist other company effort that any media can be used for indirect advertising. Advertising is done through the following media:
a. Cinema
b. Television 
c. Newspaper 
d. Radio 
e. Poster and hand bill 
f. Catalogues
g. Free sample 
h. Window dressing 
i. Mechanical devices 
Cinema: advertising is done on the cinema screen during the internals between films or just in the beginning of the film show 
Television: advertising through the television is a very effective way of reaching the people who has access to television programme that attract the target numbers of viewers and place their advertisement during such programmes. Television advertising is aimed at reaching the general audience.
Newspaper and magazine: are the main print media of advertising, the types of newspaper or magazine to advertise a particular product will depend on these types of products the potential buyer and the type of coverage and circulation public in Nigeria are ideally advertising in a national newspaper or magazine like daily time new Nigeria or punch manufactures to advertise their product. 
Radio: this is about the most effect medium of advertising in Nigeria, it has become a powerful advertising tool medium. In the 1940s and 1950s, radio was the dominant. Medium of advertising message because its total cost is relatively low and there are so many stations to choose from. Also, radio offers the advertiser great flexibility and a degree of demographic selectively. The most unique feature of radio as in advertising communication device as its ability to create sounds with special effect that stimulated a person imagination mind to thinking 
Poster and handbill: this has impression on the diagram and pictures display in large boards. They are usually exhibited at strategies place in town or cities 
Catalogues: they are booklet containing arranged product their uses and prices. This from of advertisement is deal from manufacturer in other countries or cities.
Window dressing: it is a method of arranging and displaying certain goods in the shop window. It is sometimes undertaken by people specialize in window dressing. The goods display is arranged in a way such that it will be easily removed and given to those who want them sometimes owner of the product is advertiser on the manufacturers, cooperate in the display land come display material to advertiser 
Mechanical Device: Advertising through mechanical device make use of electrical devices or technical which easily capture that attention of the public and in some cases bright light are used to reflect certain movement which project the nature and image of such product



CHAPTER THREE
3.0	RESEARCH METHODOLOGY 
3.1	RESEARCH POPULATION AND SAMPLES 
Research population implies the total number of people or organization in specified geographical area that are understudies. The research population for the study is the entire MILO product of nestle Nigeria limited was selected as a case study as among all entire consumer’s production in Nigeria market such as Nasco biscuit, peak milk, viju milk industry, Yale biscuit, Coca-Cola, 7up, five alive. Among others in Nigeria. The aspect deals with the effect of advertising on sales of consumers product. The population of this research work would be the total number of the consumer’s product department in nestle Nigeria limited. Because of the limitation will base on Milo a product of nestle Nigeria limited, Ilorin kwara state branch. A sample size 200were chosen been through random method. A user of every customer was chosen at random to avoid bushes arising from personal choices sampling limit random sampling was adopted because it is the best method it is research work.
3.2	RESEARCH DESIGN 
This chapter is about research design the relevance of research design in many empirical research cannot be over emphasized in that if funs the basic of the validity if research findings hence, a clear understanding of a research design offers advantage of the possibility of a study being replicated by other researchers who may wish to do so consequently the method so use in conducting this study as well analysis of data needs be clearly stated.
3.3	DATA COLLECTION METHOD 
The data collected for this research work is analyzed and interpreted to make the representation clear. The data is analyzed in term of a tabular from to make further understanding of the statistical table the method data analysis adopted by the researchers in both descriptive and deductive method by descriptive method the data in the table without adding extra words or comments. The adopted method of analysis with narrative and explain what cannot be seen in the data presentation 
3.4	ADMINISTRATION OF INSTRUMENTS 
The instruments (Questionnaire) were administered by hand only and this involves physical respondent to supply information to the questions prepared and this was supported with person interview to obtained meaningful information for the study
The questionnaire of each four (4) divisions in which only 100 participated with 80 questionnaires being only filled and returned to the researcher 
3.5	METHOD OF DATA ANALYSIS 
The method used in presenting data for the researcher work was table presentation method all information collected was prepared for analysis to clearly see and comment on the research the method use in analysis of data was chi-square method, the chi-square method can be used to determine the probability that differentiate in the number of expected and observed number of the cases following to each in order to determine whether these individual item are distributed the two hypothesis formulated were tested using chi-square method and result of finding reveal or shown which of hypothesis formulated was accepted and which are rejected the formula for chi-square method denoted as follow.
X2 = ∑ (of – ef )/ef 
Were 		X2 	= 	Chi-square 
Of 	= 	Observed value 
Eve	= 	Expected value 
∑ 	= 	Summation
CHAPTER FOUR
4.1 BRIEF HISTORY OF MILO ADVERTISING
Milo is a chocolate and malt powder that is mixed with hot or cold water or milk to produce a beverage popular in many parts of the world. Produced by Nestlé, Milo was originally developed by Thomas Mayne in Sydney, Australia in 1934. It is marketed and sold in many countries. Most commonly sold as a powder in a green tin, often depicting various sporting activities, Milo is available as a premixed beverage in some countries, and has been subsequently developed into a snack bar and breakfast cereal. Its composition and taste differ in some countries.
In 1934, Australian industrial chemist and inventor Thomas Mayne developed Milo and launched it at the Sydney Royal Easter Show. Milo began production at the plant located in Smithtown, near Kempsey on the North Coast of New South Wales. The name was derived from the famous ancient athlete Milo of Croton, after his legendary strength
4.2 	TYPES AND ATTRIBUTES OF MILO
The attributes of Milo are as follows:
Nutritional Attributes:
1. Milo contains 1,680 kJ (402 calories) in every 100g of the powder, mostly from carbohydrates, mainly sugar. Carbohydrates can be used for energy by the body, which is the basis of Milo being marketed as an energy drink.
2. Milo dissolved in water has a Glycemic Index (GI) of 55, the same as Coca-Cola. However, milk has a much lower GI of 30 - 33, so mixing a very small amount of Milo into a mug of milk yields an overall GI closer to 33, and mixing a large amount of Milo into a mug of milk will give a GI closer to 55. 
3. The Milo website states that the drink is high in calcium, iron and the vitamins B1, B2, B6, B12. Milo is advertised as containing "Actigen-E", but this is just Nestlé's trademarked name for the vitamins in the Milo recipe. 
4. Milo contains some theobromine, a xanthine alkaloid similar to caffeine which is present in the cocoa used in the product. 
Others attributes are:
1. Milo contains mineral and vitamin
2. It contains nutrient
3. It is energy boosting drink
4. vitamin A for healthy eye sight.
5.  vitamins B1 and B2 to help release energy from foods. 
6. Vitamin C to keep skin and gums in good shape.
4.3	REASONS FOR ADVERTISING MILO 
a. Raised Revenue: The goal of advertising is to boost the business's bottom line. Advertising achieves this objective in direct, yet often subtle ways. For instance, one technique of advertising is instilling a sense of inadequacy in the consumer that can only be rectified when he purchases the company's good or service. Tactics such as these compel people to buy the item, improving profits. Susan K. Jones, author of the book, "Business-to-Business Internet Marketing," explains that companies measure the effect of advertising on profits by analyzing how much is spent on ad campaigns and comparing this figure to the earned revenue post ad campaign. This ratio is also used to assess the most profitable outlets for advertising. Jones explains how commercial email, for instance, generates a higher return per dollar than non-email Internet marketing.
b. Brand Loyalty: Advertising instills a sense of brand loyalty. The depiction of a product in an advertisement conveys images, ideals and a personality that matches the targeted demographics. By closely aligning these values, consumers better relate to the product. Businesses bank on the belief that this emotional connection translates to the person buying the product. For example, an advertisement for an Italian-style scooter might show a young 20-something enjoying a coffee on the streets of Italy. This depiction may resonate with young women, compelling them to connect (and ideally, purchase) this product.
c. Product Awareness: Advertising also serves to inform the consumer about a product's features, purpose and functionality. This is especially crucial for companies unveiling new and innovative products. Companies purveying technical items with complicated features often release advertisements of individuals exploiting the use of these items. Examples of ads that create product awareness include brochures, online pop-up tutorials and how-to videos.
d. Increased Market Share: Another reason for advertising is to increase the company's market share of a given industry. Upon increasing the number of loyal consumers, the company has flexibility with the product's price elasticity. Simply put, the company can raise prices with less reaction from customers. A tactic used to increase market share may entail creating ads negating the value of the competitor's products. Commercials showing "test studies" of efficacy of products vs competitors is one example of this type of advertising.
4.4	ADVERTISING MEDIA EMPLOYED FOR MILO
Advertising Media is the means of making the products known to the consumers. Thus, the media adopted or employed for Milo are:
1. Direct mail
2. Newspapers and magazines
3. Radio advertising
4. Television advertising
5. Film advertising
6. Outdoor advertising
7. Window display
8. Fairs and exhibition and 
9. Special advertising
1. Direct Mail: this is one of the oldest types of advertising media. Under this method message is sent to the prospective buyers by post. A mailing list is prepared for this purpose. Circular letters, folders, calendars, booklets and catalogues are sent under this type of advertising. In the sales letter an appeal is made to the buyer separately.
2. Newspapers and magazines: these are the important from of press advertising, newspapers are the most effective and powerful medium of advertising newspapers contain valuable information with regard to different current events.
3. Television Advertising: this is latest and the fast development medium of advertising, and is getting increased populate these days. It is more effective as compared to ratio as it has the advantages of sound and sight. On account of pectoral presentation, it is more effective and impressive and leaves everlasting impressive on the mind of the viewer.
4. Radio Advertising: Ratio advertising is very popular these days. The advertisements are broadcasted from different stations of all India Radio. Radio advertising on a wholesale scale”. The advertising messages can be in different regional languages.
5. Film advertising: this is also known as cinema advertising. This also provides sight and hearing facilities like television. Short advertisement films are not prepared by big business houses which are sent to different cinema houses to be shown to the audience before the regular shows or during the intermission.
6. Outdoor Advertising: this is type of advertising include different media like posters, placards, electric displays or neon sign sandwich man, sky writing, bus, train, and train advertising.
7. Window display: it is a common method which is usually undertaking by retailers who display their products in the shop windows in order to attract the customers. This is also known as exterior display.
8. Fair and exhibition: a trade exhibition or a fair is organized on extensive scale which is attended by different manufacturers and traders along with their products to be sold to the large number of people who visit the exhibition the exhibition may be either organized on local provincial or international basis.
9. Specially advertising: most of the business houses in order to increase their sales, advertise their product, give free gifts like diaries, purses paper weights and calendars to the customers. The name of the firm or the dealer is inscribed on the articles presented.   
4.5	EFFECT OF ADVERTISING ON THE SALES OF MILO IN NIGERIA MARKET
Increased Awareness
Advertising and promotion offer a news function to consumers. Viewers of ads learn about new products and services available to them, much like they learn about events in the news. This information function has a neutral role. It provides facts without approval or disapproval from consumers. Customer behavior at this stage encompasses expressions of curiosity.
Analysis of Features
Consumers have a rational response to advertising when they look at the features of a product or service. This response focuses on a logical listing of all the functional aspects of the offering. This is an intellectual response, rather than an emotional one.
Evaluation of Benefits
When customers weigh benefits, they become emotionally involved with advertising and promotion. Consumers identify ways the product or service can make them happier, improve their lives or give them pleasure. This part of the consumer response is irrational and can lead to impulse buying and competition to obtain the product.
Reminders
Repeated advertising messages affect consumer behavior. This repetition serves as a reminder to the consumer. Behavior that stems from reminders includes suddenly thinking of a product while shopping and making a decision to buy it, as if it had been on the consumer’s "to-do" list.
Promotion of Loyalty or Alienation
Consumer behavior splits between loyalty and alienation depending on how well the product lives up to its advertised benefits. Corporate behavior – such as scandals or charity work – can also affect alienation and loyalty responses. Once the consumer makes this choice, advertising and promotion are not likely to undo that decision.






CHAPTER FIVE
5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY OF FINDINGS
	Advertising is of great importance. This is as a result of the fact that it is an indispensable tool to the producer as well as the consumer of product. Advertising is a strong marketing tools which play vital role in economic growth and development, so far in the course of this research work, the following fact have been discovered.
        A well planned and properly implemented advertisement can generate motivation to buy product.
       This is such an advertisement will generate awareness creating to the point of arousing the desire to purchase.
        It was discovered that television is the best medium of advertising. This is so because it is more life like the television is closest thing to the legal sales man. it has all the line qualities of personal touch effective enough to sell the product.
In the fact of competition, once customer’s loyalty has been established and then advertising will be a strong weapon used to monitoring such loyalty.
Also, there exist a positive relationship between advertising and frequency of purchase since advertising helps to maintain consumer patronage of the product continuously.
5.2 CONCLUSION
        With the successful completion of this research work on the advertising of consumer product with special references to Coca-Cola company which services as case study, one can conclude that advertising has helped to increase its sales of the company’s product.
        There is no doubt that advertising is a very important tool in enhancing consumer acceptability of a product thereby increasing the general level of sales.
        Based on the above, the following recommendations are made which will be found useful by Coca-Cola company with regards to advertising of consumer products.
       An advert should be logically and systematically formulated to stock the product, its price usage and also its availability manufacturer should direct find to market research programme continuously to find out changes in buyer behavior so as to produce that will suit or meet their needs precisely.
       Advertising message are essential in the whole marketing package hence it should be simple to understand, logical and straight to the point.
       The use of slogan in encouraging to services as a reminder in the area of product policies durable dependable and functional product should be produced also new product should be produced also new product should equally be advertised.
       Finally, producers are strictly advised to refrain from advertising programme that can mislead the public or score them i.e. obscene message and outlay should be avoided.
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