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CHAPTER ONE
BACKGROUND TO THE STUDY
1.1 INTRODUCTION
In an attempt to achieve the set goals of an organization, the organization must effectively communicate to the potential consumers and create awareness as to the existence of the product and the benefits to be derived from its usage. All these are of vital importance.
The concept of marketing is gaining more attention from various firms and companies, institutions, nations and from various exchange institutions.
Basically, marketing focuses its attention upon certain variables that serve as a tool of function in which advertising as a means of communication happen to be one of them and it can best described as a leading role of an organization project. It is said that consumers have every right to be adequately informed about any product of their choice.
Therefore, effective communication to consumers, increase their awareness as to product existence and benefit derived from their usage which is paramount to various marketing oriented companies.
Advertising is a process of getting an idea about a brand into consumer’s head, (i.e an idea which will move him or her towards purchase). A basic fact of life about marketing is that a product cannot sell itself: even a product that is designed perfectly to meet buyer’s desires and offered in affordable information about its availability and benefits are provided. For this to occur, we must understand both the brand and the consumer. The extent in which audiences receives and interpret advertisement determines the effectiveness of advertising.
Advertising must be received before it can be acted upon. Advertising is a major tool that firms adopt in reaching their customers. Firms use advert to alter or change their attitude and behaviors of their customers. Organization use advertising to persuade customers to buy what they do not really need.

1.2 STATEMENT OF THE PROBLEMS
Despite all the benefits derivable from advertising and the need to keep up with stiff competition in market places, many organizations especially, in developing countries stiff fails to accept advertising as a marketing tool to be reckoned with. Rather, advertising budgets has been regarded as a waste and drain on their profits. Besides, critics of the marketing tools sees it as an evil that has eroded all rational thinking of the consumers’ reaction to purchase and increase sales.
1.3	RESEARCH QUESTIONS
1. Does advertising enhance profitability?
2. What is the relationship between advertising and sales performance in 7up bottling company?
1.4 OBJECTIVES OF STUDY
1. To examine the impact of advertising on sales performance
2. To determine the relationship between advertising and sales performance
3. To examine whether advertising enhance profitability
1.5	RESEARCH HYPOTHESIS
Ho: Advertising impacts on sales performance of 7up Bottling Nigeria 
Hi: Advertising does not have impact in sales performance of 7up bottling Nigeria Plc 
H2: Advertising enhance profitability of 7up bottling Nigeria plc
Hi: Advertising does not enhance profitability of 7up bottling Nigeria plc
1.6	SIGNIFICANCE OF THE STUDY
The findings of the study were expected to benefit the following:
The findings of the study were used as references for future research work.
The results of the study are of surmountable information when drawing measures which would in turn lead to capture of substantial market share.
The study can be the source of references on how to revive and adopt and also follow the adverts according to the dynamic markets.


1.7	SCOPE OF THE STUDY
CONTENT SCOPE
The study covers advertising as the independent variable and sales of consumer product as the dependant variable.
GEOGRAPHICAL SCOPE
The study was centered at the 7up Bottling company industry in Ilorin Kwara State because it is the headquarter of the industry where marketing plan is carried out, and it has large sales volume. 
TIME SCOPE
The time scope of the study is between 2018/2019
1.8	DEFINITION OF TERMS
	VARIABLE: This variable means different tools or method use in carrying out advertisement.
BRAND: Brand represents the various types of products talking about the size, the colour, the packing e.t.c.
PHILOSOPHY: This implies the ways and manner by which advertising activities are been carryout to inform, to aware, and to persuade consumers.
STIFF COMPETITION: This implies a situation where we have very strong competitors producing the same or similar products at a very high rate.
MOTIVATION: This means, encouraging the potential customers to buy their products in other to safeguard the organization products.	
PROFIT: This implies all the gains and reward from all capital invested.
PRODUCT: Product means the total good & services produce.
VALUE: This means the amount or worth or capital invested to produce goods & services
SOPHISTICATED: This implies a very good ways of persuading both the potential and immediate customers to retain their loyalty towards the product.
POTENTIAL BUYER: This implies old and long term customer that as been loyal to the product.
COMMUNICATION: This means the process of disseminating or processing of passing useful information about the product.
SAMPLE: A small part or quality intended to show what the whole is like.




CHAPTER TWO
LITERATURE REVIEW
2.1	INTRODUCTION
This chapter looks at advertising as the independent variable, sales of consumer product as the dependent variable and the relationship between the two variables.
The review of literature is to enrich knowledge through a systematic investigation into human experience of sales promotion activity. It is to provide a clear understanding of the whole that will guide out through in understanding the topic under discussion. The study highlights some of the related its entire ramification.
2.2	CONCEPTUAL FRAMEWORK
The overall advertising objective is to help build customer relationship by communicating customer value to a specific target audience during a specific period of time. 
Identifying advertising objectives is the first step taken in developing an advertising program me. These objectives should be based on past decisions about the target market, positioning, and marketing mix which define the job that advertising must do in the total marketing position.
[bookmark: _Toc295843995]2.2.1	FORMS OF ADVERTISING
According to Kotler and Armstrong, there are various forms of advertising that is informative, persuasive and reminder advertising. Informative advertising is used to inform the customers about a new product or feature and to build the image of the company. (Kotler and Armstrong, 1999).
Persuasive advertising is one used to build selective demand for a brand by persuading consumers that it offers the best quality for their money. It persuades a customer to accept sales calls and to purchase now (some persuasive advertising has become comparison advertising, in which a company directly or indirectly compares its brand with one or more other brands. 
Reminder advertising is one used to keep consumers thinking about the product or service .it is important for mature products or services. It reminds customers that the products May be needed in their near future, where to buy the product and maintaining top of mind product awareness.
[bookmark: _Toc295843996]2.2.2	ADVERTISING MEDIA
Advertising may be done through various media like visual, audio and print media. Visual media may include television, bill boards, posters, prices with company product name and broachers’ .print media may include newspapers, brochures, stickers, magazines, business cards, new letters, and mobile vehicles. Audio media includes radios.
Other tools of advertising may include; infomercials, sponsoring events, taking part in trade shows, celebrity advertising ,email advertising , placing corporate logos and the side of boaster rockets and international space station, personal recommendations like; “bring a friend”, “ sell it”  ,mobile phone adverts like multi media messaging service  picture ,video messages advergamer,2D  bar-code and social network advertising (www.wikipedia, org/wiki, advertising)
[bookmark: _Toc295843997]2.2.3	STEPS IN CHOOSING AN ADVERTISING MEDIA
Armstrong specifies four major steps taken into consideration when choosing an advertising media, these are deciding on reach, frequency and impact of the medium selected. Reach is the percentage of people in the target market who are exposed to the ad campaign. Frequency is the measure of how many times the average person in the target market is exposed to the message. 
Media impact is the qualitative value of message exposure through a given medium for example for products that need to be demonstrated, messages on television may have a great impact than those on radio since television has both sound and sight. In choosing the type of media, the reach, frequency and impact of the major media types include newspapers, televisions, direct mail, radios and magazines. Media choice is affected by the media habits of target consumers that is, media that reaches target consumer effectively. Nature of products that is some of products and services are best advertised on televisions and color magazines.
Types of messages that is a major sale may require radio or television while a technical sale requires magazines, and direct mailing or on line. Cost is another major factor in media choice. This looks at the total cost of using a medium and the cost per advert exposure
Selecting specific media vehicles with in each general media type such as specific magazines, televisions , television shows or radio programmes ,a company must consider or complete the cost over thousand persons reached by a vehicle, cost of producing adverts for different media and also balance media cost measures against several media impact factors. 
Deciding media timing is the last step in choosing an advertising media. The company must decide how to schedule the advertising over the course of a year. Continuity or pulsing patterns may be chosen. Continuity means scheduling the adverts evenly within the given period while pulsing means scheduling adverts unevenly over a period of time.
[bookmark: _Toc295843998]

2.2.4	STEPS TAKEN IN SETTING AN ADVERTISING BUDGET
Kotler and Armstrong further highlight the steps considered when setting the advertising budget .stage in product life cycle, new products typically need large advertising budgets to build awareness and to gain customer trail. Mature brands usually require lower budgets as a ratio to sales. 
Market share, high market share brands usually need more advertising as a percentage of sales than do low market share brands. Building the market or taking the share from competitors requires larger advertising spending than does simply maintaining current share. Competition and clutter, in a market with many competitors and high advertising spending, a brand must be advertised more heavily to be noticed above the noise in the market. 
Advertising frequency; when many repetitions are needed to represent the brands message to consumers, the advertising budget must be larger. 
Product differentiation .A brand that closely resembles other brands in its product class requires heavy advertising to set it apart.  When the product differs greatly from competitors, advertising can be used to point out the differences to consumers.
According to David et al 1988, effective advertising decisions are aimed at supporting the marketing strategy for a company’s products and also influences purchase decision. The first step in creating effective advertisement messages is to decide what general messages will be communicated to consumers. This involves developing an effective message strategy that begins with identifying customer benefits which can be used as advertising appeals. You can then create a compelling idea or concept that brings the message strategy to life in a distinctive and memorable way. This in turn guides the choice of appeals to be used in an advertising campaign.
2.2.4	ADVERTISING CAMPAIGNS HAVE THREE MAIN CHARACTERISTICS;
i.	Meaningful, they should point out benefits that make the product more meaningful to the customers. 
ii.	Believable, customers must believe that the product or service will deliver the promised targets.
iii.	Distinctive; be able to tell how the product is better that competing brands.
Pride and Fewel 2006 suggest five significant decisions to be considered when drawing advertising programme; these include what media should be involved?
What message should be conveyed? What should be the company’s overall advertising budget? How does the firm know that the advertising is achieving its objectives?
The only reason for advertising is to sell something that is product, service or even an idea (William J.s et al 1998). Scheme and smith 1980 insists that it is not enough to produce a good product, and you do not make it, advertising only makes it accessible to customers and stimulates consumption and purchase.
Advertisement also facilitates the introduction of a new product ,expands the industry sales and the company, supports personal selling, reaches  people inaccessible by sales force, , builds good will of the firm hence improving its reputation and consequently sales are improved. However advertising is costly and may not be as persuasive as a company’s sales person. 
Many companies used straight forward method in determining advertising applications like percentage of sales, standard expenditure per unit, the task method / market share relations between advertising and sales revenue since there are mainly other factors that determine the sales revenue of a company like price, perception towards the product (kotler and Armstrong).
[bookmark: _Toc295843999]2.2.5	SALES PERFORMANCE
Sales in business terms are the actual sales in money values, a company receives after necessary collections are made from different sales channels of the original total production put on the market (Mc Cathy et al, 1994) .it is sales that stimulate production in a company and consequently profits which are affected by various factors some of which are controllable like quality and others are uncontrollable like competition and general price changes. 
Sales performance is an integrated frame work that enables organizations to plan and model sales strategies and ensure timely execution of sales initiatives while ensuring both front line sales people and decisions-markers have visibility into performance . Sales performance represents the next generation of best practices for sales. (Michael 2006).
Sales performance also refers to the total amount of firm’s output sold to the market especially on monthly or annually basis .this is affected by many factors including customer relationship, marketing management of the firm and sales force skills and motivation and even the pricing of the goods and services (Amanda 2002). 
Sales revenue is the total amount of money that the firm gets from the sale of all its goods and services in a given period of time. This is usually six months or a year if a firm produced only one product or service, the sales revenue will be the price of the product multiplied by the number of products sold. In the case of more than one product or service the revenue from each needs to be added together (wood, 1996).
The figure for sales revenue in profit and less account does not necessarily mean that the firm has received all the money because although they may have sold that quantity of the product, they may still be owed some of the money as debtors )Baker 2001).
Sales performance refers to consistent and satisfactory turnover of goods and services produced and put on the market by an organization or company. It is the sole economic goal of companies to have as much goods sold on the market. This facilitates the rate of goods turn over and consequently revenue and increased production. 
2.3	THEORETICAL FRAMEWORK
According to Chicago American marketing association (2000), marketing is defined as performance of business activities that directs the flow of goods and services from producers to the consumers who are the end users.
A journal of marketing, (2001), defines marketing as the process in a society by which the demand structure for economic goods and services s are enlarged and satisfied through the conception, promotion, exchange and physical distribution of such goods and services.
According to Kotler, (2000) “marketing is the social and management process by which individuals and grounds obtains what they need through creating and exchanging products and value with others.
Kolter, (2000) “Marketing consist of a set of principles for choosing target markets. Measuring their needs developing wants-satisfying products and services and delivering them at a value to the customer and a profit to the company.”
Marketing is relevant into only to economic institution such as manufacturing companies, wholesaler, and retailer but to every organization “that has something to sell” accountant, lawyers, administrator and management consultant are increasingly using marketing ideas to expand their practices, colleges, hospitals, museum and performing arts, group are turning top marketing in the face of low or declining demand for their services.
Stanton (2000) defines advertising as a programme or series of activities necessary to prepare the message and get it to the intended market. Another point that the public know who is behind the advertising because the sponsor is openly advertised/identified in the advertisement.
According to Stein, (2006) it is believed that the right sales approach consists of sales training that supports a company’s sales methodology and related processes.
According to Hardesty (2006), sales training programs encompass a variety of necessary components, things like company policies, sales paper work, customer relationship management, sales force automation  orientation, sales processes, company services ,sales skill training and product features  and benefits. Stein 2006 further urges that , even when companies do decide that sales training is a step in the right direction, they do not always proceed forward for the right reasons in the right order ,or in a way that results in them, driving  more sales revenue companies have learned how to employ sales training as a strategic tool. 
Griffith, (2001) states that profitability of a business is the justification of good performance. He further says that, profits of a business are the end results of operations and an indicator of good performance. Therefore, profit is a basic yardstick with which the success of the business can be measured. It is a reward for enterprise innovation and taking risks. 
Dunn, (2000) points out that the market needs and conditions are changing; therefore there is need for creativity in selling. This will show the company what to produce so as to satisfy the needs of the users. When companies produce such a commodity and they advertise, there is an automatic high response in consumption. Thus showing the relationship between advertising and sales performance. 
	Penchman, (2005) found out that advertising has a greater potential of building awareness of people hence obtaining a high preference in the market share because a big percentage of the population has one or more of the mass medium such as radios and television. This fact introduces the advertised company to many people. If the advertising is satisfying it will lead to increase in volume of sales. 
Pride F et al, (2002) observes that advertising often stimulates demand thus stimulating sales. For advertising to have a direct relationship with sales revenue, the entire market mix must be viewed by the customer as the right one. 
Gordon, (2003) states that companies advertise in order to compete in a new and aggressive way with in the marker, to increase their market share through increased customer, utilize the low cost way of teaching customers to create marketing approaches. 
David et al, (2005) recognizes that many scholars have heard different views on the effect of advertising on sales performance .however most of them agree that effective advertising will eventually increase revenue. 
Jefikins, (2000) has stated that in a competitive society there is not only competition between rival advertisers but choice between their rival products and services. Also people forget very easily and therefore the biggest advertiser in the world will get bankrupt very easily if he stopped advertising. 
 Barbara Stern from Rutgers University proposes another model of advertising communication, considering that it is a structured form of the literary text, something that clearly distinguishes from spontaneous interpersonal communication (Arens, 2002). The elements of advertising communication process are those above, except that fact that these elements are multidimensional. Thus, through these dimensions, communication process elements are found either in the surrounding reality or in virtual reality. Beyond these common elements specific to most definitions associated with advertising, there are a number of elements with which this concept and practical approach is differentiated from other forms of communication and marketing specific instruments. In the first position are found structural elements of all forms of communication - source, message, medium, receiver, feed-back and noise, but also others related, on the one hand, to the external realities of communication - consumer attitudes and competitive environment, and on the other hand, the need for effective communication - repetition and the need to coordinate communication (Nan and Faber, 2004). It is therefore important to analyze these elements in order to emphasize the theoretical characteristics individualizing advertising.
Another model aimed at intermediate effects that advertising generate, is that proposed by Deborah MacInnis and Bernard J. Jaworski C. (Smith and Yang, 2004). According to them, at the consumer level occurs six levels of mental processing, which are the following: 
i. Analysis of the characteristics which have the effect of affective mood 
ii. Primary classification with affective transfer effects 
iii. Analysis of meanings, whose effect is an heuristic analyze
iv. Integration of information, with primary persuasive effects 
v. Assuming the roles with persuasive effects of empathic nature 
vi. Processes of construction with effects of self-persuasion.
Belch and Belch (2002) advertising is a form of impersonal communication, the associated messaging being transmitted by means of extremely large addressable media (the mass media). Impersonal nature of it is given in the opinion of the some authors by the lack of immediate feedback from the receivers.
Osuala (1998) enumerated certain specific objectives of advertising which include to increase the number of units of products, to counteract competition from competitors, to increase the number of product uses, to remind customers about products, to maintain brand loyalty, to build a positive business image, to obtain dealer support and secure leads for assistance to salespeople.
Okwandu and Ekerete (2001) also stated objectives of advertising as follows; increasing demand to the point where economics of scale are achieved, to build “brand” in competitive mature market, to create product awareness in the minds of the consumers and to increase profitability in a less tangible way by creating good will for the firm as a whole and by raising the moral of workers. 
Kotler (2006) explained that advertising objectives can be classified according to whether their aim is to inform, persuade, remind or reinforce. Informative advertising aim to create brand awareness and knowledge of new products. Persuasive advertising aim to create liking, preference, conviction, and purchase of a product or service. Reminder advertising aim to stimulate repeat purchase of product and services. For example, difference colours of men’s packet shirts advertisement in a magazine (s) is intended to remind people to purchase the shirts. Reinforcement advertising aims to convince current purchasers that they made the right choice. Kotler emphasized that in developing an advertising program, marketing managers must always start by identifying the target market and buyer motives. Then they can make the five major decisions, known as “five Ms”. 
i. MISSION: What are the advertising objectives?
ii. MONEY; How much can be spent? 
iii. MESSAGE; what message should be sent? Media; what media should be used?
iv. MEASUREMENT; How should the result be evaluated?
According to Osuala (1987), advertising directed at business may be classified into four groups: trade advertising, industrial advertising, farm advertising or advertising to professional buyers. According to him, trade advertising is that advertising which is directed at wholesaler and retailers urging them to buy the product for resale to their consumers. Industrial advertising promotes goods that will be used in the operation of a business or will become part of another product. Farm advertising is directed at those engaged in agriculture stress, efficiency, low costs, profitability and similar product attributes. Professional advertising is directed at a member of the profession such as doctor, teacher or architects.
An advertising medium is any means of bringing an advertising message to the public (Osuala 2000). Advertising media includes newspapers, magazines, direct mail, television, radio, e-commerce, billboards, public spaces, outdoor advertising etc.
Osuala (1998) opined that newspapers are a universal medium. Both rich and poor, old and young, men and women, read newspaper. Because of the wide variety of interests of the readers, the newspapers are best adopted to advertising goods and services that are in more or less general use.
Kotler (2006) explained that newspapers can provide much detailed product information and can effectively communicate users and use imagery. At the same time, the static nature of the visual image in newspapers and magazines makes it difficult to provide dynamic presentations or demonstrations. Daily newspapers are read by roughly three-fourth of the population and tend to be used a lot for local-especially retailer advertising. The great virtue of newspaper advertising is flexibility. Stores owners can advertise products and carry out sales promotions, national companies can use newspapers for test marketing, small firms can reach their limited customer pool.(Osuala, 2000). News papers are also a good way of distributing coupons, but they are not very intrusive. Many advertisement go unseen or unread even by people who buy the paper. Stanton (1981) stated that magazines are the best forms when high quality printing and colour are needed. He explained that they reach more diversified market as well as a selective audience with minimized time wastage. This suggests that shopping goods can be best displayed on magazines in order to bring out their colour and high quality. Osuala (2000) stated that magazines are highly flexible. National magazines like news watch and News times are printed at a number of locations so that both local and regional advertisements are possible.
Anyanwu (1999) stated that direct mails are those media of direct advertising that are sent through the mails. Osuala (1998) explained that marketers use direct mail advertising to reach prospective buyers on an individual basis. According to him, examples of direct mail media include; sales letters, announcements, enclosures, catalogues, calendars and handbills.
Radio and televisions are broadcast media. Radio and televisions use airwaves to transmit their messages. Though radio lacks visibility which limits its usefulness in advertising products that are complicated or need demonstration to be fully understood, and therefore need to be seen to be fully appreciated (Osuala, 1998). Osuala stated that but then, it has its own advantages which include flexibility and timeliness. it can be listened to or heard by listeners who are driving, walking, working or engaged in any number of other activities.
Television commercials tend to have a greater impact on the senses than radio or print commercials because they combine sound, sight, movement and colour (Ray, 1982). George et al (2003) observed that the vast majority of television advertising ranges in length from few seconds to several minutes. Advertisements of this sort have been used to sell every product imaginable over the years, from household product to goods (shopping goods) and services. Wikipedia (2008) stated that television advertising has certain characteristics, viz: use of songs/jingles and humor. Many television advertisements feature catchy jingles (songs or melodies) or latch-phrases that generate sustained appeal, which may be retained in the minds of television viewers long after the span of advertising campaign. Wikipedia explained that some of these advertising jingles or catch phrases may take on lives of their own, spawning gaps or raffs; that may appear in other form of media, such as comedy movies or television variety shows etc. These long lasting advertising elements may therefore be said to have taken place in the pop culture history or the demography to which they have appeared.
Kalu (1998) emphasizes that it is selecting a media for advertising, the following must be considered, objectives of the advertising, media circulation, requirement of the message and cost of media. He stated that for example if the objective is to reach to people in the rural areas, local newspapers or radio will be the best media to be used to get the information to them. This will produce maximum result with less cost.
Boone, Lewis, Kurt & David (1992) defined shopping goods as goods purchased only after the buyer compares the products of more than one store or look at more than one store or look at more than one assortment of goods before making a deliberate buying decision. Kotler (2003) defined shopping goods as goods that the consumer in the process of selection and purchase, characteristically compare on such bases as suitability, quality, price and style. Wikipedia (2008) defined shopping goods as goods that the consumer typically compares for suitability, quality, price features, etc before selection and purchase.


CHAPTER THREE
METHODOLOGY
3.1	INTRODUCTION
Research methodology is dependable solution to a research problem through a planning and systematic method of collecting, analyzing and interpreting date. Research aims at discoloring the relation existing between or among events or variables of the world in which we live. This research methodology tries to explain the procedure of conducting the research.
3.2	RESEARCH DESIGN
The research work is designed to proffer solutions to problem facing advertisement in an organization using 7up Bottling Company as a case study. The method used to accomplish the objective of this research work is descriptive method which is set to gather integration analysis summarized and defines particular purpose of this research work.
	This research was designed in such  a way that information obtained in the course of the study was through the use of primary and secondary data, from the primary data interview method was employed which the respondent were asked simple questions and their responses was noted in preparing the chapter four.


3.3	POPULATION OF THE STUDY
In a general sense, population is regarded to be the groups of people living in a particular territory. The term population in a research work is used to cover all members or elements that define a group. Afolayan (2018) defines a population as all conceivable elements, subjects or observation relating to a particular phenomenon of interests to a researcher.
The study of population here comprises of selected distributors, consumers and staff of 7up bottling company. 
 The study population is 200 broken down, while the sample sizes is 160 based on the proportion of each group was chosen within these categories of employee based on the principle of the representation. 
The research populations for this study cost of the manufacturing organization in Nigeria while the sample size twenty (20) workers from the 7Up Bottling Company, Ilorin.
3.4	SAMPLE SIZE AND SAMPLING TECHNIQUES
SAMPLE SIZE
A sample size of 20 based on the proportion of each group was chosen within these categories of employee based on the principle of the representation
Random Sampling techniques were employed by the researcher because of the following considerations.
a. Nature of the research
b. The purpose of the research procedure
The procedure on tails dividing the whole population into different parts from which samples are randomly but independently selected to represent the population.
3.5	INSTRUMENT OF DATA COLLECTION
	The research made use of various form of tools to gather information in order that the aims of study may be achieve. The data were gathered both from primary and secondary source. 
	The tools employed include personal observation the use validated questionnaire and personal interview. 
QUESTIONNAIRE 
	This is an important tool which research customer used for the collection of data. Through this the researchers was able to obtain reliable data on information of the subject matter. The questionnaire was designed in such a way that all relevant information required for the research project was easily obtained. The questionnaire was carefully drawn in order that all require information would be supplied either directly or indirectly. Embarrassing or insulting questions were avoided to ensure maximum cooperation of the respondents. 
INTERVIEW
	This is a method of data collection which involves a face to face contact between two parties. This enable the research to interact directly with those personnel concerned of the required information. 
3.6	METHODS OF DATA ANALYSIS
The activity of data collection was through interview and observation relevant materials and textbook consultation etc. the outcome of data collection activity depend some the nature decision, the unit providing the information, method of approach and the degree of sophisticated.
	The type of data for this project work were obtained from both primary data which includes the use of personal interview of the staff and secondary data which includes the uses of relevant materials or textbooks consultation written by authors.
	A large percentage of data were collected from secondary source because primary source of data collection were faced with some short coming, however effort were made to analyze the available data to establish the relationship among different variable observed.
3.7	HISTORICAL BACKGROUND OF THE CASE STUDY
The seven–up (7up) bottling company started business in Nigeria in 1960 as a limited liability company. The seven up (7up) bottling company plc is one of the largest independent manufacturer and soft drinks in Nigeria from nine manufacturing plants.
A Lebanese Mohammed El – Khalid who came to Nigeria in 1962founded the company. Mohammed is the father of the current company current chairman Faysal El – Khalid .the company metamorphosed from a very successful transport business (El- Khalid transport) in a bid to diversify the then largest transport company in west Africa. In the early 1990’s when Pepsi international took over seven – up (7up) international, the company introduced the Pepsi brand in Nigeria.
Before the establishment of seven up plant in Ilorin, it used to be a depot under Ilorinseven up bottling company, but when the demands and that was seven up bottling company decided to upgrade Ilorin depot to a plant. As a matter of fact work started on the project in 1973. The 7up situated at Asa Dam road at the southern part of Ilorin metropolis stated production with an initial output of 10,000 crates per day.



CHAPTER FOUR
DATA ANALYSIS AND INTERPRETATION
4.1	INTRODUCTION 
	This research study shall examine the Impact of pricing policy on profitability of manufacturing industry with a special reference to 7up Bottling Company in Kwara State. In this chapter, the test of hypotheses will focus on the data extracted from returned questionnaires using the statistical tools discussed in chapter three. A total of 160 questionnaires were distributed to the Staff, distributors/customers unit division of 7up Bottling Company Ilorin in the course of executing this research, out of which completed and correctly filled will be retrieved for processing with the hope that the response rates will be a very good one. The implication of good response rate is that the researcher and other policy makers can therefore strongly rely on the results of the data analyses and findings of the research from data collected on the basis of the research survey questionnaires. It is also worth stating here that all tests of hypothesis in this research will be carried out using a level of significance of 0.05 (i.e. 5%) with 95% confidence level in the findings.
FACTOR ANALYSIS
A factor analysis was performed in assessing the impact of pricing on profit growth with a minimum factor loading of 0.050. To test for the reliability, a coefficient was computed for each of the dimensions of advertising strategies and its sale volume, profits growth of the companies’ measure from garnering data on business expansion/outlets in the study area. Addressing the problem of likely common method variance, the Cronbach Alpha reliability test was performed for all the measures. The resulting reliability for the independent and dependent variables indicating that the internal consistency of the adapted instrument was reliable with a Cronbach’s Alpha of 0.695
	          
Table 4.2.1: Questionnaire

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Returned
	155
	96.9
	96.9
	96.9

	
	Not Returned
	5
	3.1
	3.1
	100.0

	
	Total
	160
	100.0
	100.0
	


Source: SPSS Computation, 2025

Table 4.2.1 show that out of the 160 copies of questionnaires distributed to some selected customers and staff of 7up Bottling Company, 3.1% were not used in this study due to incomplete information by some respondents while 96.9% were returned as duly completed and used for further statistical analysis and by implication the response rate was good to further enhance the accuracy of the results and findings.
Table 4.2.2: Demographic Characteristics of the Respondents 
	Question
	Response
	Frequency
	Percentage (%)

	Ages 
	20-30years
31-40 years
41-50year
Total
	43
89
23
155
	27.7%
57.4%
14.9%
100.0%

	Gender
	 Male 
Female 
Total 
	56 
99
155
	36.1%
63.9%
100.0%

	Marital status
	Married 
Single  
Total 
	107
48
155
	69.03%
30.97%
100.0%

	Educational qualification
	Literate
Illiterate
Total
	88
67
155
	56.8%
43.2%
100%

	Ethnicity/Tribe
	Yoruba
Hausa
Igbo
Nupe
Others
Total
	70
35
3
10
37
155
	45.2%
22.6%
1.9%
6.5%
23.9%
100%


Source: Author’s Computation, 2025
Table 4.2.2 show the age classification of the respondents. 57.4% of respondents between the ages 31 to 40 years dominated as the major participants in this study, while 27.7% of the respondents were in between the age class of 20-30 years and 14.9% represent respondents’ age between 41-50 years. This directly implies that the respondents are mature and should be capable of providing objective responses in the study. The table also reveals the distribution of the respondents’ gender by indicating 63.9% of the participants in the study as female and 36.1% as male and by implication the more female than male that took part in the study. The population of the respondents is also dominated by married people representing 69.03% of the total respondents. The distribution of the respondents’ qualification is equally dominated by those with formal education representing 56.8% of the sampled respondents and about 43.2% of respondents were average illiterates. Out of the total respondents of 155, only 45.2% respondents are Yorubas and they formed the major distributors in the selected areas. The implication of the above analysis is that there is high possibility of obtaining objective responses from the respondents due to their high level of maturity, Knowledge of advertising and its effect on customers patronage and sale growth of the selected industry. This is justifiable basically from their age as well as educational status which depicts their relative exposure to the importance of this research study and will enable them appreciate the relevance of the study to the health sector and thus made them provide unbiased responses to the questions contained in the questionnaires.




DATA ANALYSIS ACCORDING TO THE RESEARCH QUESTIONS
RESEARCH QUESTION 1: To what extent does effective advertising policy has significant effect on firms’ performance of 7up Bottling Company?
	Table 4.3.1: Advertising strategy portray the image of quality products with value proposition and what the market is willing to offer.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREE
	9
	5.8
	5.8
	5.8

	
	DISAGREE
	12
	7.7
	7.7
	13.5

	
	NEUTRAL
	12
	7.7
	7.7
	21.3

	
	AGREE
	93
	60.0
	60.0
	81.3

	
	STRONGLY AGREE
	29
	18.7
	18.7
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025

13.5% of respondents fully dissatisfied that advertising strategy portrays the image of quality products with value proposition and what the market is willing to offer in the selected areas.  5.2% of respondent do not disclose their view on this and not more than 78.7% of respondents agreed on advertising of the market values of the good quality products and services. This shows that more than two-thirds of respondents accept that advertising of goods and services can be aligned with value proposition and what the market is willing to offer through the their strategy.





	Table 4.3.2: Advertising mechanisms encourage customers' patronage of the products in 7up Bottling Company

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREE
	5
	3.2
	3.2
	3.2

	
	DISAGREE
	3
	1.9
	1.9
	5.2

	
	NEUTRAL
	8
	5.2
	5.2
	10.3

	
	AGREE
	85
	54.8
	54.8
	65.2

	
	STRONGLY AGREE
	54
	34.8
	34.8
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025

5.1% of respondents disagree on the consistent advertising mechanism.  5.2% of respondent do not disclose their view on this and not more than 89.6% of respondents were fully satisfied that advertising policy of the selected industry were consistent and commendable and this has led to great patronage of customers to some competitors of the same line of products in the selected area. This implies that majority of respondents concede on the use of consistent advertising mechanisms in order to ensure more customer patronage.
	
            Table 4.3.3: Advertising makes sales and profits compatible with organization's prestige.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STONGLY DISAGREE
	2
	1.3
	1.3
	1.3

	
	DISAREE
	5
	3.2
	3.2
	4.5

	
	NEUTRAL
	6
	3.9
	3.9
	8.4

	
	AGREE
	61
	39.4
	39.4
	47.7

	
	STRONGLY AGREE
	81
	52.3
	52.3
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025
			
7 respondents representing 4.5% disagree on advertising decision which make profits compatible with organization image. 6 respondents representing 3.9% neither disagree nor agreed while 91.7% of respondents agreed that advertising makes sale and profit compatible with organizational image. This indicates that more than two-thirds of respondents accept that sale and profit can be made compatible with organization image through advertising.


	Table 4.3.4: Increased profit can rest on being noble in advertising of goods and services and preventing consumer resentment.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREE
	5
	3.2
	3.2
	3.2

	
	DISAGREE
	13
	8.4
	8.4
	11.6

	
	NEUTRAL
	8
	5.2
	5.2
	16.8

	
	AGREE
	80
	51.6
	51.6
	68.4

	
	STRONGLY AGREE
	49
	31.6
	31.6
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025
11.6% of respondents were fully dissatisfied that increased profit can rest on being noble in harmonizing prices of goods and services and preventing consumer resentment.  5.2% of respondents do not disclose their view on this and not more than 83.2% of respondents agreed that increased profit is a tool which advertising of goods and services and preventing consumer resentment. This implies that majority of respondents accept that advertising increased profit that rest on being noble in preventing customer resentment.


RESEARCH QUESTION 2:  Is there a significant relationship between advertising and sale volume in 7up Bottling Company?  
	Table 4.3.5: Advertising encourage customer patronage of the company's products.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREE
	6
	3.9
	3.9
	3.9

	
	DISAGREE
	3
	1.9
	1.9
	5.8

	
	NEUTRAL
	9
	5.8
	5.8
	11.6

	
	AGREE
	86
	55.5
	55.5
	67.1

	
	STRONGLY AGREE
	51
	32.9
	32.9
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025
9 respondents representing 5.8% disagreed on advertising encourage customer patronage of the company’s products.5.8% of respondents did not show their view on this while 88.4% of respondents agreed that customer patronage of company’s products can be encouraged by advertising of goods and services. This shows that more than two-thirds of respondents accept that customer patronage could be encouraged by advertising strategy.


	Table 4.3.6: The organization was able to reduce operating cost by taking advertising as a priority.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREE
	2
	1.3
	1.3
	1.3

	
	DISAGREE
	5
	3.2
	3.2
	4.5

	
	NEUTRAL
	7
	4.5
	4.5
	9.0

	
	AGREE
	68
	43.9
	43.9
	52.9

	
	STRONGLY AGREE
	73
	47.1
	47.1
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025

Table 4.3.6 shows that 4.5% of respondents were dissatisfied that operating cost are reduced by taking advertising as a priority in the selected company.4.5% of respondents neither agreed nor agreed while 91% of respondents agreed that operating cost are reduced by taking advertising a priority. This implies that more than two-thirds of respondents concede on operating cost reduction by prioritizing advertising in the company.


	
Table 4.3.7: Advertising mechanisms is permissible regardless of difference in in the cost incurred.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STONGLY DISAGREE
	11
	7.1
	7.1
	7.1

	
	DISAGREE
	9
	5.8
	5.8
	12.9

	
	NEUTRAL
	13
	8.4
	8.4
	21.3

	
	AGREE
	94
	60.6
	60.6
	81.9

	
	STRONGLY AGREE
	28
	18.1
	18.1
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025

20 respondents representing 12.9% disagreed on advertising mechanisms is permissible regardless of difference in cost incurred in the process.8.4% of respondents did not reveal their view on this while 78.7% of respondents agreed that advertising is permissible regardless of difference in the cost incurred. This shows that more than two-thirds of respondents accept that difference in cost procurement does not stop advertising in the selected company.
	RESEARCH QUESTION 3: Does advertising decision have significant effect on profit of the selected company?
Table 4.3.8: customer desires and satisfaction increase because the company makes the make proactive decision on advertising easier.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREE
	6
	3.9
	3.9
	3.9

	
	DISAGREE
	4
	2.6
	2.6
	6.5

	
	NEUTRAL
	9
	5.8
	5.8
	12.3

	
	AGREE
	84
	54.2
	54.2
	66.5

	
	STRONGLY AGREE
	52
	33.5
	33.5
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025

10 respondents representing 6.5% were dissatisfied that making decision on advertising could increase customer desire and satisfaction while increasing the profit.9 neither respondents representing 5.8% neither agreed nor disagreed.136 respondents representing 87.7% were satisfied that making advertising decision easier could increase profit in the selected company. This implies that majority of the respondents are satisfied with decision that customer desires and satisfaction will increase profit by taking proactive decision on advertising. 
	Table 4.3.9: Advertising makes it possible for some customers to avail themselves products and services that would not have been possible with stiff competition.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREE
	4
	2.6
	2.6
	2.6

	
	DISAGREE
	5
	3.2
	3.2
	5.8

	
	NEUTRAL
	6
	3.9
	3.9
	9.7

	
	AGREE
	72
	46.5
	46.5
	56.1

	
	STRONGLY AGREE
	68
	43.9
	43.9
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025
Table 4.3.9 shows that 5.8% of respondents disagree on advertising that make it possible for some customers to avail themselves the products which would not have been possible through stiff competition.3.9% of respondents neither agreed nor agreed while 90.4% agreed that advertising makes it possible for some customers to avail themselves the products that would not have been possible with stiff competition. This indicates that more than two-thirds of respondents accept that customer avail themselves to the opportunity accrued to advertising.
	Table 4.3.10: The organization use of advertising procedures and implementation is of more benefits to reduce operating costs than the competitors in the same products line.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREE
	2
	1.3
	1.3
	1.3

	
	DISAGREE
	11
	7.1
	7.1
	8.4

	
	NEUTRAL
	6
	3.9
	3.9
	12.3

	
	AGREE
	75
	48.4
	48.4
	60.6

	
	STRONGLY AGREE
	61
	39.4
	39.4
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025
8.4% of respondents were fully dissatisfied that the organizational use of advertising procedures and implementation is of more benefits to reduce operating costs than the competitors in the same products line.  3.9% of respondent do not disclose their view on this and not more than87.8% of respondents agreed on the organizational use of advertising procedures and implementation is of more benefits to reduce operating cost than the competitors in the same products line. This implies that more than two-thirds of the respondents concede on the use of advertising procedures and implementation.


	Table 4.3.11: There is a noticeable significance difference between advertising policy and profit of this company.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREE
	11
	7.1
	7.1
	7.1

	
	DISAGREE
	12
	7.7
	7.7
	14.8

	
	NEUTRAL
	14
	9.0
	9.0
	23.9

	
	AGREE
	76
	49.0
	49.0
	72.9

	
	STRONGLY AGREE
	42
	27.1
	27.1
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025

23 respondents representing 14.8% were dissatisfied with decision that there is a noticeable significant difference between advertising policy and the profit of this company while 14respondents representing 9.0% neither agreed nor disagreed.118respondents representing 76.1% were satisfied with the decision that there is a noticeable significant difference between advertising and company profit. This implies that majority of the respondents accept that advertising policy have brought a significantly different to the company profit.
Testing of Hypotheses
HO1: there is no significant impact of advertising on firms’ performance of 7up Bottling Company
	Table 4.4.1: Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.671a
	.450
	.449
	.39751

	a. Predictors: (Constant), Advertising



To assess the level of relationship between advertising and firm performance (in the form of fierce competition), simple regression analysis was carried out. The result of the regression model in the table 4.4.1 shows the value of the regression coefficient R= .671, R- square = .450 and adjusted R-square = .449. From this result, the extent of relationship between advertising and company’s performance is clarified by the value of the R-square. The R-square value denotes 45% of company’s performance is accounted definitely by the mechanisms of advertising adopted and not more than 55% is caused by others not included in this model. These other factors might include budgeting, management decision & strategies, infrastructures and organization climate etc.
	Table 4.4.2: ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	103.719
	1
	103.719
	125.11
	.000b

	
	Residual
	126.768
	153
	.829
	
	

	
	Total
	230.487
	154
	
	
	

	a. Dependent Variable: Firm performance

	b. Predictors: (Constant), Advertising


The F-calculated value of (125.11) is greater than the tabulated value of (3.84) indicating a significant relationship. More so, is the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (effective pricing policy) is positively related with the dependent variable (firm performance). Hence, it is posited that there is significant relationship between advertising and the firms’ level of performance at 95% confidence level.
	Table 4.4.3: Regression Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.513
	.056
	
	-9.161
	.000

	
	Advertising
	.769
	.091
	.671
	8.450
	.000

	a. Dependent Variable: Firm performance


The beta value of the constant is -0.513 whereas; the beta value for the predictor variable (Advertising) is 0.769. The t-value of 8.450 and the p-value of .000 indicates the model is significant at p<0.05. Therefore, the beta coefficient (Beta= 0.769) implies firm performance will increase by 76.9% if advertising increase by one. And peradventure advertising is not effective i.e is zero, firm performance will be badly affected and this will further reduce profit and sale volume of the companies by 51.3% as shown by the constant value (-0.513) in the table.
HO2: There is no significant relationship between advertising mechanisms on the sale volume in 7up Bottling Company Ilorin.
	Table 4.4.4:  Tests to ascertain effect of cost procurement and cost incurrement of advertising on sale volumes

	    Dependent Variable:   Corporate performance

	Source
	Type III Sum of Squares
	df
	Mean Square
	F
	Sig.

	Corrected Model
	21.946a
	2
	4.389
	54.373
	.000

	Intercept
	.845
	1
	.845
	10.471
	.001

	Cost procurement
	.555
	1
	.555
	6.870
	.010

	Cost incurrement
	.465
	1
	.465
	5.758
	.018

	Error
	12.028
	152
	.079
	
	

	Total
	2257.000
	155
	
	
	

	Corrected Total
	33.974
	154
	
	
	

	a. R Squared = .646 (Adjusted R Squared = .634)



The test between subject effect of advertising mechanisms using generalized linear model of Univariate analysis in the table illustrated above confirms the significance difference of cost procurement and cost incurrment on sale volume. The results indicate that cost procurment (0.010<0.05), and cost incurred (0.018<0.05) all have significant relationship with sale volume at 5% level. Hence, the null hypothesis is rejected and the alternative hypothesis is hereby concluded that there are significance differences between advertising policy and sale volume in the selected company. Although it is however noted from this result that advertising were most time used by the selected company to increase the sale volume at 95% confidence level based on this analysis i.e. (P-value=0.010<0.05).
HO3: there is no significant impact of advertising decision company profit at 7up Bottling Company
	Table 4.4.5: Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.772a
	.596
	.588
	.30165

	a. Predictors: (Constant), Centralized decision, Monopolized decision


To assess the extent of impact of advertising decision in form affective commitment on the company profit; multiple regression analysis was carried out. The result of the regression model shown in table above indicates the value of multiple correlation coefficient R= .772 and the adjusted R- square = .596 give us some idea of how well our model generalizes and ideally we would like its value to be the same, or close to the value of R-square. In the above summary, the difference for the final model is a fair bit (0.596-0.588=0.008 or 0.8%). This shrinkage means that if the model were derived from the population rather than a sample it would account for approximately 0.8% less variance in the outcome. Thus, the aggregated effect of predicting advertising decision on organization profit is explained by the value of the R-square, which indicates that 59.6% of organization profit is clarified specifically by their choice of centralized and monopolize decision in the process of advertising.  
	Table 4.4.6: ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	20.235
	2
	10.117
	111.181
	.000b

	
	Residual
	13.740
	151
	.091
	
	

	
	Total
	33.974
	154
	
	
	

	a. Dependent Variable: Company Profit

	b. Predictors: (Constant), Centralized decision, monopolized decision


	ANOVAs table above test whether the model is significantly better at predicting the outcome than using the mean as a ‘best guess’. Specifically, the F-ratio represents the ratio of the improvement in prediction that the results from fitting the model (labeled ‘Regression’ in the table), relative to the inaccuracy that still exists in the model (labeled ‘Residual’ in the table).  And by dividing the regression sum of square value by the Total sum of square in the table, indicating a significant relationship by returning the value of R2=0.596, and the fact that the final model is significantly improve our ability to predict the outcome variable. However, the significant value of P (0.000) is smaller than (0.05) which means that the independent variables (advertising decision) are positively related with the dependent variable (Company profit). Hence, it is posited that there is significant relationship between the advertising and the company profit at 5% level of significant.
	Table 4.4.7 Regression Coefficientsa

	Awareness & Knowledge
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.628
	.293
	
	2.139
	.034

	
	Centralized decision
	.752
	.059
	.709
	12.704
	.000

	
	Monopolized decision
	-.123
	.054
	-.122
	-2.283
	.024

	a. Dependent Variable: Company Profit


The result of the regression analysis above implies that Centralized decision (Beta=0.709) has direct influence on Organization performance with the exception of monopolized decision (Beta=-0.122) having inverse relationship with Company Product. This means with the increase effect of centralized decision of advertising, the chances of company profit increases significantly while the higher the monopolized decision the lower the company profit at 5% level of significant. It is however posited that the null hypothesis is rejected and the alternative hypothesis accepted by concluding that there are significant influences of advertising decision on the Company profit at 5% level.
DISCUSSION OF FINDINGS 
From the regression result in hypothesis 1, the beta coefficient (Beta= 0.769) implies firm performance will increase by 76.9% if advertising increase by one. And the result further predicted that if advertising policy is not effective i.e is zero, firm performance will be badly affected and this will further reduce sale volume of the company by 51.3% as shown by the constant value (-0.513) in the table.
Using the findings from hypothesis 3, with the application of generalized linear test , the result of the generalized Anova-test conducted do compare the difference between advertising cost procurement and cost incurred and sale volume of the selected company and the result proved support for the alternative hypothesis  i.e significant value of 0.01<0.05 and 0.018<0.05 shows that difference in advertising procurement (M=555, F= 6.870), and Advertising incurred (M= 0.465, F= 5.758); leading to an outright acceptance of the alternative hypothesis which states that, there is a significant relationship between decision on procurement and increment of advertising and the sale volume of the selected firm in Kwara State. 
It is equally note from hypothesis 3 that the effect of centralized and monopolized decision on organization profit is explained by the value of the R-square, which indicates that 59.6% of company profit is explained specifically by rightfully choice of decision on advertising in the process. This means that the advertising decision on productivity should not be monopolized but should be centralized to increase the force of demand and supply.
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CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS 
Based on the analyzed meaning of sales promotion made in chapter two, one can categorized describe sales promotion as being  effective, that is well done efficiently, and it is good result bound.
It could be seen clearly that through the soft drink can sell itself but, in a situation where there are competitors so as to keep peace with the market friends.
It should be noted that sales promotion is an important and effective face of the promotional mix. it makes valuable contribution to marketing effectiveness by supporting the advertising and personal setting activities.
It is usually designed to support the sales forces and its effort to gain sales acceptance.
Sales promotion plans should be made at the time when plan are  developed for other promotion tools working as a team, the promo tool can accomplish much more this way through separate efforts. Each phase of the sales promotion program should be fined carefully and co-ordinate with other soft drink manufacturing programme. Bottlers should developed their own sales promotion strategy or have them done by the adverting agencies. Sales promotion activities should be planned carefully and executed In professional manner, if the objective are to be achieved.
5.2	CONCLUSION
The ability of any soft drink manufacturing company to get its product e.g. coca-cola , 7up, Mirinda, Pepsi e.t.c to its target audience depends very much on effective use of the promotional mix sales promotion as a communicative tool between the bottles and consumers. 
In order to achieve the objectives of the bottles, majorly to maximize profit and longevity of soft drink product, sales promotion should be used hand- in hand with other promotional activities advertising personal selling and publicity.
The major reason for sales promotion is because its advantage in achieving the communication gods. Trial use further actual/red value can be appreciated. Sales promotion creates the impression, in the mind of the customers, that they are getting something per free, i.e. using nothing to get plenty it is, the very effective as an element of the promotional mix
5.3 RECOMMENDATIONS
i. If sales promotion is conducted at the right time, it will yield positive effect on sales volume, profit and the market share of the manufactures will increase. Staffs should be trained intensively for this effective co- ordination of both the sales department and sales promotion section.
ii. Adequate staffing will boost the position, effort of both sections as mention above. The sales representative 
iii. There is the need to gain, at all times, the confidence and co-operation of the customers, for their support is very important to the success and survival of the manufacturing companies, sales promotion assist in achieving this ovine.
iv. Sales promotion serves as a very good means of communication research reveals that the target audience not only the message but, also the source of the message in term of trust worth lines and credibility. Its through communication consumer builds the industry image in his mind.
v. The bottles must take into cognizance the job of marketing research. They need to do a lot of work in the marketing environment so as to know.
a. If the market is in need of sales promotion or any of the other promotional mix.
b. When to sue sales promotion supermarket acceptability
c. This of sales promotion mix/element will fit the market situation at a particular time so that the most appropriate one to adopt
d. How long the promotion will stay before it is stopped so that consumer will not view it as fake.
e. Which form of sales promotion shall yield or most maximize profit.
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APPENDIX 
Kwara State Polytechnic
Department of Marketing
Institute of Finance and Management Studies
Ilorin 
Kwara State. 
					4th, May, 2025
The Managing Director,
7up Bottling Company, 
Ilorin 
Kwara State. 

Dear Sir,

I am a final year student of the Department of Marketing , Institute of Finance and Management Studies, Kwara State Polytechnic Ilorin. 
As part of the conditions for the award of Higher National Diploma (HND) in Marketing. I am conducting a research work on the Impact of Advertising on Sales of Consumer Product.  Using your company as the case study. I solicit your support in completing the attached questionnaire to enhance the successful completion of this project. 
Anticipating your unnerved assistance. 
					Yours faithfully		
ADEBAYO BASIT OLALEKAN
HND/23/MKT/FT/0524







QUESTIONNAIRE
Instruction: please, indicate the answer of your choice by ticking a mark () where appropriate 
1. Please, indicate your sex. Male (    ) Female (    )
2. Please indicate your age range 
(a) 10-15 (   ) (b) 16-24 (   ) (c) 25-35 (   ) (d) 35 and above (   )
3. Marital status; Single ( ) Married (  ) Divorced (   )
4. Occupation: (a) Civil servant (    ) (b) Trader (   ) (c) Student (   )
SECTION B
5. Do you take 7up Bottling company products or not? Yes (   ) No ( )
6. Which of the following products do you take? (a) 7up (   )
 (b) Teem (   ) (c) Pepsi (    ) (d) Mirinda (    )
7. Why do you like your choice? (a) Gas (   ) (b) Flavour (   ) (c) Taste (   )
8. Does the advertisement influence your consumption of the products? (a) Yes (   ) (b) No (   )
9. How do you get information on the products of your choice? 
(a) Radio (   ) (b) Newspaper (   ) (c) Television (   ) (d) Friends (   )
10. Does advertising stimulate product identification and consumers loyalty? (a) Yes (   ) (b) No (   )
11. If your answer to question 10, above is yes, how does it stimulate you? (a) Highly stimulates you (   ) (b) Stimulated (   ) (c) Not highly Stimulated (   ) Not stimulated (   ) 
12. Does advertising inform you about the existence of a product? (a) Strongly informed (   ) (b) Informed (   )  (c) Strongly not informed (   ) Not informed (   ) 
13. Does advertising increase your revenue? A. Yes ( )  B. No (  )
14. Does advertising have a positive impact on you? (a) Agreed (   ) (b) Disagreed(   ) (c) Strongly agreed (   ) Strongly disagreed (   ) 
