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PROPOSAL
This project work is centered on the topic “Advertising as an effective promo tool for achieving corporate marketing objective in manufacturing industry. Using Cadbury Nigeria plc as a case study. This has been written to bring awareness to the readers on how advertising as an effective promo tool for achieving corporate marketing objective in manufacturing industry. This research work will be divided into five chapters for easy understanding of the entire work. Chapter one present, general introduction, background of the company, statement of problem, objective of study, definition of terms, significance of the study, scope of study. Chapter two focus on literature review, evolution of advertising, nature and definition of advertising, advertising objective, advertising media, types of advertisement, advertising budget advertising agencies, measure the effectiveness of advertising general principles of advertising according to APCON. Chapter three consist of research methodology introduction, population and sample size, location of the study, source of the data, administrative of research instrument, research questions, limitation of methodology. Chapter four discusses data presentation and analysis, presentation of data in accordance with res-question. Chapter five cover the summary, conclusion and recommendations, summary of funding, conclusion, recommendation, suggestion for further study, bibliography, questions.
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CHAPTER ONE
1.0	GENERAL INTRODUCTION 
1.1	BACKGROUND TO THE STUDY
According to W.J Staton “Hunters do not ordinary use a rifle to hunt ducks, they need a device that reaches a wider area than a rifle without expending additional efforts, thus duck hunters ordinary use a short gun. By the same token, mass- communication is needed to reach mass markets at a reasonable cost, therefore advertising and sales promotion are just the tools for this job because, it is too costly and time consuming to try to do the job with sales people alone”.
As such, advertising is an essential and controversial subject, is of interest to marketer, economist, politicians, businessmen and even to the while world.
Advertising can be seen as one of the promotional tools, but of all the available promotional tools or promotional activities conducted by business and other organizations, advertising is probably the most obvious because it touches a large number of customers.
Therefore, it can be stated that is this ability to realize a large number of people at the same time not makes advertising more acceptable and more used as a form of promotion.
“success stories” and a much time of less visible “failure stories” advertising permeates our likes at times people view it informs, persuades, or entertain, while some of it insults or deceive.
Advertising has been defined as non-personal form of communication conducted through paid media under clear sponsorship. On the other hand, it may be defined as any paid personal presentation and promotion of ideas goods or services by identified sponsor. 
Advertising is said to be a non-personal form of communication because it is directed toward a large number of people and not a single individual. On the surface, advertising seems to be very simple it is non-personal and it usually has a rather brief message, but a deeper look reveals a great deal of complexity. Advertising comes in many forms, it is used for variety of purposes and occurs in several media, and in short, many decisions are inherent in the use of advertising as a form of promotion.
In conclusion, advertising poses problems and evokes controversial, but it is one of the best promotional tools that are available.
1.2	STATEMENT  OF THE PROBLEMS
Inability of advertising to tailor and message to different market segments has reduced its effectiveness.
Large sum of money earn marked for advertising budget has not produce commenstrurate sales, market shares and profit level.
Failure of advertised product to meet the expectation of consumers/buyers.
1.3	RESEARCH QUESTIONS 
1	What are the various ways advertising message can be derived to meet different marketing segments needs.
2	How Does Company determined advertising vote?
3	What effect does advertising have on company’s sales, market share, and profit?
4	How can advertised product made to perform as claimed in the advertising?
5	How effective is the advertising media used
1.4  	OBJECTIVES OF THE STUDY
To examine various ways advertising message can be tailored to the needs of different market segments as well as target audience.
To appreciate enormity of advertising budget and evacuate its effectiveness on company’s sales, market share and profit
To examine how advertising products can meet the expectation of buyers/ consumers.
1.5 	REASEARCH HYPOTHESIS
Shows clearly that labor turnover have vehemently affect the company’s productivity from this table it was discover that 42 (82%) of the respondent agreed that productivity is being affected adversely by labour turnover while 8 (18%) of the respondents claimed that it’s affecting productivity adversely.
Therefore there is high labour turnover in the company and productivity is being affected adversely, management should quickly respond to it so as increase productivity in the company, in the final note the analysis has show that productivity was affected by labour turnover. It was shown in table 4.2 and 4.3 management should put all motivation variables to motivators that can cause job because job satisfaction must be provided to enhance productivity.
(90%) of respondent believes that they needs be motivated by the management while 5 (10%) reacted that motivation is not important or there is no need for it.
From the above, it can be dedicated that motivation of workers must be repair most incentive that management should put in order to achieve its objectives.

1.6	SIGNIFICANCE OF THE STUDY
This study is significant for the following reasons: -
There is need to test the effectiveness of advertisement on the achievement of a company’s corporate objectives.
There is the need to let manufactures know that advertisement can be used to alter consumer’s consumption in favor of their products.
1.7	SCOPE OF THE STUDY
For the purpose of this research study, it will be limit to the impact of advertising on the achievement of the company’s objectives in terms of its efficiency, productivity and economic growths or expansion.
The areas that will be covered in the course of the research include consumer-buying behavior through the information supplied by the consumers, the various advertising media, and the types advertising available to suit the marketers objective will be considered measuring the effectiveness of advertising and analyzing from cities point of view. In carrying out this research both primary and secondary data will be made use of interview shall be conducted where necessary.
The research is limited by certain factors are financial, time and lack of adequate data.
The research found it difficult to obtain necessary data from Cadbury Nigeria plc especially on advertising budget. 
Financial constrains deal with running expense and cost of typing. Time constraints have to do with the limit given by the school and authority to complete the project.
1.8	DEFINITION OF TERMS
1.8.1	Advertising: - this is any paid form of ideas, goods, or services by an identified sponsor.
1.8.2	Bank: - Bank has been defined as an establishment for the customers order.
1.8.3	Contest: - a sales promotions in which consumers apply their analytical or creative thinking to win a price.
1.8.4	Competition: - it is the set of alternative firms that could provide a product to satisfy a specific markets needs.
1.8.5	Coupon: - a sales promotion that usually offer a discount price or interest to customers.
1.8.6	Industry: - it is a big establishment by manufactures or services firms for trade and manufacture.
1.8.7	Management: -this can be defined as getting effective result by organizing and directing the co-operative effort of the human beings.
1.8.8	Market: - a group of potential customers with similar needs or group of sellers offers various products, satisfying those needs or group of sellers and buyers who are willing to exchange goods and services for something of valve.
1.8.9	Marketing Mix: - the controllable variable or elements that the company puts together to satisfy a target group it is also called 4ps (product, price, place, promotion).
1.8.10	Organization: - form of organized human activities engaged in commercial or industrial activity providing goods and services to the society with the view of market profit.
1.8.11	Point of purchase display: - these are display materials; set up at the retail location to build traffic, advertise the product/service and promote impulse buying this includes Windom displays, floor and wall displays, streams and posters.
1.8.12	Premium: - an item that is offered free or at bargain price to encourage the consumer to buy an advertised product. Premiums are intended to produce quick sales.
1.8.13	 Product: - a good service or idea consisting of a bundle of tangible and intangible attributes that satisfy consumers and is received in exchange for money or other unit of valve.
1.8.14	Promotion: - communication information between seller and potential buyer to influence attitudes and behavior 
1.8.15	Promotional Mix: - they are set devices or strategies used to achieve promotional objectives (advertising, publicity, personal selling and sales promotion)
1.8.16	Publicity: - it is a non-personal stimulation of demand for a product, service or business unit by planting commercially significant news about it in a published medium to obtain favorable presentation of it through radio, television or stage that is not paid for by the consumer.
1.8.17	Public Relation: - the attempt, by which information persuasion and adjustment to engineer public support for by the consumer.
1.8.18	Sales Promotion: - promotion activities other than advertising publicity and personal selling that stimulate interest, trail or purchase by final customers. 
1.8.19	Strategy: - it lays down the broad principles by which a company hopes to achieve indicate where it wants to be strategy sets forth the way it us to get there.
1.8.20	Target Market:- the market segments or groups within the market segment towards which all marketing activities will be directed
1.8.21	Trade Show: - exhibition where manufactures dealers and buyers of the industry’s product can get together for demonstrations and discussion. Expose new product, literatures and sample to customers.
1.8.22	Trade Stamps: - this consists of stamps, given in relation to the consumer for merchandise or cash.

CHAPTER TWO
LITERATURE REVIEW
2.1	INTRODUCTION
	It is often erroneously assumed that the advertising function is or recent origin, a point commented on by Henry Sampson in his history of advertising, published in 1847.It is generally assumed though the assumption has no ground for existence beyond that so  common among us that nothing exist of which we are ignorant that advertisement are comparatively modern origin.
There is some evidence to suggest that the Romans practiced advertising but the earliest indications of its use in this country dates front hr middle ages with the adoption of surnames indicative of a man’s occupations as opposed to some other distinguishing designation (Harrison Harry’s son) The producer’s name is of equal importance as a means of identifying the sources of goods and services.
Signs represented the next stage in the evolution of advertising acting as a visual expression of the tradesman’s function as well as a means of locating the sources of good at a time when the numbering of houses was unknown.
One can still vestiges of the practices in the barber’s pole or the symbolic boot or solve.
	The craft gilds of the Middle Ages disapproved of competition among their members, but were not averse to competition wish one another in the adoption of distinctive uveries, or the sponsoring of mystery plays an early form of institutional advertising. At the same time many gilds adopted trademarks as a means of identifying the producer and as a guarantee of quality the adoption of corporate symbols as a more immediate means of recognizing the firms identify than the written word is an interesting reversion to this practice.
Although Caxton had invested the hand press by the end of the fifteenth century, the use of the written word advertising was limited by the low level of illiteracy, so confining written word advertisement to the clergy. By Shakespeare’s time, posters had made their appearance and the few remaining examples make it clear that advertising had assumed the function of fostering demand for new products as well as increasing demand for new demand for new products.
Another important development at this time was the emergence of the pamphlets as advertising medium, early example of which discloses that sponsoring by companies bent on generating good will. For their activities (later examples are more veiled to their origin and property, should be considered as propaganda). However the 17th century censorship which was to hinder the development of regular publication. From 1620 onward a number of mar curies, gazettes, etc, made their appearance but were short-lived and carried few advertisements.
The high cost of posters and handbills encouraged number of publishers to experiment with the issue of free papers comprised solely of advertisements. Their success was limited, however, and posted and hand bills continued as the main media until the early 1700s. Such as the tattlers and spectators, reveals and increasing in 1712 by the imposition of a tax on both papers and advertisement. The first stamp act levied a tax or half per copy on publication and 12d per advertisement, supposedly to raise revenue but in fact intended to curtail a rebellions and seditious press.
The effect of the tax was virtually immediate the majority of unsubsidized papers ceased publications and the legitimate businessman. Severely curtailed his use of advertising. On the other hand, the quacks and charlatans, with their enormous profit managing to fall back on, continued to advertise and it is with nothing that the generally unsavory nature of the advertising of this time was a direct consequence of government censorship and heavy taxation. Under the circumstances, neither government control nor taxation would appear to be as effective as modern critics of advertising would have one believe.
The tax on advertisement was abolished in 1853 at a time ripe for the development of mass advertising, as we know it today. 
Mass production was a reality and channel of distribution were being developed to cope with the physical movement if goods creating a need for mass communication to information consumers of the choice available to them. This need was soon recognized by the forerunner of today’s advertising agent the space sales man.
Initially space salesman located, consumers for the media owners receiving commission on the space they sold.
Gradually the position changed and the agent became a space-broker, or middleman buying space wholesale from the owner and reselling it retail, often a profit of 25 percent the profits to be earned attracted competition and agents found it necessary to offer incentives to advertisers to free assistance in preparing his copy and later, as the media which would provide most effective in reacting the advertising potential customers . In essence this is the system which still obtains today, with the agent looking upon the advertiser as his clients, while driving most of his income from commission paid by the media owner (Many advertising agents now charge a service fee in smaller accounts or where additional work is undertaking on behalf of the advertiser).
2.2	CONCEPTUAL FRAMEWORK
Many authors have defined advertising in different way. Even one knows what advertising is. It even figures in each of our lives everyday. We see it on television mail, on buses, taxicabs, and radio in super-markets and almost everywhere, before we can study advertising, we try to understand what is.
Author gave a precise definition as “Thee dissemination of information concerning an idea, service or products to competition in accordance with the intent of the advertiser. “The above definition could include direct personal communication with the persuasive selling appeal and it was considered necessary to exclude this over-leap. The definition committee of the American marketing association therefore, defend advertising as “Any paid form of non-personal presentation of idea, goods or services by an identified sponsor.”
Advertising is the therefore based in favour of what it is promoting but while it will be like the village gong-man beating his song to attract attention in order to tell the news and attract attention is the first thing is has to do, advertising will fail, if is not accepted.
Advertising must not be so exaggerated that people are suspicious or so false that it is disbelieved.
a.)	A persuasive selling message: - Advertising should promise prospects of genuinely desirable and believable benefit which fact is delivered by the product or service. This benefit must be presented in a manner that compels attention and carries conviction and it must be consistent with the long-term personality (image) which is beneficial to the products or service itself and to the company providing it.
b.)	Prospects for the product or service: - Since segmentation of the market helps to identify the consumers who are likely to be the consumer for the product of service or its brand both in content and through selects media to the appropriate market segments or the public as a whole in certain cases.
c.)	At the  lower possible cost:- the aim of advertisers is to make a profit, expenditure on advertising should help the advertising expenditure should be a part of the total  investment, but will eventually have to contribute to company profits along with other things.
	Consequently, size of the advertising appropriation should be most carefully released to the market potential and the particular marketing objective to be achieved.
2.3	THEORETICAL FRAMEWORK
	Every advertisement and every advertising campaign should have clear objectives. These should go out of the over all marketing strategy and the job assigned to advertising. It is not enough for the marketing manager to say just promote the product. The marketing manager must specify the job of advertising and what should be accomplished in each individual advertisement is necessary.
The general goal is to improve the like hood of customers buying a particular product or service. The specific objectives will depend on the nature of the product, the stage it has reached in its life cycle, competitions, advertising strategy, and the purpose of the purposed advertisement.
A few example of specific goals as follows; -
2.3.1	Support personnel setting: - advertising may be used to open customer doors for sales people, and so, acquaint prospects with the seller’s company.
2.3.2	Reach people inaccessible to the sales force. Sales people may be unable to reach top executives or they may not be certain who makes buying decision in a company, in other case, there is good chance that their executives will read the journals that carries the advertising.
2.3.3	Advertising helps to improve dealer’s relations
2.3.4	It helps to introduce a new product
2.3.5	through advertising, marketers enters a new geographic or attract a new group of customers.
2.3.6	Increase sales of a product. An advertising company may be designed to lengthen the sales of the product as has been done in the case of soft drinks, increase the frequency of replacement increase in the variety of product uses, or increase the unit of purchase.
2.3.7   Expand the industry sales
 2.3.8	Counteract prejudice
2.3.9	Build good will for the company and improve its reputation
i         By rendering a public service through advertising 
ii        By telling the organization behind the products
Campaigns, the virtues of highlighting a positive out look should be encouraged.
As must as possible, political advertising campaigns should focus on the salient issues that concern the greatest number of voters.
Through the age- old and the world-wide practice of individuals, societies, clubs e.t.c. buying media space and or air time directly is respected, unethical direct media buying should not be one encouraged.
Media should not grant commission, discount, or other incentives to individuals or groups that engage in unethical and professional conduct in media buying.
ADVERTISING AGENCIES
	Advertising agencies are specialists in planning and handing mess-selling details for advertisers. Agencies play a useful role because they are independent of the advertiser. They bring experience to the individual clients; problems because they work for many other clients as specialists they often can do the job more economically than a company’s own department. A times they handle overall marketing strategy planning as well as marketing research product and package development  and sales promotion some agencies make good marketing partners and almost assure the role of the firms marketing department.
	Thus, some agencies today can be seen as a market consultant. Most advertising agency personnel fall into five major categories research erective, product media people and account executives.
	The research arm complies information about the marketers, advertising, campaigns conducts surveys among consumers and coordinated the evaluation of advertising effectiveness.
	The research arm complies information about the markets, advertising, campaigns conducts surveys among consumers and coordinated the evaluation of advertising effectiveness.
	The creative department comes up with new approaches to advertising and is responsible for designing the advertisement used. The product department must translate these ideas into actual message where television is used; this department produces or coordinates the firmed commercials. The media department will be placed. It matches the characteristics of various media audiences with those of the target market.
	Advertiser is free to cancel the arrangement at any time. This provides extreme flexibility for the advertiser
	The major users of advertising agencies are manufactures or national intermediary because of the media rate structure. Normally, media have two prices for registered members of APCON and non-members. APON registered members get 15% discount while non- members get 10%

MEASURING THE EFFECTIVENESS OF ADVERTISING 
	How well a particular advertisement or campaign performs is largely determined by the knowledge and skill of the people preparing it. People who are sensitive to the marking situations and proficient in the art of communication are more likely to produce effective advertising. However, determining advertising effect is a difficult task. This is because the effectiveness of advertising is tied to sales and the market wants to see sales result for their advertising expenditure.
	In spite of the difficulties, advertisers do attempts to measure advertising effectiveness simply because they must do so some knowledge is better than none at all. The effectiveness of an advertisement may be tested before the advertisement is presented to the public, which it is being presented, or after it has completed its run, the sales result test attempts to measure the sales volume stemming directly from the advertisement or series of advertisements being tested.
	Regardless of the difficulties in measuring the effectiveness of advertising marketers to use various methods to test result at too stages in the advertising process. To see whether proposed advertising should be used and if it will be how it might be made better. To see whether exiting advertising should be continued, modified or stopped.
	To find answer to these questions, marketers use pre- test (before the advertisement is transmitted to the target markets) and post tests (when the advertisement has been implemented).
	Pre-test involves testing the advertisement in carefully selected test markets before the campaigned first, there is the “sales conviction test” where interviews ask heavy users of the product to identify which of two possible advertisements would convince them to buy the product.
	Then there is the “blind product test” where a sample of respondents is asked to select unidentified products because of advertising copy available.
	Post- testing assesses the impact of advertisements after they have been used.
	As research Alfred politz observes, it is necessary to be explicit about what the advertiser “assumes” will happen when the advertisement and the individual meet.” If someone thinks the ability of advertising to attract attention is directly related to it’s effectiveness, he will then of cause measure the attention, getting ability and consider the results to be measure of advertising effectiveness. If someone thinks the fact that an advertising phrase is remembered signified effectiveness, he will use memory measurements as criterion of performance. If someone believes that advertising has to give pleasantness of the, as the tie valves to measurement of advertising.
	In each case, the research recalls upon an impact assumption about the mechanism by which advertising achieves its effects.
	The message to the advertiser is clear set precise advertising goals and measure then with tools that are appropriate for whatever “impact assumption”, he is making about how advertising achieve its results.
	Finally, effective advertising should affects sales, but the completely marketing mix affects sales and the results cannot be measurable by sales changes alone.

GENERAL PRINCIPLES ON ADVERTISING ACCORDING TO APCON.
Advertisement must not use visual illustration that offend public taste and decency. In particular no obscene exposure will be allowed in any advertisement
Advertisement should not exploit sex in obvious or impacted context by depicting on sex as weaker or sub servant by easing one group as inferior to the other.
The appeal to fear must not be used without justification as in health and disease; caution must be exercised to ensure that decorum is maintained.
Advertisement must not encourage the population of negative myths and superstitions beliefs, even when hose are based on aspects of our culture, philosophy, and worldview.
Advertisement for household or industrial products that need to hand with care must reflect concern for safety, especially with regard to children and handicapped people.
Testimonials and endorsements must be genuine and the models used must be suitable for the products, services, and ideas they endure.
Promotion must not only be genuine but must also appear to the public. The claims as to prize won must be variable. No exaggerated claims or winnings are allowed and as must as possible ordinary members of the public should be involved in the selection of winners.
Advertisement should contain nothing which is in breach of Nigerian and international copyright laws nor omit anything which the laws require practitioner should seeks guidance from the advertising practitioners council of Nigeria (APCON)
The right of individuals to privacy must be respected and proper contracted agreements must be entered into by agencies, advertisers, and models. Pictures and property of individual also should not be used arbitrarily without the prior consent of the of the rightful owners.
Advertisements for financial services must contain nothing, which is in breach of the laws, nor omit anything, which the law requires. When in doubt, practitioners council of Nigeria(APCON)
Advertisement for educational institutions and courses of study must show correct street to ascertain the genuineness of claims contained in the advertisements such advertisement should not contain promise of automatic employment after training.
Advertisements must not disparage the religious belief the people nor deceive people into believing that miracles are commonplace events. The propagation of religious faith deserves at most care.
The depiction of violence against people, product, or other objects must be avoided, especially in Advertisement directed at children and mentally handicapped people who may not be able to distinguish the world from the real world.
Advertisements for political parties and politicians should not unnecessarily employ negive motives. While there is able for “opposition research and opposition advertising


CHAPTER THREE
3.0	METHODOLOGY
3.1	INTRODUCTION 
This chapter shall examine the following:- 
i.	Research Design 
ii.	Population of Study
iii.	Sample size and sampling technique
iv.	Methods of data collections
v.	Methods of Data Analysis
v.	Historical Background of the Study

3.2	RESEARCH DESIGN 
The data which has been collected for the purpose of this project and which will be analyzed in the course of writing this project have been obtained from the international Tobacco company.
The relevant information was obtained from the financial control unit of the company through personal interview and questionnaire. 

3.3	POPULATION OF THE STUDY
	Population refers to the entire audience or respondents that are covered by the search study. It is the number of people that are affected by the purpose or the objectives of a research work.

3.4 	SAMPLE SIZE AND SAMPLING TECHNIQUE
 This refers to representatives of the population of the study. This must adequately represent all the classes or segments of the entire population of the study. For this study sample size of 60 respondents is 20 of this represents the staff of public relations and advertising department of Cadbury while 40 rep [resents the consumers.

3.5	METHODS OF DATA COLLECTIONS
	Data are facts represented in numerical terms or figures obtained from the administration of research or source from already published studies or works.
	There are two types of data
i.	primary data
ii.	secondary data
i.	PRIMARY DATA are fact presented in figures obtained through the administration of research instrument such as questionnaire, oral interview and so on.
ii.	SECONDARY DATA are fact presented in numerical forms obtained from previous research work or studies. Secondary data can be grouped into internal data and external data;
	Internal data are the one obtained from interview publication of an organization such as Bulletin, Annual reports, Journal, Newsletter and so on.
	External data are sources from published textbooks newspaper, journal e.t.c. all outside the company.

3.6	INSTRUMENTS OF DATA COLLECTION
	Research instruments are tools used by a research to obtained necessary data needed to carryout a research work. There are different types of research instruments namely
i.	Questionnaire
ii.	Interview 
iii.	Mechanical device
	The researches make use of questionnaire, which can contain open-ended questions and close ended questions or scale questions. There is also unstructured questionnaire, 60 copies of the questionnaire are administered on the respondents 20 staff and 40 consumers, and 50 copies were correctly filled and retrieved by the researcher. 4 copies were not properly filled while 60 copies were not returned. 83.33 percent were correctly filled and returned, 6.67 percent were not properly filled while 10 percent were not returned

3.7	METHODS OF DATA ANALYSIS
The data collected for this study were analyzed using descriptive and inferential statistical methods. Descriptive statistics such as frequency counts, percentages, and tables were employed to summarize and present the respondents’ demographic information and their responses to the questionnaire items. To test the research hypotheses and establish the relationship between advertising and the achievement of corporate marketing objectives, Chi-square (χ²) test was used. The Statistical Package for the Social Sciences (SPSS) software was utilized to facilitate accurate computation and interpretation of the data. The level of significance was set at 0.05 (5%), and decisions were made based on the comparison of the calculated Chi-square values with the critical values.

3.8	HISTORICAL BACKGROUND OF THE CASE STUDY
The foundation of Cadbury Nigeria limited was properly laid in 1956, when Cadbury –fry export, a U.K firm began sales of pronto at an orange road, Apapa in 1958.
Cadbury Nigeria limited started as an off short of Cadbury fry export limited, a British company primarily engaged in the purchase of cocoa from the west cost of Africa for Cadbury limited. In the U.K one of the world’s largest manufacturer of chocolate, confectionery and cocoa-based products.
Cadbury’s presence in Nigeria dates back to 1956 when a British salesman come from the united kingdom to live in Nigeria with the aim of developing the sales of pronto. A depot was established in 1963 due to the success of the advertising embarked on and which subsequently led to increase sales.
The depot was extended to include a small product unit, which parked bulk supplies of pronto and burn vita for England into tins.
Cadbury Nigeria limited was thus incorporated on January 9, 1965 as an autonomous arm of Cadbury Schweppes group. It look control of all Cadbury fry (export) limited assets and activities in Nigeria.
Because of extensive research of extensive research work in 1963 and 1964, new products, Goody-goody and Tomapep were launched in 1966 the business of Cadbury Nigeria limited has continued to grow with the introduction of several new products and the withdrawal of some from the market.
Production of Tom-Tom sweets commented in 1970 in 1076 butter mint another sweet was introduces. Cadbury Nigeria limited became a public company in 1976. The decision to go public was actually made ahead of the enterprises promotion decree of 1977.
The health and chemical was established in 1976 to produce parazone bleach and other household chemicals. The following years, 1977 the first phase of malt extract plant to produce malt extract from barley (thus replacing imports of marked barley) command.
Further sales of shares in 1978 in compliance with the decree saw equity holding to 40% foreign and 60% Nigeria with Mr. Gamalial Onosoda becoming first Nigeria chairman of the board while Dr. Christopher Olusola Kolade joined the board as administration director. The engineering school opened in 1978 as did the tomapap factory.
Know seasoning cube factory came on steam when in the same year following the success of the 1977 plant work on sorghum as subtitle for marked barley began. It supplied the most extracted and glucose used in the production of Burn vita and sugar confectionary.
In 1986, a comprehensive award scheme was introduce in order to recognize and reward outstanding performance by staff, which furthers the company’s corporate objective.
Poundo yam was introduced to market in 1970 and reintroduces in 1978 following extensive reformation and product improvement.
Two new products, chocolate Eclairs, and two-in-one sweet with a rich chocolate spread were introduced in 1989. In 1990 another product, Dash was introduced.
From only Burvita and pronto in 1965, the company now has portfolio of 12 products, they are grouped under food drinks ( Burvita and Pronto), ( Food-Pronto yam), ( Tomapep and Knorr seasoning cube), confectionery (Tom-Tom, Buttermint, Malta sweet, Chocolate Echairs, Chocolate spread and Dash, and health products ( parazone bleach). At various times, the company has its portfolio some now products.
Staff strength has grown from a modest 250 people in January 1965 to more that 5000 people at present, which includes the top management middle management, supervisors, and low-level management in all the department of the company.
The company and allied matter decree act 1990, resulted in the company’s new name Cadbury Nigeria plc.


CHAPTER FOUR
4.1	INTRODUCTION	
	Presentation of data in accordance with res-questionnaire
	The chapter contains the presentation and analysis of data gathered through the administration of the questionnaire. The population of the study is made up of the staff of sales and marketing department of Cadbury Nigeria plc and customers of the company’s products 20 staff of sales and marketing department of sales and marketing Cadbury Nigeria plc, Agidingbi Road ikeja and various other locations on ikeja, Lagos, and lagos island.

4.2	PRESENTATION OF ANALYSIS AND INTERPRETATION
	Simple percentages and tables are used to carry out the analysis.
Table 2;
	Age group
	Respondents
	%

	15-25yrs
	05
	25

	26-35yrs
	12
	60

	36-45yrs
	03
	15

	Above 46yrs
	-
	-

	Total 
	20
	100


Source: - filed survey, 2025
Table 2; shows that 6 or 25% of respondents are between 15 and 25yrs of age; 12 or 60% of the respondents age between 26 and  35%yrs while 3 or 15% aged between 36 and 45yrs.
Table 3: Marital Status 
	Marital status
	Respondent
	%

	Single
	07
	35

	Married
	11
	55

	Divorced
	02
	10

	Total 
	20
	100


Source: - field survey, 2025
	Table 3. Shows that 7 or 35% of respondents are single while 11 or 35% are married only 2 or 10% are divorced
Table 4 shows that 2 or 10% are school certificate holder 4 or 20% are ND/NCE, 10 or 50% are HND/BSC certificate holder while 4 or 20% have MSC/MBA/MPA
Table 5; shows that 20 or 100% of the respondents belong to sales and marketing department of Cadbury Nigeria plc.

SECTION B: PART 1:
Table 6: advertising as any paid forum of non- personal presentation of ideas goods and services by an identified sponsor.
	Options
	Respondents
	%

	Yes
	20
	100

	No
	-
	-


Source: - field survey, 2020
	Table 6: shows that 20 or 100% of the respondents agreed that advertising is any paid forum of non- personal presentation of ideas, goods, and services by an identified sponsor.

Table 7. Advertising objective is to 
i.	to persuade
ii.	to perform
iii.	to remind
	Options
	Respondents
	%

	Yes
	20
	100

	No
	-
	-


Source: - field survey, 2020

Table 7. Shows that 30 or 100% of respondents agreed that had advertising objectives are to persuade to inform, to remind,
	Options
	Respondents
	%

	To persuade
	-
	-

	To inform
	-
	-

	To remind
	-
	-

	All of the above
	20
	100


Source: - field survey, 2020
	Table 8. Shows that 20 or 100% of the respondents agreed that the company employ all the objectives listed in question 7.

Table 9. advertising media are print media, electronic media, outdoor media, point of purchase.
	Option
	Respondents
	%

	Yes
	20
	100%

	No
	-
	-

	Total
	20
	100


Source: - field survey, 2020
	The table shows that 20% or 100% of the respondents agreed that advertising media are print media electronic media, outdoor media, and print of persuade.
 
Table 10; which of these media does your organization employs.
	Option
	Respondents
	%

	Print media
	
	

	Electronic media
	
	

	Outdoor media
	
	

	Print of purchase
	
	

	All of the above
	
	

	Total
	
	


	Source: - field survey, 2020

Table 10, shows that 20 or 100% of the respondent agreed that Cadbury Nigeria plc makes use of advertisement media listed above.
	Option
	Respondent
	%

	Newspaper
	
	

	Magazine
	
	

	I & II
	
	

	Total 
	
	


	Source: - field survey, 2020
 Table 11; reveal that Cadbury Nigeria plc makes use of newspaper and magazine of print media.
	Option
	Respondent
	%

	Billboard
	
	

	Transit
	
	

	Banner
	-
	-

	I & II & III
	20
	100


	Source: - field survey, 2020
Form table 12, for outdoor media, Cadbury Nigeria plc makes use of billboard, Transit and Banner.

Table 13; Electronic media, which one of these?
	Option
	Respondent
	%

	Television
	-
	-

	Radio
	-
	-

	All of the above
	20
	100


	Source: - field survey, 2020
	Cadbury Nigeria plc makes use of the Television and Radio print advertisement. The table above reveals this.
Table 14; Television, which of these vehicles?
	Option
	Respondent
	%

	AIT
	-
	-

	MITV
	-
	-

	MBI
	-
	-

	DBN
	-
	-

	All of the above
	20
	100

	Total 
	20
	100


Source: - field survey, 2020
Table 15; if radio which of these?
	Option
	Respondent
	%

	Eko F M
	-
	-

	Star F M
	-
	-

	Ray F M
	-
	-

	All of the above
	2O
	100

	Total
	20 
	100


Source: - field survey, 2020
From the table above, it is evident that the company makes use of all the radio stations listed above for its advertisements.

Section A: Part 2 (COSTOMER OF CADBURY NIGERIA PLC)
Table 1;
	Sex
	Respondent
	%

	Male
	20
	66.67

	Female
	10
	33.33

	Total 
	30
	100


 Source: - field survey, 2020
	Table shows that 66.67% or 20 respondents are male while 33.33% or 10 respondents are female.
Table 2;
	Age group
	Respondent
	%

	15-25yrs
	5
	16.67

	26-35yrs
	15
	50.00

	36-45yrs
	6
	20.00

	Above 46yrs
	4
	13.33

	Total 
	30
	100


Source: - field survey, 2020
	Table 2; shows that 5 or   16/67% of respondent aged between 15 and 25yrs, 50% or 15 respondent aged between 26 and 35yrs, 20% or 6 respondent 13.32% are above 46yrs.

Table 3; marital status
	Marital status
	Respondent
	%

	Single
	12
	40

	Married
	18
	60


Source: - field survey, 2020
	The table shows that 40% or 12 respondents are single while 60% or 18 are married.
Table 4;
	Educational background
	Respondent
	%

	School Certificate
	10
	33.33

	ND/NCE
	4
	13.33

	HND/BSC
	12
	40.00

	MSC/MBA/MPE
	2
	6.67

	Other
	2
	6.67

	Total
	30
	100.00


Source: - field survey, 2020
	The table shows that 10 or 33.33% of the respondent are school certificate holder, 4 or 13.33% are ND/NCE holder, 12 or 40% are BSC/HND holder while 2 or 6.67% have degree certificate Another 6.67% have professional certificate.

SECTION B; PART II
Table 5. Do you believe that all products need to be advertised?
	Option
	Respondent
	%

	Yes
	30
	100

	No
	-
	-

	Total
	30
	100


Source: - field survey, 2020
	Table 5, above, all the respondents believed that all products need to be advertised

Table 6; do you believe that through promotion, advertising the consumer may be aware of the products?
	Option
	Respondent
	%

	Yes
	30
	100

	No
	-
	-

	Total 
	30
	100


Source: - field survey, 2020
	From table 6, all the respondent believe through promotion, advertising the consumer aware of the product
Table 7; has any advert induced you to any of the product being advertised?
	Option
	Respondent
	%

	Yes
	30
	100

	No
	-
	-

	Total 
	30
	100


Source: - field survey, 2020
From table 7 all the respondent have been induced by advert to buy products being advertised

Table 8; Advertising is a means of communication that:
i.	both informs and persuades
ii.	tries to appeal to consumers
iii.	Induced the consumers to buy
iv.	Educate the consumers/user of product
v.	All of the above

	Option
	Respondent
	%

	Both informs and persuades
	-
	-

	Tries to appeal to consumers
	-
	-

	Induces the consumers to buy
	-
	-

	Educate the consumer/ user of product
	30
	100

	Total 
	30
	100


Source: - field survey, 2020
	From table 8, all the respondents agreed that advertising is a means of communication that inform and persuade, tries to appeal to consumers, induces the consumer to buy and educate the consumers/user of product.
Table 9; product should be advertised to create awareness
	Option
	Respondent
	%

	Yes
	30
	100

	No
	-
	-

	Total
	30
	100


Source: - field survey, 2020
	From table 9, the entire respondent believed that products should be advertised to bring awareness.

Table 10; Do you believe that advertising contribute to company’s profit?
	Option
	Respondent
	%

	Yes
	-
	-

	No
	-
	-

	All of the above
	30
	100


Source: - field survey, 2020
	From the table 10, the entire respondent believed that advertising contributes to company’s profit.
Table 11, Advertising media are print media, electronic media, outdoor and point of purchase.
	Option
	Respondent
	%

	Yes
	30
	100

	No
	-
	-

	Total
	30
	100


Source: - field survey, 2020
	From the table 11, all the respondent agrees with the advertising media listed question 11.
Table 12; in which of these media do you often notice advertisement?
	Option
	Respondent
	%

	Print
	30
	100

	Outdoor
	-
	-

	Electronic media
	-
	-

	Point of purchase
	-
	-

	Total
	30
	100


Source: - field survey, 2020
	From the table 12, all the respondent notice advertisement in all the advertising media listed above.

Table 13; In which of these print media do you notice advert?
	Option
	Respondent
	%

	Newspaper
	-
	-

	Magazine
	-
	-

	I & II
	30
	100

	Total 
	30
	100


Source: - field survey, 2020
	From table 13, our respondent notice advert in both Newspaper and Magazines.
Table 14; in which of these outdoor media do you notice advert?
	Option
	Respondent
	%

	Bill Board
	-
	-

	Transit
	-
	-

	Banner
	-
	-

	All of the above
	30
	100

	Total
	30
	100


Source: - field survey, 2020
	From table 14, all our respondent notice advertisement in all the outdoor media listed in question 144.
Table 15; in which of these electronic media do you notice advert?
	Option
	Respondent
	%

	Television
	-
	-

	Radio
	-
	-

	All of the above
	30
	100

	Total
	30
	100


Source: - field survey, 2020
	From table 15, the entire respondent noticed advertisement in Television and Radio.



































CHAPTER FIVE
5.0	SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1		SUMMARY OF FINDINGS
	From the analysis data carried out in chapter four the following findings are mode. It is generally agreed that advertising is any paid form of non-personal presentation of idea, goods, and services by an identified sponsor.
	The objectives of advertising are to persuade, to inform and to remind the advertising media and print media, electronic media, outdoor media, and point of purchase.
	Cadbury Nigeria plc makes uses of all the advertising media listed above for the advertisements. Advertising print media includes Newspaper and magazine. Cadbury Nigeria plc makes use of two print media mentions above for its advertising activities.
	The outdoor media are billboard, transit and banner Cadbury Nigeria plc makes use of all outdoor media for its advertising activities.	
	The electronic media are television and radio Cadbury Nigeria plc makes use of television and radio for its advertisement. The respondent believed that all product advertisement can induce a consumer to buy a product can be forgotten if the company stops its advertising. Advertising contributes to company’s profit.
5.2	CONCLUSION
We conclude that advertising is an important marketing communication tool that a manufacturing company should use to make its products known to the people persuade consumers to buy appeals to consumers and educate the consumers or users of the product.
	Advertising can contribute to sales volume of a company the profit level and the market share of a company if it is packaged and disseminated through the right media, television, although expensive, catch the attention of the viewers more than other advertisement disseminated through other electronic media, outdoor media is also gaining ground, through among big companies. However, findings shows that more people have noticed advertising of products on billboard especially the electronic ones located at choice areas such as Maryland and Victoria Island.
5.4	RECOMMENDATIONS.
	The researcher recommends as follows: -
1.	Advertising is an important marketing communication tool, which every business organization must adopt to make itself and its products known to the public to buy and educate the consumers or users of the product.
2.	Business organization should choose the right advertising media when they want to advertise, they should use the right media that will help them target audience.
3.	Business organization should use advising effectively and their market share.
4.	Advertising practitioner association of Nigeria should try as much as possible to reduce the infiltration of advertising profession by non-professional, the body should also regulate the activities of its members.
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QUESTION- COMPANY
TWO SECTION A & B
SECTION A– PERSONAL INFORMATION 
1.	Sex:  male ( )		female ( )
2.	Age group:	15-25 ( )	26-35 ( ) 	36-45 ( ) above46 ( )
3.	Marital status:	single ( )	 married ( ) divorce ( )
4.	Education background: 
	School certificate ( )	OND/NCE ( )
	HND/BSC ( )	MSC/MBA ( )
5. 	Department: 
	Sales and marketing ( )	purchasing ( )	Account ( )
6.	Advertising as any paid form of non- personal presentation of idea, goods, and services by an identical sponsor.
 		Yes ( )	No ( )
7.	Advertising objective are to persuade, to inform, to remind 
		Yes ( ) 	No ( )
8.	Which of this objective does your company employ in question7?
	To persuade ( )	 To inform ( ) To remind ( ) All of the above ( )
9.	Advertising media are print media electronic media, outdoor media, point of purchase	Yes ( ) 	No ( )
10.	Which of these media does your company employ?
	Print media ( )	Electronic media ( )  Outdoor media ( )
	Point of purchase ( ) 	All of the above ( )
11.	If print media which one of this?
	Newspaper ( ) magazine ( ) I & II ( ) 
12.	If outdoor media: Billboard ( )  transit ( ) banner ( )
13.	If electronic media: Television ( ) 	radio ( ) all of the above ( )
14.	If television which of these vehicles
	AIT ( )	MITS ( ) 	MBI ( )	DBN ( )
15.	If radio: EKO FM ( ) 	STAR FM ( )	RAYPOWER ( )
16.	Advertising budget are affordable method, percentage of sales method, competive method and objective and task method? 	
	Yes ( ) No ( )

QUESTIONNAIRE – CUSTOMER
SECTION A – PERSONAL INFORMATION
1.	Sex: Male ( ) 	Female ( )
2.	Age group: 15-25( ) 26-35( ) 36-45 above 46 ( )
3.	Marital status: single ( ) married ( ) divorce ( )
4.	Education background: school certificate ( )	OND/NCE ( )
	HND/BSC (  )	MSC/MBA/MPA ( ) others ( )
5.	Department: sales and marketing ( ) Purchasing ( ) account ( )
SECTION B
6.	Do you believe that all products need to be advertised?
		Yes ( )	No ( ) 
7.	Has any advert induce you to buy the product being advertised	Yes ( )  No ( )
8.	Advertising is a means of communication that 
i.	Both informs and persuade ( )
ii.	Tries to appeal to the consumer. 
iii.	Induces the consumer to buy ( )
IV	Educate the consumer/user of product ( ) 
v	All the above ( ) 
9.	Product can be forgotten if company stops advertising it.
	Yes ( ) No ( )
10.	Do you believe that advertising contributes to company’s profit? 	Yes ( ) No ( ) 
11.	Advertising media are print media electronic media outdoor media, point of purchase.  Yes ( )  No ( )
12.	Do you believe that without advertising the consumer may not be aware o f the product?  Yes ( )  No ( )
13.	In which of these media do you often notice advertisement.
	Print media ( ) 	Electronic media ( ) Outdoor media ( ) 
	Point of purchase ( )	All of the above ( ) 



























2.4	ADVERTISING MEDIA
	The third party to the advertising process is the media owner and the aim of the following section is to review briefly the salient characteristic of the media available. Before proceeding to this review, it will be helpful to outline a checklist as a basis for assessing the values of the various media. In common with most other similar list appearing elsewhere, the outline given below of Hobson’s selection of advertising media, published by business publication on behalf of the T.P.A 
	An evaluation of an advertising medium requires consideration of four major factors.
1	The character of the medium 
2	The atmosphere of the medium
3	The coverage of the medium
4	The cost of the medium.
	Two further factors, which should be taken into account, are the size and position of the advertisement.
Character: - the character of the medium may be largely determined on an objective and factual basis through consideration of the following.
a)	The geographical coverage of the medium e.g. national regional,   	local
b)	 The socio-economic composition of the audience.
c)	  Composition of the audience by age and sex grouping
d)	 The medium‘s physical characteristics- visual, oral, standard   as    reproduction, availability of color possibility of movement etc.
e)	Frequency of publication. Allied to this is the duration of interest in the medium most daily papers are thrown away the same day, while magazines may still be kept for several weeks and read by a number of people.
	The frequency of publication also has a direct effect on the direct booking of time or space i e the timing of the appearance of an advertisement.
f)	The power to reach special group: - this is closely related to (b) and (c) above e.g. punch or the Guardian e.t.c, preselect a particular type of audience and so are especially suited to selling to the segment of the population. Further, the association of a product with a medium may give that product favourable annotations by transferring confidence in the publication to items advertised therein e.g. Good house keeping.
	Atmosphere: - the atmosphere of a medium is difficult to define in that it is based on a subjective evaluation of its content, presentation etc. a broad distinction may be drawn between acceptable and instructive media, in that the later create impact through instruction and irrelevance to context, e.g. television commercial, whereas many magazines are purchased as much for their advertisement as their other content. The concept who become clearer when related to individual media.
	Coverage: - the essential criterion on which coverage is judged is the actual number of persons exposed to the medium, in the sense or being made aware or it is content. For example, the number of people who actually see a poster is considerably less than the number that have the opportunity to see it, on the other hand, the readership of magazine may well exceed ten times its actual circulations.
	Cost: - for purpose of comparison the cost of publishing an advertisement is usually expressed in arms of cost per thousand which is arrived at by dividing the cost of publication by the audience  in thousands. The difficulty is ensuring comparability in the measure at best, and media planners and actively seeking more sophisticated measures of cost effectiveness.
2.5 	Types Of Advertisement 
	Generally speaking, every advertisement belongs primary to one of seven main type, these are -
1. Function 	2. Descriptive 	3. Reminder		4. Prestige
5. Humorous 	6. Directions 	7. Teaser
1.	Function: - function advertisement tries to persuade the reader, viewer or listener to take some kind of action. Function advertising selling theme is clearly, where supply of product exceeds the demand, it Endeavour’s to wax or enthuse its audience into action.
	As soon as advertisements encourage its audience to do something, it qualifies as functional advertising. Most functional advertisement is urgent, dynamic, and forceful like the ones announcing new consumer products. All main order through post.
2.	Descriptive: - descriptive advertising describes the product its usage or something about it, such as the way that it is manufactured. Descriptive copy aims at longer term benefits than does functional advertising. It is intended to create a favourable impression, which will be of benefit the next time that the prospect is in a shop and wanting to buy the particular type of commodity advertised.
	Descriptive advertising reaches or persuades its public that a certain article or service is desirable. It may do so by reasoned argument, by suggestion or by a combination of both it may usually also require time in which to succeed , achieving its and through the cumulative effect of successive advertisements spread, achieving its and through the cumulative effect of successive advertisements spread over many weeks, month or every years. The object of the advertisement is to create an impression rather than simply to bring about an immediate purchase. 
3.	Reminder: - reminder advertising is highly important in the mature stage of the product to keep the consumer thinking about the product. The function descriptive or functional advertising must therefore be supported at every suitable opportunity by advertisement designed to keep it fresh in the minds of the public.
	The advertiser should arrange to place this reminder advertising within view of the public not only as they go about their activities is street, train and bus also the very point of purchase in the retailer’s shop.
	Since consumer cannot have the full story of the advertiser’s product before his eyes it is impossible to keep the gist of it sufficiently in his mind to make him think first of that product when the need for such a commodity arises to prevent retailers from persuading him to change his mind by adopting some competition article at the last moment and to make it more difficult for a competitors  advertising to secure attention.
4.	Prestige: - prestige advertising is intended to established good will rather than make immediate sales may be of two kinds.
	“Pride in the product” prestige advertising is the more usual of the two. Often contains more than a pinch of snob appeal and can be all the more effective, pride in the organization in prestige advertising occurs when the advertiser seeks to create a favourable impression upon his prospective customers by selling  them about his firm rather than the product that it manufacturer. The approach is always the indirect one of putting the organization before its products. To merit “ pride in the organization advertising are much employed by firms like banks and insurance companies which depend entirely upon the goodwill of the public, the only commodities that such concerns sell is their prestige.
5.	Humorous: - humorous advertising is a specialized form of communication. Advertisers should beware of humorous for two reasons. Firstly, sense of humour vary enormously so that what is excitingly funny to one person in a boring waste of time to another.
	Secondly, when an advertisement success in being indisputably, funny, it can still fall miserably in its prime purpose to influence people in favour  of the advertiser because they may remember the joke without being able to recall the name of the product name into the message and story in such a way that it cannot be forgotten with any other commodity.
	The advantages of humour in advertising in that it adds entertainment, thereby making sales message acceptable to the larger audience. This is a particularly valuable asset in the instance of media live cinema, radio and television which are watched and listened to by people in search or entertainment.
6.	Directional: - this describes advertising that simply point are way to somewhere or something, marks the spot where something is to be found. Example are the signs that may be seen here and there in London; pointing down a street and bearing the word “underground” the illuminated sign which may surmounting theatre, cinema or bowling alley, and the familiar shop facia-board bearing the name of the proprietor.
7.	Teaser: - teaser advertising always consist of a series of advertisement, only the last of which gives the complete story. The preceding spaces perhaps three, four or five of them all give only  a fraction of the message, thus playing upon one of the most active and valuable sides in man’s nature – his curiously. The teaser technique is most useful. For the introduction of a new product while teaser advertising can be most effective if it succeed in arising the public’s curiosity to such a pitch that they discuss the mysterious new advertising, company.
	If the disadvantage of being a very expensive method, because four or five advertisements are needed to do the work of one.
2.6	ADVERTISING BUDGET
	There are four common methods use tto arrived at advertising budget decision.
2.6.1	Affordable method: - many companies set the advertising budget on the basis of what they think the company can afford setting budgets in this manner tantamount to saying that the relationship between advertising expenditure and sales results is positive. If the company had sufficient funds, it should spend them on advertising as a form of insurance.
	The basis weakness of this method is that it leads to a flunctuating advertising budget, which makes it difficult to plan for large range market development.
2.6.2	Percentages of sales method: - many companies set their advertising expenditure at a special percentage of sales (either current or anticipated) or of the sales prices.
	A number of advantages are attached to this method.
	First, the percentage of sales method means that advertising expenditures are liked to vary with what the company can “afford”. This phases the more financial minded numbers of top management who know expense of all types been a close relationship to the movement of corporate sales over the business cycle.
	Second, the method encourages management to think in terms of the relationship between advertising cost, selling price, and profit per unit.
	Third, this method encourages competitive stability to the extent that competing firms spend approximately the same percentage of their sales as advertising.
	In spite of these advantages, the percentage of sales method has little to justify it. It uses circular reasoning in viewing sales as the cost of advertising rather than as the result. It leads to an appropriate set by the availability of funds rather by the opportunities it discourages experimentation with counter cyclical advertising or aggressive spending. The dependence of the advertising budget as year-to-m year fluctuation in sales militates against the planning of long- range advertising programmed. The method does not provide a logical basis for the choice of a specific percentage except what has been done in the post, or what competitors are doing, or what the costs will be. 
	Finally, it does not encourage the constructive development of advertising appropriations as a product- by –product and territory- by- territory basis but instead suggests that all allocation be made at the same percentage of sales.
2.6.2	Competitive- parity method: - some companies set their advertising and get specifically to match competitors that is, to maintain competitive parity two arguments are adversed for this method. One is that competitors expenditures represent the collective wisdom of the industry. The other is that maintain acompetitive parily help to prevent advertising wars.
	Neither of these arguments is valid. There is no a priori ground for believing that comprtition is using more logical method for determines outlays.
	Advertising reputations, resources and opportunities and objectives are likely to differ so must among companies that their budgets are hardly a guide for another firm to follow.
	Furthermore, there is no evidence that appropriate based on the pursuit of competitive parity do in fact stabilize industry advertising expenditure 
2.6.4	Objective-aid-task-method: - this method calls upon advertisers to develop their budget by 
1.	Defining their advertising objectives as specifically as possible.
2.	Determine the tasks that must be performed to achieve these objective.
3.	Estimating the costs of performing these tasks, the sum of these costs is the purposed advertising budget.
	This method has the advantage of requiring management to spelt out it is assumptions about the relationship between Naira spent, exposure levels, trail rates and regular wage.
It’s major limitations is that the market share goal is established at the beginning on the basis of what management wants rather than a result derived from a profit- maximizing approach to sales.
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