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ABSTRACT
Globalization of practices driven by accelerated competition among manufacturing and service delivery organizations has pushed firms to create value for money through efficient use of limited resources. Outsourcing is one of the management tools that are gaining currency among managers in addressing the new dynamic business order. This study examined the evaluation of the use of advertising as a promotional tool in manufactring industries in Nigeria, a case study of tuyil pharmaceutical industries limited, ilorin. The study adopted a stratified sampling technique to arrive at 92 sample elements for the study. Some of the top and middle level managers of Tuyil Pharmaceutical Ltd were interviewed to further elicit information on the key variables. Copies of the questionnaire were administered and the data obtained were analyzed using Regression analysis. The questionnaire for this study was subjected to test-re-test reliability assessment. Opinions and observations of experts and professionals were incorporated into scale questions in order to ensure the content validity. The findings reveal that firms that outsource experience personnel, business process and knowledge reduce average cost, increased sales turnover and profitability, enhance expertise, improve service quality, reduce staff strength, streamline the production process, reduced administrative burden, save time for core activities and increase customer satisfaction. It is recommended that company that outsource should continue to monitor the contractor’s activities in order to ensure compliance with best practices. Workers should be made to embrace the strategy before implementation so as to alley the fear of loss of Jobs.
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CHAPTER ONE
INTRODUCTION 
1.1 BACKGROUND TO THE STUDY
	When any manufacturing undertaking spring up, it becomes imperative for its name to be known and whenever any productive activity (firm) face hard time, nothing is more required than for its benefit to be made known and subsequently revived, also a firm having no drawbacks need relent in its effort to proclaim the importance of its products and services by increasing consumer awareness over its products and services through promotion.
	Promotion spills over into almost every aspect of the marketing mix, which is made of a set of combined elements or variables, which are partially controllable of influencing the consumer in a definite way.
	Subsequently, promotional activities are all strategies Limited, Ilorin to foster the sales of their goods it is a controllable integrated programme of communication method and materials designed to present the company and its product to prospective customers to communicate end of facilitating sales and thus contributing to long-run profit performance. 
	The major promotional tools include sales promotion, advertising, personal selling and publicity. These four major promotional tools lamed at exploiting the availability of demand stimulating element in the marketing mix. However, concerning this study, advertising will used as an evaluation as a promotional tool in manufacturing industries.
	However, advertising is a paid form and non-personal presentation of idea by an identified sponsor.
	It is used to create awareness. Educate and persuade current or existing and potential customers of a particular product.   
	Undoubtfully, a splendid product, an exceptionally low piece and an ideal retail place would produce negligible revenue and profit, if the promotion systems were not firm market or the public regarding the company’s product and its profit. Finally, recommending ways in which some problems of promotional tools can be alleviated by industries.
      In addition, to broaden the knowledge of potential businessmen and workers in particular about the various step to take before engaging in promotional activities.
1.2  STATEMENT OF THE PROBLEM OF THE STUDY 
	 In regard to this study, the use of advertising will be evaluated as a promotional tool in manufacturing industries.
The research wants to be cetical examination about the use of advertising to the pharmaceutical companies.
	Tuyil pharmaceutical industry limited, Ilorin will be taking as a case study, whether advertising really worth doing or it is a waste of resources.
	Does, it really have any positive or negative impact on the sales of pharmaceutical company? 
	However, through examination of the usefulness of advertising as promotional tools in manufacturing industries is what the researcher wants to researcher.     
1.3 OBJECTIVES OF THE STUDY
The objectives of the research project can be enumerated as follows:
a. To evaluate the use of advertising as a promotional tool in manufacturing industries in Nigeria.
b. To know the meaning, benefits and problems of advertising on the potential consumers and also the organization of large.
c. To evaluate the effectiveness of advertising.
d. To measure the effectiveness of advertising 
e. Furthermore, recommending ways in which some problems of promotional tools can be alleviated by industries, also to broaden the knowledge of potential businessmen and marketer in particular about the various steps to take before engaging in promotional activities. 
1.4  SIGNIFICANCE OF THE STUDY
	This research project will be of great importance to the department of marketing and students of marketing at all level, because it studies the evaluation of the use of advertising as a promotional tool.  
	It will also broaden the student’s knowledge in knowing more about promotion.
	This project is as well useful to the other pharmaceutical companies and the marketing organization or executives of the company will have one or two points to gain from the report, which will be useful to the development of the company.
	The management of Tuyil pharmaceutical industries limited, Ilorin will also find this research project a good and beneficent one because the centre focus of the study is on their organization and it will be a great tool to be used in making necessary adjustments to their operations. 
	The societies are not expected from the benefit of this research project, as the study does not cover only Tuyil pharmaceutical company who produces this product.
	Vamoron blood tonic, Tutolin cough syrup, Tudox suspension Tumol syrup, karaole pain relief gecrol suspension, vitamin a (srup, tucillin syrup and so no but also includes ways on how promotion will contributes to the satisfaction of every individual as a whole).
	Lastly, the project work is to meet the partial requirement for the award of higher national diploma in marketing as regulated by national board for technical education (NBTE)    
1.5 SCOPE OF THE STUDY
	Evaluation of the use of advertising as a promotional tool in manufacturing industries in Nigeria is a broad scope, which includes the following scopes:
a. Territorial Scope: The area of coverage of this research work is centered on evaluation of the use of advertising in the development of manufacturing industries in Nigeria.
It will also cover the benefit of advertising and its problems to solve those problems in other organization. 
b.  Geographical Scope: These are covered items of location is a very wide rage where there are numerous consumers who make use of Tuyil  pharmaceutical products, right Kwara State to other  place where the products are being marketed across the countries.
c. Industrial Scope : This research work will convert the pharmaceutical industry, using Tuyil pharmaceutical industry as a reference point of firm that products consumer’s product are meant to satisfy human  needs and wants in meant to satisfy human needs and wants in dream of providing and promoting sound health.
d. Time Scope: As a result of the limited time, this project will only take a period of one year and with life or validity of the outcome will be table to two and half years as a result of change in market condition.       
1.6  LIMITATION AND CONSTRAINTS OF THE STUDY 
	One of the important problems encountered by the researcher while undertaking this study is FINANCIAL CONSTRAINT, which deprived the researcher of the ability to visit many places and meet the widely disposed consumers of Tuyil pharmaceutical industries Ilorin and to gather enough data.
	The researcher also faces the SECRECY being attached to information by business organization in Nigeria.
	Tuyil pharmaceutical industries limited, Ilorin, is inclusive and consequently had adverse effect on the organization of information and data needed in this study.
	It is not all that easy to combine the writing of this project with the school lecture, test and the forthcoming examination because of the limited TIME.
	With all these constraints and limitations, the researcher’s will still be successful.   














CHAPTER TWO
2.0 LITERATURE REVIEW
	Advertising is the means of informing as well as influencing the general public to buy a product or services through visual or oral messages. A product or service is advertised to create awareness in the minds of potential buyers through various advertising mediums such as Newspaper, Magazines, Television, Radio, Posters, Hoardings, Billboard and in recent time internet and web advertising. It is a promotional activity for marketing a commodity. In the present day world of mass production and distribution, advertising serves as a powerful tool in the marketing process.
Advertising is used for communicating business information to the present and prospective customers. Its usually provides information about the advertising firm, its product qualities, place of availability etc
	Advertising is the integral part of our daily life. It is a pervasive method of marketing society, which encourages people to purchase goods and services. Advertising contributes to being about all round development of the economy by increasing demand and by encouraging economic activities, which in turn improves the income. It motivated people to consume more material and thereby improves their standard of living. Effectives advertising generates demand for goods and services and calls for more production which requires more physical and human resources, thus creating employment opportunites.
	In the modern age of large-scale production, producers cannot think of pushing the sale of the product without advertising. Advertising has acquired great importance in the modern world where tough competition in the market and fast changes in technology, altered our lifestyle.
	The term “Advertising” is derived from the latin word “advertere” which means “to turn” the attention. Every piece of advertising attempt s to turn the attention of the readers or the listeners or the viewers towards a product. The most widely accepted definition, of the advertising is the one which is given by the American Marketing Association, according to which advertising is “any paid form of non-personal presentation and promotion of goods and services and idea by an identified sponsor”(Kazim and Batra 2008). But the definition has some limitations because it does not talk about the persuasion aspect of advertising without which it is very difficult to achieve advertising objective. A survey of recent advertising and marketing textbooks makes it obvious that there is no universally accepted sponsor, mass media, act of persuasion makes advertising to be controlled means of mass communication may take any form- visual, oral or written  to promote a product through persuasive communication to achieve a pre determined objectives, changing and reinforcing the desired attitude oft the consumers at the point of purchase.
	The advertising message is considered as an important component in advertising communication process. It is the though, idea attitude, image or other information that the advertiser wish to convey to the target audience. How an advertising message is presented is critically important in determine its effectiveness. Idea advertising message should command and draw attention, hold the interest, arouse desire for possession of the product, and elicitation (Gupta, 2012).
	The effectiveness of an advertising message depends largely on its visual contents. The advertiser must locate an appeal, theme, idea or a unique selling proposition. An advertising appeal refers to the approach used by an adviser to attract the attention or interest of the consumer and influence their feelings towards the product, service or idea. Through the use of different kinds of appeal, advertising attempts to persuade and influence.
	 The usual and non-verbal elements in advertising play a dominant role in attracting the consumers. A good number of advertisements uses very little written information and mainly focus on the visual elements to convey the message. The visual elements used in the advertisements not only convey the information, but also reinforce the advertising claims. Audiences often develop impressions or image based on certain illustrations and pictorial representation depicted in advertisements, which increases immediate recall value.
	It ensures a good connectivity and trust between the advertiser and the consumers and adds value to the product. Since the advertiser expect to create a favourable attitude about the product that will lead to positive actions in the mind of the consumer, or unique visual attribute is required to enhance the taste and acceptance of the consumer about the product thus advertised. The study focuses on the application and relevance of two distinct visual elements. Cartoons and caricatures, which need to be discussed for better understanding of the application and importance of humor in Indian advertising.
2.1 CONCEPTUAL FRAMEWORK
2.1.1 CONCEPT OF ADVERTISING 
Advertisement has become an integral part in today’s marketing scenario. In earlier times, advertisement was not given as much emphasis as it is being given today. The institute of practitioners in advertising defines the terms as: “advertising presents the most persuasive possible selling message to the right prospects for the product or services at the lowest possible cost”. Here we have a combination of creativity, marketing research and economic media buying. Advertising may cost a lot of money but that cost is justified if it works effectively and economically. 
CONCEPT 
	 The word advertising is a latin word which means “to turn attention of people to a specific thing”. It is a paid publicity. According to Oxford Dictionary the word “to advertise” means “to make generally or publicly known”, describe publicly with a view to increasing sales. Advertising is thus, a mass communication tool, which is essentially in paid for by a firm or an individual and the altitudes and induces actions, which are useful to the adviser.
		Advertising presents and upholds the ideas, commodities and services of a recognized adviser, which provides as a communication link between the producer and the potential buyers. It gives information the would-be buyers who are interested in seeking the information about a product and the manufacturers. Advertising may be taken as the most efficient means of reaching people with product information. Advertising present a mass persuasion apart from disseminating information producer. While creating awareness and popularity, it seeks to persuade. It is a more effective and expensive and less expensive way of creating contacts. 
2.1.2 OBJECTIVES OF ADVERTISING
	The purpose of advertising is to sell something a product, a service or an idea. The real objective of advertising is effective communication between goods and clients and increasing awareness. Mathews, Buzzell, Levitt and Frank have listed some specific objectives of advertising.
· To make and immediate use 
· To build primary demand
· To introduce a price deal 
· To build brand recognition or brand insistence 
· To help salesman by building an awareness of a product among retailers.
· To create a reputation for service, reliability or research strength 
· To increase market share. 
2.1.3  FUNCTION OF ADVERTISING
A normal characteristic of advertising is to create primary demand for a product category rather than for a specific brand. It is believed that the product advertising must give stress on brand name.
	Now, we are going to outline the functions of advertising
· To distinguish products from their competitors: There are so many products in the market. Sometime the same types of products are competing in one market.
· To communicate product information: Through advertisement, one company can send its product information to the target audiences. 
· To urge product use: Advertisement can create the urge within ourselves for a product.
· To expand product distribution: When the market demand of a particular product increases, the retailer and distributor are engaged in the sale of that product.
· To increase brand preference: there are various product with various bands. So we are getting the preference to choose the band of a particular product with the help of advertisement.
· To reduce overall sale cost: Advertising increases the primary demand in the market. When demand is there and the product is available, automatically the overall price will decrease.  



2.1.4 Advertising’s tradition primary reason is to increase sales. However, while increasing sales in the chief reason of most advertising, it also has more specialized goals brandy speaking, it seek to:
a. Modify beaivours in such a way as to stimulate goods
b. Increase acceptance of a product, a service or an idea.
c. Prompt action , or 
d. Create good will 
A form, specific advertising reason may include one or a combination of the following:
(a) To increase the number of units purchased:  advertising especially for consumer convince goods is intended to encourage the consumer to bit more than one unit of the product. This kind of advertising is often combined with special packing and lower price, facial soap, for example is frequently sold in four or more units to a package. Sales offering two items for the more units.
(b)  To counteract competition: the main reason for many advertising campaigns is to combat or counter competition. While  much advertising is designed to attract new consumers more are simply tires to induce consumers to switch from one brand to another.
(c) To increase sales during off seasons: many advertising campaigns are designed to stimulate sales all the year round. For example, manufactures of all conditioning systems encourages customers to buy during the rainy seasons and save money by increasing  sales  during slack seasons, produces can utilize production crews and facilitates more fully and reduces storage cos.
(d) To obtain dealer support: typically manufacturer’s salesman who are  on wholesalers and retailers are give advocate notice to their company’s opening advertising campaigns so that they can play up the  company to middlemen  saying effects “look our tremendous campaign will bring inclined to stock a product if he knows that an advertising campaign is being planned in a such a way that will bring customers in his store to buy.      
2.1.5    TYPES OF ADVERTISING
	Advertising can be categorized into different form based on the objectives the advertisement want to achieve and intending target audience the advertisement want to reach. The types of advertisements are:
1. Product Advertising: These types of advertisement force that aims at changing customers attitude and patters of behaviour to a product or service (by use of the mass communication media) in ways, which would be favourable to the target audience. This is necessary since consumers need and want changes as their economic position improves and as they pass through the different stages of the family life cycles.
2.   Corporate or prestige advertising: This can  also be institutional advertising. This is used to presents and promote company’s image of its activities and major products. This types is used by oil chemical and service company such as AP OIL PLC, KABO AIRLINE, DE EMIRATE transport company etc these are companies who take space to describe their skills and contribution to society or their attempt to minimize pollution or support conservation the aim is to give increasing support from the public especially potential user of its products or services.
3. CLASSIFIED ADVERTISING: This is a form of advertisement that have been used by individual who want to change their names or holy small companies or organization that want to tender for supply of certain materials or equipment. The classified columns are made available by newspapers or magazines.
4. Adversarial advertising: This is a type of advertising that present the organizations position usually on some social issues for instance, mobile oil company shell oil adversarial advertisement to convey the companies stance or variety of issues such as giving scholarships to some selected Nigeria students. Provisions of social amenities to certain oil company product are etc.
   
2.1.6 OTHER TYPES OF ADVERTISING 
	A successful advertising campaign will spread the word about your products and a service attracts customers and generates sales. Whether you are trying to encourage new customers to buy an existing product or launching or new service, there are many options to choose from. 			The most suitable advertising option for your business will depend on your target audience and what is the most cost effective way to reach as many of them as possible. The advertising option chosen should also reflect the right environment for your product or service. For example, if you know that your target market reads a particular magazine, you should advertise in the publication
NEWSPAPER
	Newspaper advertising can promote your business to a wide range of customers. Display advertisements are placed throughout the paper, while classified listings are under subject headings in specific section. You may find that a combination of advertising in your state/metropolitan newspaper and your local paper gives you the best results.
MAGAZINE
	Advertising is a specialist magazine can reach your target market quickly and easily. Readers (your potential customer) tend to read magazines at their leisure and keep them for long, giving your advertisement multiple chances to attract attention. Magazines generally serve consumers (by interest group e.g women) and trade (industry/ business type e.g hospital).
	If your products need to be displayed in colour then glossy advertisements in a magazine can be ideal although they are generally more expensive that newspaper advertisements.
	Magazines do not usually serve a small area such as a specific town. If your target market is only a small percentage of the circulation, then advertising may not be cost-effective.
RADIO   
	Advertising on the radio is a great way to reach your target audience. If your target market listens to a particular station, then regular advertising can attract new customers. 
		However, sound has its limitations. Listeners can find it difficult to remember what they have heard and sometimes the impact of radio advertising is lost. The best way to overcome this is to repeat your message regularly; you may find that radio advertising does not generate strong results. 
TELEVISION
		Television has an extensive reach and advertising this way is deal if you cater to a large market in a large area. Television advertisement have the advantage of sight, sound, movement and colour to persuade a customer to buy from you. They are particularly useful if you need to be very expensive especially for prime locations and supersite billboards.  
Direct mail, catalogue and leaflets
	Direct mail means writing to customers directly. The more precise your mailing list or distribution area the more of your target market you will reach. A direct mail approach is more personal, as you can select your audience and plan the timing to suit your business. A cost effective’s form of direct is to send your newsletters or flyers electronically to an email database find out more about direct mail.
	Catalogues, brochures and leaflets can also be distributed to your target area. Including a brochure with your direct mail is a great way to give an interested customer more information about your products and services.
ONLINE
	Being on the interest can be a cost effective way to attract new customers. You can reach a global audience at a low cost. Many customers research business online before deciding whom to buy from.
	A well-designed website can entice customers to buy from you. There are a number of ways you can promote your business online via paid advertising or to improve your search engine rankings. Learn more about doing business online.
		Other ways to advertising your business online include promoting your products or services on social media sites, blogs and search engines and other websites that your target audience visits.
2.1.7 THE BENEFITS OF ADVERTISING TO BUSINESS 		ORGANIZATIONS
		The following listed benefits are what an organization derived from advertising:
(a) Adverting creates awareness and build consumers interest in new products, new ideas, new technology and new companies.
(b) In convince actual and potential buyers of the superiority and benefits of the company’s product or services over that of competitors.
(c) Advertising remains customers and potential buyers constantly of the availability of existing products and companies and how they compare with other products or companies. 
(d) It provides useful information to customer, basic information that are needed by actual and potential buyers of a product are provided by the advertisement.
(e) It encourages and educates the public in various activities of the company and encourages public support of various governmental and non-profit organization activities.
(f) Advertising helps to reduce customer’s dissonance some dissatisfaction, after purchasing a product, many people become highly selective of the advertisement to which they expose themselves. These advertisements tend to reassure them and them after find information in the advertisement of the products.   
2.1.8 SIGNIFICANCE OF ADVERTISING
Advertising gets eyeballs. Whether it is online, mobile above the line, below the line, in –store or cut of home. It gets your products, offers and services noticed and known. Advertising also help in educating consumers, creating consumers needs and pushing products and services to fulfill the needs thus generated.
	Why companies tend to spend more on it advertisement every year.
	Increasing markets, consumers and product lines. As companies expand their operations from stagnated markets to growing and upcoming markets the needs to maintain market share instigated markets, and to increase market share in growing markets requires more marketing and advertising investments. Demonstrate how your product or service works. Producing a television advertisement and then buying an advertising slot is generally expensive. Advertising is sold in units (e.g 20, 30, 60 seconds) and costs vary according to:
· The time slot 
· The television program
· Whether it is metro or regional 
· If you want to buy spots on multiple networks. 
DIRECTORIES 
	Directories list business by name or category (e.g yellow pages phone directories). Customers who refers to directories have often already made up their mind to buy they just need to decide who to buy from. 
		The major advantage of online directories is that if you change your business name, address or telephone number, you can easily keep it up to date in the directory. You can also add new services or information about your business. 
	If your target market uses print and online directories, it may be useful to advertise in both, although print directories are being used less. 
		There are many ways to advertise outside and on the go. Outdoor billboards can be signs by the road or hoardings at sport stadiums. Transit advertising can be posters on buses, taxis and bicycles. Large billboards can get your message across with a big impact. If the same customers pass your billboard every day as they travel to work, you are likely to be the first business they think of when they want to buy a product.
		Even the largest of billboards usually contain a limited amount of information; otherwise, they can be difficult to read. Including your website address makes it easy for customers to follow up and find out more about your business, outdoor advertising can at the same time increasing customer base, ever-growing product lines and the need to reach out to new consumer segments call for even more investments in advertising.
       	Changing consumer tasks and media preferences. It takes time for the marketer to understand the shift in consumer tastes and preferences. With time consumers, media consumption also changes. Advertisers need to keep innovating ways and means to reach out to consumers in order t appeal them.
		This call for trying out new modes of communication advertisers are not willing to take a chance to leave their traditional advertising space (print and Tv) while at the same time trying new media options (online and mobile). This increases the spends on advertising.
		As markets and consumer segments become, more fragmented, especially in developed markets, the need to do targeted advertising growing, which is a more expensive option than mass marketing.
		Advertising Spends! Global Trends
	The shift in focus in the coming years will be on digital media space. With global and spend growing at a 5% rate over the next 4-5 years, digital spent will be main contribute to growth. Digital and spend is likely to be at 25%  of the overall global advertising spends this year and reach over 30% in the next 5 year time.
		This year alone almost 70% marketers are likely to spend more on digital media.   
2.2   THEORETICAL FRAMEWORK 
2.2.1	Social Marketing Theory
	Social marketing theory is a collection of theories that focus on how socially valuable information can be promoted. This theory has been used by social and welfare organizations to help promote or discourage various behaviors. The theory is administrative in nature in such that it seeks to outline a framework that can be used to design, implement and evaluate information campaigns. The target audience is identified based on their information need. Once this is done information is packaged and distributed in a manner that will be easily accessible to the intended audience.
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	The theory is an attempt to clearly understand how societal and psychological factors work to successfully manipulate them in order to increase how effective mass media information campaigns are. The theory focuses on helping identify the various social and psychological barriers that hinder the flow of information through the mass media and offers ideas and ways to overcome these barriers. These strategies range from being indigenous to the use of saturation advertising.
Features of Social Marketing Theory
1. 	Creating Audience Awareness
	When there is a need to promote any new idea, person or behavior, the first step is to create awareness that such a new concept or individual exists. Awareness is created by using all available channels at one’s disposal like news media and even new media like the internet. One of the easiest ways to create awareness is having a saturation television campaign. But the drawback  is that’s a costly affair. The benefit of using newer media on the other hand is that a wider range of audience can be reached out to. The use of internet helps reach  younger audience  who may not read newspapers or depend on television for information.
2. 	Targeting the Right Audience
	When disseminating messages, it is important to first identify the audience that requires the message and then finding the most efficient means of reaching them with the message. This helps cut costs and ensures higher levels of audience penetration.  For example, if the message is intended for old people, using the internet to spread information would be a waste of time as most elderly people do not use computers. A more effective way would be to use radio and television to get the message across.
3. 	Reinforce the Message
	When people receive a new message once, they tend to forget it easily. It’s therefore necessary to reinforce the message by repeatedly ensuring that individuals are exposed to the message from different channels. Promoting the media in various mass media, going door to door, holding group discussions, having debates on television are ways in which messages can be reinforced. People can eventually  change themselves as agents when they start spreading the message that they have received from others.
4. 	Cultivate Images or Impressions
	When the audience is not interested in the person, product or service being promoted, they will not seek out any information about them. In such a scenario, image advertising is used. Here recognizable and easily understandable images are shown and the new product or service is shown in relation to that image. This helps create a favorable setting for promoting the new product. For example, watching an old couple reminisce about their college days and romance while sipping a hot cup of coffee is a tactic where a familiar event is used to attach happy emotions to a new coffee product, thus developing its image.
5. 	Stimulate Interest
	To make audience seek information, it is necessary to grab their attention and stimulate interest. Once this is done, information should be made easily accessible to the general public. Dramatic events or unexpected actions help capture the interest of the audience. A politician photographed cleaning a beach helps drive home the point that he cares for the environment. A dish washing product that claims one bottle will clean a thousand plates could organize an event where a thousand or more plates are washed in real using a single bottle. This event could be promoted as breaking the Guinness Book of World Record and immediately causes people to become interested in the product. Similar ideas could be used to further social welfare schemes and products.
2.2.2 Theory of Reasoned Action (Fishbein, 2014)
	The Theory of Reasoned Action (TRA) is a model that finds its origins in the field of social psychology. This model developed by Fishbein and Ajzen (2017) defines the links between beliefs, attitudes, norms, `intentions, and behaviors of individuals. According to this model, a person’s behavior is determined by its behavioral intention to perform it. This intention is itself determined by the person’s attitudes and his subjective norms towards the behavior. Fishbein and Ajzen (2017) define the subjective norms as “the person’s perception that most people who are important to him think he should or should not perform the behavior in question” (Fishbein and Ajzen 2017) 
This theory can be summarized by the following equation: 
Behavioral Intention = Attitude + Subjective norms 
	According to TRA, the attitude of a person towards a behavior is determined by his beliefs on the consequences of this behavior, multiplied by his evaluation of these consequences. Beliefs are defined by the person’s subjective probability that performing a particular behavior will produce specific results. This model therefore suggests that external stimuli influence attitudes by modifying the structure of the person’s beliefs. Moreover, behavioral intention is also determined by the subjective norms that are themselves determined by the normative beliefs of an individual and by his motivation to comply to the norms. 
	TRA also claims that all other factors which influence the behavior only do so in an indirect way by influencing the attitude or subjective norms. Fishbein and Ajzen ( 2017 ) refer to these factors as being external variables. These variables can be for example, the characteristics of the tasks, of the interface or of the user, the type of development implementation, the political influences, the organizational structure, etc. (Davis, Bagozzi and Warshaw,  2018). A meta-analysis on the application of the theory of reasoned action showed that the model can produce good predictions of choices made by an individual when facing several alternatives (Sheppard, Hartwick, and Warshaw,  2018). 
3.0 EMPIRICAL REVIEW
Rodgers (2003) investigated the impact of online sponsor relevance from an association perspective. Sponsor relevance means a match between sponsors and sponses in terms of shared semantic features, as a travel service sponsoring the travel section of a Web site. The results indicate that relevant sponsors are more likely than irrelevant sponsors to elicit stronger recall, brand evaluations and purchase intentions. Rifon, et al., (2004) examined the perceived corporate motive of online sponsors and the result suggest that a good fit of the company and the cause it sponsors generates consumer attributions of altruistic sponsor motives and enhances sponsor credibility and consumer attitude toward the sponsor. These online sponsorship studies from different theoretical perspective all suggest that it is essential for a company to select a fit event, cause or activity to sponsor because the perceived fit affects the outcome of online sponsorship.
Rifon, et al., (2004) examined the perceived corporate motive of online sponsors and the results suggest that a good fit of the company and the cause it sponsors generates consumer attributions of altruistic sponsor motives and enhances sponsor credibility and consumer attitude toward the sponsor. Although conducted from different theoretical perspectives, these studies all imply that it is essential for a company to select a fit event, cause or activity to sponsor and the perceived fit affects the effects of online sponsorship.
Edwards et al., (2002) found in an experimental study that perceived intrusiveness in interstitials is a function of the viewer mode and ad characteristics. That is, viewers can be in a goal-directed, searching mode or a mindless surfing mode, and they are likely to perceive a pop- up ad to be less intrusive when they are in a surfing mode than in a searching mode. For viewers in the same mode, forced exposure ads are likely to be perceived to be less intrusive if they are editorially congruent, informative and entertaining than otherwise.
Forced exposure ads are often perceived to be intrusive, resulting in negative response such as feelings of irritation and ad avoidance (Li, Edwards and Lee 2002, Edwards, Li and Lee 2002). Edwards et al (2002) found in an experimental study that perceived intrusiveness in interstitials is a function of the viewer mode and ad characteristics. That is, viewers can be in a goal-directed, searching mode or a mindless surfing mode, and they are likely to perceive a pop- up ad to be less intrusive when they are in a surfing mode than in a searching mode. For viewers in the same mode, forced exposure ads are likely to be perceived to be less intrusive if they are editorially congruent, informative and entertaining than otherwise.
Forced exposure ads such as interstitials, pop-ups and pop-under are on decline in recent years as increased resistance of users, decreased acceptance of major service providers and wider adoption of ad-blockers. However, these intrusive ads are expected to continue in use as more innovative ways are developed to deliver them (Olsen 2004).











CHAPTER THREE
RESEARCH METHODOLOGY
		Research methodology is an explanation and justification of conducting research. This chapter examines the specific procedures utilized in the course of obtaining data for the research topic under discussion. It also explains the method and strategies techniques utilized in the treatment and analysis of data collected with a view to providing the basic for easy understanding of the contents of the subsequent chapter.   
3.0 RESEARCH POPULATION
	The research study is the evaluation of the use of advertising and Tuyil pharmaceutical industries limited Ilorin is use as a case study. The research however limits exercise to cover the management and staff of the industry. 
3.1 SAMPLING TECHNIQUES
	The question asked during the interviews were precise enough to allow for one  simple answer they are design in a very simple way that both the interviewees (the management and staff) and interviewer did not find it difficult to ask and to answer. They are design to be unambiguous.   
3.2  SAMPLE SIZE
	A simple is precisely part of the population the procedure for drawing samples from a population is known as “sampling” therefore, sampling is taking any portions of a population or universe.
Adedo, M.A (2006).
		Therefore, in this research work, the population samples of 45 were used. The responses were tapped trough pral interview.
b.Percentage: one of the analytical tools that provides for effectives comparison, a base of 100% was set upon which frequency occurrences were determined. 

c.- chi-square (x2) text will also be used. 0= the observed frequent of any value.
E= the expected frequency of any vale of significance level of significance at 5%
To find x2, it is necessary to evaluate 
e= implies summation 
o= observation 
e= expected frequency  
3.3 RESEARCH DESIGN
			Data used in the research work were collected from both primary sources of data and secondary sources.
(a). primary Sources: This is related to data obtained from the company 	the data were obtained through oral interview from the head of the administration, quality control manager, marketing manager and some of the staff of the company 
(b). Secondary Sources: This on the other hand relates to data obtained from related text, company write-up and personal texts. 
3.4  SOURCE OF DATA COLLECTION 
	The nature of the research work requires the use of oral interview and observation 45(forty-five) were interviewed.
3.5  METHODS OF THE COLLECTION
		The following are the instruments make use by researcher:
(1). INDEPTH INTERVIEWS: were conducted with some staff of the company. The interviews were structures to give room for less versatility and record the spot adaptality on the part of the researcher, having located the respondents, the researcher explained precisely why and for whom the result will be of interest and what is expected to emerge research survey conducted. The study sample size for the company is 45 respondents that are 45 respondents (employees) were used the course of this research exercise. 
 	The sample size of the company is divided by computation 10% from the study population is 10% of 450.10/100x450=45.  Responses collected from the interview were recorded while the researcher was alerting for vague and genuine answers. The result was recorded this impression and observation in the course of interview which were later used for the analysis stage.
(2). OBSERVATION: This is another primary sources used it is a systematic method of collecting data by natural scientist, it implies the use of one eye, it may be planned or unplanned. In this process, the researcher was able to observe some changes that have taken place in the company and some that need proper implementation as earlier discussed. 
(3). DOCUMENTATION: Information obtained through secondary method i.e use of library and journals are vitally essential as if from the bedrock of all the research work. In these method relevant textbooks, handout and the company’s records were used.    
3.6  ADMINISTRATION OF INSTRUMENT
		Interview was conducted through of office of the head of administration to the other aims such as office of the quality manager, marketing manager office and some staff of the organization. The respondents were allowed to give answers to the questions without being bias. 
3.7  METHOD OF DATA ANALYSIS
		Statistical techniques were used to present an analyzed data for achieving clarity, compactness and completeness with the mechanical limitations of the typescripts. 
The statistical techniques used are:
	Frequency distribution table, which is fundamental importance in analyzing data. It is a summary method of presenting data. A frequency distribution table is on in which particular variable of interaction form the basic classification and the entries are frequencies. They show the frequency or amount of time in which a particular variable or event occurs. It is valuable for summarizing a set of data, which might be more difficult to identify by looking at the whole, in constricting the table, the overall range of variable in a set of data is divided into the number of classes and the number of data that full into each of these classes are counted.

CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION OF RESULT
	In this chapter, I would be made to analyze the data collection in regarding of survey; each of the questions will be analyzed and discussed.
NOTE:
	Respondent, A –Agree, SA-Strongly Agree, D- Disagree, SD-Strongly Disagree and NI-no idea.
4.1 BRIEF HISTORY OF CASE STUDY
	Tuyil Pharmaceutical Industries Limited, a privately owned business enterprise, was established on the 1st of May, 1996 at No 22 Stadium Road Ilorin, Kwara State Nigeria. It is a pharmaceutical company that manufactures both human and veterinary products. Due to its rapit expansion in production activities, the company moved to its permanent site at No 2nd of June, 2005 and was commissioned by the then Kwara State Governor Dr Bukola Saraki and former Director General of NAFDAC (Late) Prof Dora Akunyili as a special guest.
	The 21st century pharmaceutical can biotech sector has come a long way from its roots in 19th century pharmacy- Walsh looks at its evolution over the centuries.      
The roots of the pharmaceutical industry lie back with the apothecaries and pharmacies that offered traditional remedies as far back as the Middle Ages, offering a hit-and miss range of treatments based on centuries of folk knowledge.
	But the industry as we understand it today really has its origins in the second half of the 19th century. Whilst the scientific revolution of the 17th century had spread ideas of rationalism and experimentation, and the industrial revolution had transformed the production of goods in the late 18th century, the marrying of the two concepts for the benefit of human health was a comparatively late development. 
	Merck in Germany was possibly the earliest company to move in this direction. Originating as a pharmacy founded in Darmstadt in 1668, it was in 1827 that Heinrich Emmanuel Merck began the transition towards an industrial and scientific concern, by manufacturing and selling alkaloids. 
	Similarly, whilst Glaxo Smith line’s origins can be traced back as fars as 1715, it was only in the middle of the 19th century that Beechen became involved in the industrial production of medicine, producing patented medicine from 1842, and the world’s first factory for producing only medicines in 1859. 
	America is pharmaceutical founding fathers 
	Meanwhile in the USA, two German immigrants founded Pfizer in 1849, initially as a fine chemicals business. Their business expanded rapidly during the American civil war as demand for painkillers and antiseptics rocketed.  
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Sources: Company’s Annual Report, 2025
	The above structure shows the organization of the management of Tuyl Pharmaceutical industries Limited, Ilorin Kwara State.
4.2. PRESENTATION AND ANALYSIS
Table 1
Sex Distribution of the Respondents
	Option 
	No of Respondents 
	Percentage (%)

	Female 
	55
	55

	Male 
	45
	45

	Total 
	100
	100


 Source: field survey 2025
	From the table above out of 100% of respondent 55% of the respondents are female, while the remaining 45% are male.

Table 2
Marital Status of the Respondents
	Option 
	No of Respondents
	Percentage (%)

	Single 
	35
	35

	Married 
	40
	40

	Divorced 
	25
	25

	Total 
	100
	100


Source: field survey 2025
	Form the above table or table above out of 100% of respondents, 35% of the respondents and single 40% of the respondents are married and remaining 25% of the respondents are divorce-diverted respondents.
Table 3
Age Distribution of the Respondents
	Option 
	No of Respondents
	Percentage (%)

	20-30
	20
	20

	30-35
	15
	15

	35-42
	35
	35

	42-50
	25
	25

	50-up
	10
	10

	Total 
	100
	100


   Source: field survey 2025
		From the above, out of 100% of the respondents are between, 20-30 years age, we have 20% of the respondents between 30-35 years of age we have 15% of the respondents between 35-42 years of age we have 35% of the respondents between 42-50 years of age we have 25% of the respondents between 50 and above of age we have only 10% of the respondents.  
Table 4
Respondents Category
Question 1: does advertising persuade you to buy thing you do not really need?
	Option 
	No of Respondents
	Percentage (%)

	A
	15
	15

	SA
	25
	25

	D
	20
	20

	SD
	40
	40

	NL
	-
	-

	Total 
	100
	100


Source: field survey 2025
	From the above, out of 100 while 20% of the agreed ad 25% strongly agreed, while 20% of the respondents disagreed and 40% strongly disagree the statement.
Table 5    
Question 2: Do you agree that advertising encourages materialistic attitude in the society while neglecting important value.
	Option 
	No of Respondents
	Percentage (%)

	A
	35
	35

	SA
	45
	45

	D
	10
	10

	SD
	10
	10

	NL
	-
	-

	Total 
	100
	100


  Source: field survey 2025
	From the table out of 100% of the respondent 20% of them agreed and 35% of then agreed and 40% of strongly agreed while 10% of them disagreed and 10% of the respondents strongly disagreed.
Table 6
Question 3: Do you agree that advertising convey fails and misleading information.
	Option 
	No of Respondents
	Percentage (%)

	A
	20
	20

	SA
	10
	10

	D
	20
	20

	SD
	40
	40

	NL
	10
	10

	Total 
	100
	100


 Source: field survey 2025
	From the above table, out of 100% of the respondents 20% of them agreed and 10% of them strongly agreed while 20% of them disagreed, 40 of the respondents strongly disagreed 10% of the respondents have no idea. 
Table 7
Question 4: Did the current advertising meet and satisfy.
	Option 
	No of Respondents
	Percentage (%)

	A
	50
	50

	SA
	10
	10

	D
	20
	20

	SD
	10
	10

	NL
	10
	10

	Total 
	100
	100


Source: field survey field 2025
	From the table above of 100% of the respondents 50% of the respondents agree and 10% strongly agree while 20% of the respondents disagreed, 10% strongly disagree and 10% of the respondents have no idea. 
Table 8
Question 5: Has advertising effects the price of the product or services.
	Option 
	No of Respondents
	Percentage (%)

	A
	60
	60

	SA
	5
	5

	D
	35
	35

	SD
	-
	-

	NL
	-
	-

	Total 
	100
	100


    Source: field survey 2025
	From the table above, out of 100% of the respondents 60% of the respondents agreed and 5% strongly agreed, 35% of the respondents disagreed and others have nothing to say.
Table 9
Question6: Do you think that advertising is very important compare to the other promotional mix?
	Option 
	No of Respondents
	Percentage (%)

	A
	30
	30

	SA
	50
	50

	D
	15
	15

	SD
	5
	5

	NL
	-
	-

	Total 
	100
	100


Source: field survey 2025
	From the table above out of 100% of the respondents 30% agreed, 50% strongly agreed while 15% of the respondents disagreed and strongly disagreed. Means that above statement is true.
4.2 TESTING OF HYPOTHESIS
	Research work endeavour should have hypothesis testing, since no serious result can be obtained without relevant hypothesis as a guiding the researcher. In a situation where the research is merely for gathering information without the aim of suggesting solutions to problems then testing to hypothesis may not be used.
	Hypothesis can be defined as a tentative statement about a subject or solution, which need analytical and political testing before a conclusion can be arrived at therefore, hypothesis to be sued in this research project is chi- square test.
	The question to be number 2 of the questionnaire x2 is used as a testing material. The chi-square method of testing hypothesis this promise on the variance in observed and expected result and it is statically expressed as x2 = (OT=et) 2
							E 1    
Where x2 is chi-square method
Where q1 = observed frequency of actual frequencies 
	The hypothesis to be tested is what benefit does small business will serve in the area?
RE-DECISION RULE
	If the computed test statistics is greater than critical value, the full hypothesis is rejected and if the test statistics is less than the and if x2 > x2T ATO.S accepted 4.
Hi, advertising has no impact on the growth of manufacturing company in Nigeria.
	Alternative 
	Et
	Qi
	OT-eT
	(OT-et)2
	(qi-eo2)/qi

	A
	10
	15
	--5
	25
	1.6667

	B
	10
	5
	-5
	25
	1.6667

	Total 
	20
	
	
	
	3.3334


Where qi =15 alternative A
Where qi = 5 for alternative B
Test statistics (x2T) = 1.6667+1.6667=3.3334
Degree of freedom (Af) = ROW-1=-z=1
Critical value (x2c) = 1x0.05=0.05
Observation 
	From the hypothesis, the statistic x2T (3.334) is grates than 0.05
Critical value, the researcher reject the null hypothesis (Ho)abd alternative hypothesis is accepted. 
  
4.3  SUMMARY OF FINDING
	This shows that there is a response to the benefit to be deriving small-scale business in the area.
	Based on the analysis of the questionnaire and result of the various hypotheses, the following are the research findings.
	The use of advertising has been very effectives in term of the ability to generate states revenue. 
	People agreed that advertising is the promotional means for the company product (Tuyil Pharmaceutical Industries Limited, Ilorin) some people among their staff belief that advertising is the only means for the Tuyil Pharmaceutical Industries Limited, Ilorin industry to advertise its services.
	That the use of advertising is a total is much more appreciates by most services companies like Tuyil Pharmaceutical Industries Limited, Ilorin product.
	Most consumer agree that advertising are easy persuaded by advertising through some factor such as the dictionary income use for the service quality of the services provided by (Tuyil Pharmaceutical Industries Limited, Ilorin). The effect of advertising cost cannot be said to signification the price of producing raw material engineering cost, sales and distribution cost will come into play when making decision on services or product ,price meaning that advertising affect the price of the product and services.
	Form the findings, it was discovered that advertisement is an important tool which a company i.e Tuyil Pharmaceutical Industries Limited, Ilorin can use in order to enjoy prompt sales of its product and services therefore the company (Tuyil Pharmaceutical industries Limited, Ilorin)used some means of to motivate there or its subscribers such as direct advertisement and erection of bill boards to reach its or their subscribers. 
	More so, from the respondents, it was discovered that current advertising meet and satisfy their needs i.e advertising motivate them about company (Tuyil Pharmaceutical industries Limited, Ilorin) product and services to ease the sales of Tuyil pharmaceutical industries limited, Ilorin products
	Means while, the company (i.e Tuyil pharmaceutical industries limited, ilorin) also engage in other promotional activities like national promotion for the people or subscribers to be awarded of their service and products. 






















CHAPTER FIVE 
5.0 SUMMARY, CONCLUSION AND RECOMMENDATION 
5.1 SUMMARY OF FINDING
	Advertising is to create awareness, educate the consumers and finally to target market about a particular product. From the test of hypothesis that advertising has positive impact on the sales level of manufacturing industries. Therefore, advertising is an exercise worth doing in any manufacturing industries because it will definitely increase the sales level of such organization.  
	Furthermore, the through advertising. Advertising services as a link between the manufacturer and the consumers, thereby giving useful information that the consumers needed about how to use or administer a product, which can be displayed and demonstrated in TV or by the use of billboards.
	Advertising also regains customers by telling them know that there is improvement on a particular product and to let customers know that there are more users being discovered about a particular product. 
	Finally, advertising create awareness about innovation been made on product, this allows both the project and potential market to be aware of the new development that is being made on the product. 
5.2	CONCLUSION 
	This research study critically shows that used of advertising as a promotional tool especially in manufacturing industry to adopt the use of advertising activities as a promotional tool. This will definitely enhance and increase the sales level of the company’s product, Tuyil pharmaceutical industry limited is therefore advice to continue in making use of advertisement, which has really contributed greatly to the economic growth of the organization. However, advertising has helped the organization in providing useful information to the customers and it has helped them to regain their lost customers.
	In conclusion, advertising as a promotional tool in very useful, important in all the manufacturing industries, and important in all the manufacturing industries and it is advised to adopt by all the organization in order to improve the sale level of the organization aims and objectives. 
5.3	RECOMMENDATION
	Considering the fact that advertising is an effective means of bring the product nearer to the people, which is way of contributing to the sales level. Tuyil pharmaceutical industry limited and its line of production should be increased in order to create more awareness for their customers. 
	I can really recommend that more of the company advertisement should be placed on every available advertisement medium so as t bring its product nearer to the people. It is also recommended that frequency at which the company’s advert are heard be increased, this is born out of the fact that not all television stations receives network signals regularly as a result of signal problems with domestic satellite of the Nigeria Television Authority (NTA) network should be spargly used for advertisement.
	In conclusion, it would be economical and cost effective with more positive effect to use other local effective with more positive effect to use other local stations  available t bring the products to the grassroots.
	Again organization should not rely largely on advertising alone but on other promotional mix so as to boost their sales level. 
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