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ABSTRACT
Advertising is one of the marketing tools/strategies that promote sales of products. Many products witness poor sales not because of the quality or competition in the market, but simply because there is no advertisement for such product. No wonder, it was that advertising is the secret of consumer patronage to a product. Media plays a significant role in displaying the positive and negative features of products to the audience. This research study focuses on the impact of advertising on consumer patronage. Data which is used in this research is primary data. Data were collected by distributing questionnaires among one hundred and fifty people (respondents) in Ilorin metropolis, Kwara State. Creativity of advertising messages in the various media as well as frequency of the advertisement in the media have strong positive effects on customers purchases and in designing an effective advert message that can promote good client-customer relationship, advertising agencies must use worthy and credible society celebrities. This will make consumers transfer the love they have for such adverting messages to the products, amongst others. 
Keywords: Advertising, Consumer, Consumer Patronage, Consumer Attitude, Consumer Awareness.
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CHAPTER ONE
1.0 INTRODUCTION
This chapter consists of background to the study, statement of the problems, aim and objectives of the study, research questions, research hypothesis, significance of the study.
1.1	BACKGROUND TO THE STUDY
Advertising has been defined simply as a form of communication through the media about products or ideas, a message that is paid for by an identified sponsor (Anyacho, 2007). That means that advertising is not done for fun but a serious business that has specific identifiable objectives. The basic reason for advertising is to get the target audience to behave or respond in a way that is desired by the advertiser. 
In the case of Seven-Up Bottling Company Plc., the core reason for advertising is to increase its market share in an industry where all players offer similar products to the market. Seven-Up Bottling Company Plc. started operations in Nigeria many years ago. Today, it has operations and branches in more 21 states of the country.
The company has recorded some growth in soft drink industry and increase the number of customers over the past years. Seven-Up Bottling Company Plc. as a very stiff competition within the industry because there are very strong strive to have a good market share in the industry in Nigeria.
The company has spent a lot of money advertising her products like 7up. Pepsi, Mirinda among other products. 
In a market where all soft drinks industry offers similar products as it is in: Pepsi– Coke, Mirinda – Fanta, 7up – Sprite and so on, it is important to find out if advertising has any impact and to what extent it affects or has affected consumer brand preference (patronage) for Seven-Up Bottling Company Plc. products. This motivates this research study to investigate if advertising budget has been spent wisely and effectively or not. 
1.2	STATEMENT OF THE PROBLEMS OF THE STUDY
In a homogenous and highly regulated market, all the soft drink industries in Nigeria offer almost the same products, the only difference being the generic name of the products. Basically, the management of Seven-Up Bottling Company Plc. is saddled with the responsibility of navigating the company through the muddy and highly regulated and competitive environment in Nigeria and make profit. Operating in such a market, it is extremely necessary to avoid waste and control expenses. Every naira expended in the drive to make profit must be used effectively and efficiently. Owing to its international existence, Seven-Up Bottling Company Plc has inherent strengths and advantages that must be communicated to the consumers in order to maximize these strengths. The study was, therefore, concerned with finding out how far advertising has contributed to motivating consumers towards preferring Seven-Up Bottling Company Plc’s products.  
The problem of whether advertising contributes to the patronage of products of Seven-Up Bottling Company or not, is the focus of this research study. 
1.3	OBJECTIVES OF THE STUDY
	The objectives of this research study are as follow:
i. To find out whether advertising appeals or themes are the reason why consumers prefer Seven-Up Bottling Company Plc.’s products.
ii. To determine the extent to which purchase of Seven-Up Bottling Company Plc.’s products is influenced by advertising.
iii. To reveal how advertising motivates consumer patronage of Seven-Up Bottling Company Plc.’s products.
iv. To investigate the strength of advertising in relation to the other factors in motivating consumer awareness of Seven-Up Bottling Company Plc.’s products. 
1.4	RESEARCH QUESTIONS
	The following are the research questions that this research study intends to solve. These are:
i. Do advertising appeals or themes account for the consumers’ preference for Seven-Up Bottling Company Plc.’s products.
ii. To what extent is the consumers’ purchase of Seven-Up Bottling Company Plc.’s products influenced by advertising? 
iii. How does advertising motivate consumer patronage of Seven-Up Bottling Company Plc.’s products?
iv. What is the strength of advertising in relation to the other factors in motivating consumer awareness of Eco bank Nigeria Ltd financial services? 
1.5	HYPOTHESIS FORMULATION
	To guide this study, the following hypotheses were formulated and tested: 
HYPOTHESIS I:
H0:	There is no significant relationship between consumers’ patronage and advertising for products of seven-Up Bottling Company Plc.
Hi:	There is significant relationship between consumers’ patronage and advertising for products of seven-Up Bottling Company Plc.
HYPOTHESIS II:
H0:	There is no significant relationship between consumers’ awareness and advertising for products of seven-Up Bottling Company Plc.
Hi:	There is significant relationship between consumers’ awareness and advertising for products of seven-Up Bottling Company Plc.



1.6	SCOPE OF THE BUSINESS
	The scope of this research work focuses on the impact of advertising on consumer patronage, with scope in terms of territorial, industrial and time scope as discussed below:
1. The conceptual scope: The conceptual scope of this study is advertising and consumer patronage. 
2. The territorial scope: The territorial scope of this study is Ilorin, Nigeria, where there are numerous consumers of the soft drinks. 
3. The industrial scope: This refers to the industry that involved in the research and the industrial scope study is Soft Drinks industry.
4.	Time scope: The time period exploited in the study covers the period of 2015 to 2017.
1.7	SIGNIFICANCE OF THE STUDY	
The significance of this study comes in four folds. These are:
i. THE MARKETER:	This study is useful to the marketers who seek knowledge on how advertising affects patronage of products offer for sale in the market. 
ii. THE CASE STUDY: The study will be useful to the management and staff of Seven-Up Bottling Company Plc. Ilorin in knowing the possibility of how advertising could aid more patronage.
iii. THE SOCIETY:	This study will help the society to know the factors that could make advertising accessible to customers.
iv. THE RESEARCHER: The research study will be of significance to the researcher in that it gives him that knowledge of different types of advertising. It also serves as a pre-requisite for the award of National Diploma (ND) in Marketing.
1.8	LIMITATION AND CONSTRAINTS OF THE STUDY 
In carrying out research of this sensitive nature, one cannot afford to escapes some unexpected constraints which tend to hinder the gathering of accurate and up to date data. The major limitations are: 
· Finance:	Since the research involved reading of several text books, journal files magazines, newspaper, articles and other publication most of these are capital requirement which is not readily available. It required a lot of human and material effort which are money consuming.
· Administrative Bottlenecks:	The problem of getting vital data from the staff of Seven-Up Bottling Company make the work a hell, as the researcher could not get some information from the internet as he needs to move around in sourcing for relevant data.
· Time: As a result of the short academic programme, the research had to countered with little fine available for data collection as well as lecture. The time for the due so the schedule of the academic calendar.
Though, despite all these constraints and limitations, the researcher was still able to come up with relevant information that could be useful the successful accomplishment of the study. 
1.9	DEFINITION OF THE STUDY 
These are definition of terms and how they are used in research study. These include:
· Marketing: The management process through which goods and services move from concept to the customer. It includes the coordination of four elements called the 4 P's of marketing
· Advertising:	Advertising is an audio or visual form of marketing communication that employs an openly sponsored, non-personal message to promote or sell a product, service or idea.	
· Online:	Connected to, served by, or available through a system and especially a computer or telecommunications system
· Society: An organized group of persons associated together for religious, benevolent, cultural, scientific, political, patriotic, or other purposes.
· Product:  A set of variations of the same product platform that appeal to different market segments.
· Consumers:  One that consumes: such as; one that utilizes economic goods consumer in a sentence.
· Consumers’ Preference: users’ highest comparative choice 

















CHAPTER TWO
LITERATURE REVIEW
2.0 INTRODUCTION
This chapter reviews the different concept we have in the study, which includes conceptual review, theoretical review and empirical review.
2.1	CONCEPTUAL REVIEW
2.1.1	ADVERTISING CONCEPT 
	Onukwu (1997), advertising coordinating is a form of marketing communication used to persuade an audience to take or continue some action, usually with respect to a commercial offering political or ideological support.
	In Latin, and Vertere means “to turn toward” the purpose of advertising may also be reassure employees or share holder that a company is viable or successful. Advertising message usually paid for b sponsor and viewed via various old media, including mass media such a newspaper, magazines, television advertisement, radio advertisement, outdoor advertising direct mail: or new media such as blogs, websites or text messages. According to commercial advertise often seek to generate increased consumption of their product services through “branding” which involves associating a product name or image with certain availabilities in the minds of consumers. Non-commercial advertisers who spend none to advertising items other that a consumer product or services include political parties, interest groups, religion, organization and government agencies. Non-profit organization relies on free modes persuasion such as a public services announcement (PSA).
	Ting (1999) also contributed that while watching a movie in the cinema hall or a television at home you must have noticed that suddenly there is a break and a model appears on the screen displaying a product, indicating its special features, prices etc. This is followed by similar appearances relating to other products before the movie is resumed. These displays are known as advertisements which are used by different firms to inform a targeted group of customers about their product, its quality, availability, price etc. Likewise, you come across a number of advertisements for a variety of products in the newspapers and magazines. These are impersonal messages duly paid for, by firms to an audience who may be the current or prospective buyer of goods. Advertising is:- 
i. Paid form of communication: Advertisements appearing in the newspapers, television, cinema halls etc. are duly paid for. The firms have to pay huge amounts for use of space in newspaper or time slot in television and radio etc 
ii. non-personal presentation of message: In advertisements there is no face-to-face communication as it happens in case of personal selling. These are presentations through mass media and as such are impersonal in nature. 
iii. The idea is to promote goods or services: Advertising is done with a specific objective of promoting a product or service and increase their sale. 
iv. Issued by an identified sponsor: The advertisers who sponsor the advertisement are duly identifiable in the advertised messages. Take the case of advertisement of Lifebuoy soap on TV wherein the name and symbol of HUL also appears. 
Advertising is a form of communication used to encourage or persuade an audience (viewers, readers or listeners) to continue or take some new action. Advertising messages are usually paid for by sponsors and viewed via various traditional media; including mass media such as newspaper, magazines, television commercial, radio advertisement, outdoor advertising or direct mail; or new media such as websites and text messages. 
Advertising is a favorable representation of product to make consumers, customers and general public aware of the product. It lets the potential buyers, general public and end users to be aware and familiar with the brands, their goods and services. Before going on to the importance of advertising, we would have an introduction to advertising first. Advertising can be defined as a paid form of non – professional but encouraging, complimenting and positively favorable presentation of goods and services to a group of people by an identified sponsor. It does not include distribution of free samples or offering bonuses, these are sales promotion. In simplest words advertising is introduction, to consumers and general public, of services and goods. Shaw (1979).

2.1.2	CONSUMER 
Lelpa and Parker (2003) explain that the consumer is the one who pays something to consume goods and services produced. As such, consumers play a vital role in the economic system of a nation. Without consumer demand, producers would lack one of the key motivations to produce: to sell to consumers. The consumer also forms part of the chain of distribution.
Recently in marketing instead of marketers generating broad demographic profiles and Fisio-graphic profiles of market segments, marketers have started to engage in personalized marketing, permission marketing, and mass customization.[2]
Largely due to the rise of the Internet, consumers are shifting more and more towards becoming "prosumers", consumers who are also producers (often of information and media on the social web), influence the products created (e.g. by customization, crowd funding or publishing their preferences), actively participate in the production process, or use interactive products. 
Any person who enjoys the goods and services generated or produced by any organization is known as a consumer. When a person consumes any good and service according to his/her personal need or demand then he is the one who is sharing the activities generated by any company. Consuming according to ones need and demand is a tough task because here a person tries to get the best product or service.


2.1.3	CONSUMER PATRONAGE 
Lelpa and Parker (2003) in their book said that generally, when people talk about consumers, they usually stick on those particular people who consumes. Whereas, those people who are consuming any service provided by any firm are also known as consumers because they are also the part of that particular firm or organization. Every consumer is thus known as an important part because they are the only one who actually tells you how your product is working and how it is giving something special to them. According to the behavior of consumers, companies do try to improve their performances and thus the enhance their level depending on the needs and demands of every single consumer.
2.1.4	SEVEN-UP BOTTLING COMPANY
Seven-Up bottling company Plc is one of the largest manufacturing companies in Nigeria. They produce and distribute the favorite brands of soft drinks: Pepsi Mirinda Seven Up and Mountain Dew. These brands are popular and widely consumed across the length and breadth of Nigeria. We have nine bottling plants with state-of-the-art manufacturing facilities located strategically across the country. Seven-Up Bottling Company has a well-coordinated distribution network with an extensive network of over 200 distribution centers located across Nigeria. 
2.2	THEORETICAL REVIEW
2.2.1	AIDA MODEL
According to Wright (2006), the AIDA model is an advertising effect model. It describes the effect of advertising media. The sales process should be sustainably optimized on the basis of this model. The acronym AIDA stands for the terms Attention, Interest, Desire and Action. It was developed by an American businessman and has been in use since the late 19th century. It has been reviewed and modified multiple times over the years, both in marketing and public relations. 
[image: 600x400-aida-en-01.png]Source: Babu, O. S. K., Kumar, D. S., Sriram, O. P., Sivanath, S. (2010). Impact of advertisements in social networking sites. Published by international telecommunication society

The Formula
The AIDA model is based on four individual stages that attract interested parties who are deciding on a product or service. 
1. Attract attention: The product must attract attention. This is done via the advertising materials. It is a type of “eyecatcher.” 
Examples: a strikingly-designed window, a sensational YouTube clip, or a themed newsletter, or a graphic on a Landing Page. 
2. Maintain interest: In the first phase, the attention of the potential customer is piqued; their interest in the product or service should be aroused. 
Example: detailed information on the product presented, for example the product description on a website. 
3. Create desire: If interest in the product is aroused, it is the seller’s task to persuade the customer to own this product. In the best-case scenario, the advertisement or the product itself creates the desire to purchase for the beneficiary. 
4. Get action: As soon as the desire to buy is aroused, this must be transferred into an action, that is, the purchase. 
In the case of online shops, this would ultimately be the shopping cart process, in which a customer is lead to a Conversion. 
These days, the AIDA formula is frequently supplemented with an “S” for satisfaction. Because, in the end, the product bought should also satisfy the purchaser. Ultimately, customer satisfaction does not lie solely with the advertising but rather with the product itself. Therefore, the basic constellation of the four phases is only the prerequisite for the sale. 
With the insertion of the “confidence” (that is, trust) factor, a sixth element can also be added. Many marketers also work with the AIDCAS model to optimize sales processes and advertising effectiveness. 
Application
The AIDA model has now shaped the views on marketing and sales strategies for over 100 years. The formula can still be found in current standard marketing textbooks. But beyond that, AIDA is also used in PR to plan and analyze the effectiveness of PR campaigns. Moreover, the AIDA model still provides valuable information for the rough analysis of advertising messages. The benefit of this simple formula can be found in its simplicity and flexible application possibilities in areas other than store-based or stationary sales. Therefore you could, for example, examine the effectiveness of this formula in the field of e-commerce by analyzing the product presentation of an online shop in terms of the four aspects of the AIDA formula. 
2.2.2	EXPECTANCY VALUE THEORY
According to expectancy-value theory (Eccles et al., 1983; Wigfield & Eccles, 2000), students’ beliefs concerning the degree to which they are confident in accomplishing an academic task (self-efficacy) and the degree to which they believe that the academic task is worth pursuing (task value) are two key components for understanding students’ achievement behaviors and academic outcomes.
Within expectancy-value theories (Lewis and Nelson, 1999) utility value is considered as one component of task value along with attainment value, intrinsic value, and costs. Utility value refers to the perceived instrumentality or the degree of perceived usefulness of the present task to attain present and future goals. Utility value thus is determined by “how well a task relates to current and future goals” 
2.3	EMPIRICAL REVIEW
2.3.1	ADVERTISING AND CONSUMER PATRONAGE 
Okigbo (1997) defines advertising as the management and arrangement of the advertisements to the potential purchasers. Advertising is also considered as the key objective of the advertising as it tempted to give appeal to the targeted audience. The Advertising is given by several modes of the advertising ranging from the television advertising to the billboards. Therefore, this is also the aim of the any advertiser to enhance
the number of the Advertising appeal as it can probably increase the frequency to attain the There are enough traces in the literature providing evidence to understand and explain the relationship between advertising and behavioral intention, however, at the same time it remains less explanatory in term of mediation of the attitude in the dynamic link between both concepts. In previous studies it is found that Advertising results to have positive behavioral intention as it positively influence the attitude or vice versa which is evident of the fact that there is a link between advertising and behavioral intention with the mediation or facilitation of the attitude which need more explanation by considering it for further empirical research.
It is indicated in a study that the elements of the advertising like information to the people about the advertised thing or idea work in the positive direction to have an influence on the behavioral intention of the people. He also suggested that the perspectives of the entertainment and credibility of the advertising results significant effect on the behavioral intention, but he also found some other factors which may influence the relationship of
Advertising appeal and intent. Therefore, it may be assumed on the basis of many studies accessible in the previous literature which indicated involvement of certain factors like attitude as the predictor or mediator between the link of the Advertising appeal and behavioral intention but remains detached.
2.3.2	ADVERTISING AND CONSUMER ATTITUDE 
	Advertising appeal refers to packaging products, ser-vices, organizations, or individuals in a variety of ways that clearly deliver a certain benefit, stimulation, identification, or reason to explain what consumers are thinking about and why they buy products (Kotler, 1991). 
Attitude is an essential concept in psychology, but it is also widely applied in the social sciences and marketing. Fishbein and Ajzen (1975) defined attitude as a learning orientation based on which a state of constant like or dislike is generated towards a certain object. Kotler (1991) suggested that attitude refers to an individual’s long-lasting perceived evaluation of like, dislike, emotional feelings, and action intention towards an object or idea. Schiffman and Kanuk (2007) stated that attitudes are a psychological tendency accrued from learning and a continual evaluation towards a subject. Lin (2008) defined advertising attitude as a continuously reactive orientation learned from a certain object. Such an orientation represents an individual’s personal standards such as like and dislike, and right and wrong. The attitude held by consumers caused by advertising can be classified into two components: cognition and affection. Cognition and affection stand for thinking and feeling, respectively (Vakratsas and Ambler, 1999). Allport (1935) pointed out that the difference between the two components lies in that cognition stands for an individual evaluation towards external stimulation, while affection reflects an individual’s internal feelings.
2.3.3	ADVERTISING AND CONSUMER AWARENESS
How does advertising influence consumer decisions and market outcomes? We utilize detailed data on consumer shopping behavior and choices over bank accounts to investigate the effects of advertising on the different stages of the shopping process: awareness, consideration, and choice. We formulate a structural model with costly search and endogenous consideration sets, and show that advertising in the U.S. banking industry is primarily a shifter of awareness as opposed to consideration or choice. Advertising makes consumers aware of more options, search more, and find better alternatives. This increases the market share of smaller banks and makes the industry more competitive. Robert (1971).
2.3.4	ADVERTISING AND CONSUMER PERCEPTION
Robert (1971) says that advertising is a very important thing for a brand to get the word out about their business and service. Advertising, today has become such an engaging and effective aspect of an everyday life. Additionally, advertising can also help grow a customer base which can help in yielding increased number of sales. Perception in the advertising industry is one of the fundamental factors for a business to evolve and grow and thereby increase the market value. But, perception in advertising includes a variety of factors which play a paramount role in the successful growth of a business!
Perception relates to the psychology of a consumer’s notion for a particular product or a service. It drives the deep-rooted sense of a consumer’s will to obtain that particular product or service. Advertising usually strives to create an appeal that a consumer will seek for. Needless to say, the perception of a brand’s image can make or break the appeal a product or services depicts. Perception is what drives the appeal of a consumer when it comes to a brand’s product or service.
The role of a consumer’s attitude towards a brand can be known by the perceived attributes of a brand. Public perception towards a brand comes from the multiplicity of aspects and also changes, depending on the public. Robert (1971).
2.3.5	ADVERTISING AND PURCHASE INTENTION 
According to Lewis and Nelson (1999), consumers' stated purchase intentions are one of the primary inputs that marketing managers use to forecast future sales and to determine how the actions they take will impact consumers' purchasing behavior.
Between 70 and 90 percent of clients of market research suppliers indicated in a study that they regularly measure and use purchase intentions (Jamieson and Bass, 1989). 
To measure consumers' intentions, these typically survey a sample of consumers and ask them to respond to a purchase intentions question such as: How likely are you to purchase product x in the next y months?" on a scale with response.
In some cases, purchase intentions are used to measure consumer demand for new products using concept and product tests. These studies are typically conducted to assess whether enough consumers will buy a new product to justify its launch, and if so, how to best use the elements of the marketing mix to maximize sales. Marketing managers also use purchase intentions as a leading indicator of future demand for their products, and to assess how their marketing actions will impact
those future sales.
2.3.6	ADVERTISING AND PATRONAGE BUYING MOTIVE 
Vivian (2007) expatiates that a customer purchases a particular product or service because of a strong inner feeling or force which instills in him a strong desire to have possession of the same. A buying motive can be said to be all the desires considerations and impulses which induce a buyer to purchase a given product. Basically, buying motives are of two kinds: 
Product motives. 
Patronage motives. 
The impulses, considerations, and desires that induce a person to be positively inclined to purchase a product is called product motive. The product is inclusive of the attributes i.e. color, size, attractive design, package, price etc, which may be the reasons behind product motives. Product motives can be classified on the basis of the nature of satisfaction sought by the buyer. Based on this classification, we can have two categories of product motives: 
Emotional product motives. 
Rational product motives. 
Emotional product motives: Emotional product motives are those impulses which persuade a customer to purchase a product spontaneously without giving prior thought to the consequences of the action or decision. Rational product motives: Rational product motives, on the other hand, involve careful reasoning and logical analysis of the intended purchase. The buyer will work out whether it is worthwhile to purchase the product. 
Patronage Buying Motives 
Anyacho, (2007) further explains, Why do buyers purchase from specific shops? What are the considerations or factors which persuade the buyers to display such patronage? These questions can be answered by understanding buyer patronage motives. Patronage motives can also be categorized into two groups namely, emotional patronage motives and rational patronage motives. Emotional patronage motives: Emotional patronage motives are those impulses which motivate or persuade a buyer to purchase from specific shops. There may be no logical reasoning behind his decision to purchase from a particular shop. He may simply decide to buy from his most preferred‖ shop, merely based on subjective reasons. Rational patronage motives: If a buyer solicits a particular shop after following a logical reasoning of the mind, this is called rational patronage motives. He may select a shop because it offers a variety of products, or stocks the latest designs and models, or assures prompt delivery and good after sales service. As mentioned earlier, even patronage motives can be a combination of emotional and rational motives (Anyacho, 2007).


CHAPTER THREE
RESEARCH METHODOLOGY
3.0	INTRODUCTION
This chapter contains research design, population of the study, sample techniques sample size determination, method of data collection, research instrument, validity of research instrument and method of data presentation and analysis.
3.1	RESEARCH DESIGN 
A research design is the step by step guide of the research procedure. 
The design adopted for the study is exploratory survey design. The exploratory survey design permits the use of a well-structured research instrument for obtaining primary data that was used for this study. The design follows accordingly.
3.2	POPULATION OF THE STUDY 
Population is the total number of people living in a particular area at a given period of time.
Therefore for the purpose of this research, the population comprise of sixty (120) staff of Seven-Up Nigerian Bottling Company in Ilorin South, from January-June 2025. 
3.3	SAMPLE SIZE DETERMINATION
The study adopted random sampling technique. All members of the population were represented equally. 
The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formula adopted is 
n = Z2U2
                           U2
Where n = sample size
Z = the research population
U = standard deviation
d = tolerance limit or allowable error.
3.4	SOURCES AND METHOD OF DATA COLLECTION 
There are various sources of data which could be categorized into two main sources, names: the primary data and the secondary data. The method of data collection used for this study is both primary and secondary data. The primary sources of data were structured interview, and self-administered structured questionnaire which avoided manipulation and increase the quality of research. A total of sixteen (16) questions were used for the survey questionnaire. Five (5) questions were developed for the interview. The secondary data came from relevant literatures reviewed.
3.5	INSTRUMENT OF DATA COLLECTION
The survey instrument was adopted for this study. A well-structured questionnaire and interview were used to measure the dependents and independent variables.
3.6	METHOD OF DATA PRESENTATION AND ANALYSIS
Method of analysis involved description and inferential statistics. The descriptive statistics described the properties in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using correlation analysis statistical tools.
This tool was selected because it has functionalities that accommodate the variable of interest.














CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	INTRODUCTION
	This chapter deals with data presentation and analysis. In presenting data collected in this research study will be percentage through frequency table.
4.1	DATA PRESENTATION AND ANALYSIS
	The data collected are presented in the table below. The section A is for demographic information and Section B is for the information regarding impact of advertising on consumer patronage.
TABLE 1: Distribution of Respondents according to Age.
	AGE
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	30-40 yrs
41-50 yrs
51-60 yrs
60 yrs and Above
	18
4
8
-
	60
13.3
26.7
-

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 90 (60%) of the respondents were between the ages of 30-40 years, 20 (13.3%) of the respondents were between 41-50 years and 40 (26.7%) of the respondents were between the ages of 51-60 years.
TABLE 2: Distribution of Respondents according to Sex
	SEX
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Male
Female 
	110
40
	73.3
26.7

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 110 (73.3%) of the respondents were male staff and 40 (26.7%) of the respondents were female staff.
TABLE 3: Distribution of Respondents according to Marital Status
	MARITAL STATUS
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Single
Married
Divorced
	120
25
5
	80
16.7
3.3

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 120 (80%) of the respondents were single; 25 (16.7%) of the respondents were married and just 5 (3.3%) of the respondents was divorced.
TABLE 4: Distribution of Respondents according to Years of service
	YEARS OF SERVICE
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	5-10 yrs
11- 20 yrs
20-30 yrs
30 yrs and Above
	30
25
85
10
	20
16.7
56.7
6.6

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 6 (20%) of the respondents have been in service for between 5-10 years, 5 (16.7%) have being in service for between 11-20 years, 17 (56.7%) have being in service for between 20-30 years and 2 (6.6%) have being in service for between 30 years and above.
TABLE 5: Distribution of Respondents on how Seven-Up Bottling Company Plc advertises its products
	OPINION
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Through Online
Through Print media
Through Radio/Television
None of available media
	80
10

40
20
	53.3
6.7

26.7
13.3

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 80 (53.3%) of the respondents said Seven-Up Bottling Company Plc advertises its products through online, 10 (6.7%) said it is through print media, 40 (26.7%) said it is through Radio/television and 20 (13.3%) said they did not advertise at all. 
TABLE 6: Distribution of Respondents on whether advertising increases sales of products in Seven-Up Bottling Company Plc
	OPINION
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Yes
No 
	140
10
	93.3
6.7

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 140 (93.3%) of the respondents said advertising increases sales of products in Seven-Up Bottling Company Plc; while 10 (6.7%) said it does not.
TABLE 7: Distribution of Respondents on whether advertising brings about repurchase of Seven-Up Bottling Company Plc’s products
	OPINION
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Yes
No 
	90
60
	60
40

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 90 (60%) of the respondents said that advertising brings about repurchase of Seven-Up Bottling Company Plc’s products; while 60 (40%) of the respondents said No, that it does not bring about repurchase of the products.
TABLE 8: Distribution of Respondents on whether advertising persuade customers to buy what he/she did not intend to buy
	OPINION
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Yes
No 
	150
-
	100
-

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that all the 150 (100%) of the respondents believe that advertising persuade customers to buy what he/she did not intend to buy.  
TABLE 9: Distribution of Respondents on whether considering the benefits, if he/se would prefer advertising to sales promotion
	OPINION
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Yes
No 
	145
5
	96.7
3.3

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 145 (96.7%) of the respondents believe that they would prefer advertising to sales promotion; while 5 (3.3%) said No, it does not cost more than others.
TABLE 10: Distribution of Respondents on whether frequent is retentive advertising used in Seven-Up Bottling Company Plc Ilorin Plant.

	OPINION
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Often
Less often
Very rare
	10
100
40
	6.7
66.7
26.7

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 10 (6.7%) of the respondents said retentive advertising used in Seven-Up Bottling Company Plc Ilorin Plant often, 100 (66.7%) said it is used less often, and 40 (26.7%) said it is used very rarely. 
TABLE 11: Distribution of Respondents on whether advertising encourage new innovation
	OPINION
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Yes
No 
	150
-
	100
-

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that all the 150 (100%) of the respondents believe that advertising encourages new innovation.
TABLE 12: Distribution of Respondents on whether retentive advertising be used to counter mistakes in prior advertisement.
	OPINION
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Yes
No 
	80
70
	53.3
46.7

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 80 (53.3%) of the respondents said that retentive advertising be used to counter mistakes in prior advertisement While, 70 (46.7%) said retentive advertising cannot be used to counter mistakes in prior advertisement. 
TABLE 13: Distribution of Respondents on whether the respondents would encourage use of reminder advertising to NBC Ilorin Plant.
	OPINION
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Yes
No 
	115
35
	76.7
23.3

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 115 (76.6%) of the respondents that they would encourage use of reminder advertising to NBC Ilorin Plant. While 35 (23.3%) said they would not. 
QUESTION 10:	Does advertising encourage positive consumer behavior toward Seven-Up Bottling Company Plc product? 
TABLE 14: Distribution of Respondents on whether advertising encourages positive consumer behavior toward Seven-Up Bottling Company Plc product
	OPINION
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Yes
No 
	150
-
	100
-

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that all the 150 (100%) of the respondents shows that reminder advertising encourage consumer behavior toward NBC product.
TABLE 15: Distribution of Respondents on customers’ reaction to wards purchase of Seven-Up Bottling Company Plc products during advertising.
	OPINION
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Positive
Negative 
Undecided 
	125
15
10
	83.3
10
6.7

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 125 (83.3%) of the respondents said customers’ reaction towards purchase of Seven-Up Bottling Company Plc products during advertising is positive; 15 (10%) of the respondents said it is negative and 10 (6.7%) said it is undecided.
TABLE 16: Distribution of Respondents on whether advertising directs customers’ purchase intention on Seven-Up Bottling Company Plc product
	OPINION
	ABSOLUTE FREQUENCY
	PERCENTAGE (%)

	Yes
No 
	85
65
	56.7
43.3

	TOTAL
	150
	100


Source: Research Survey, 2025.
	The table above shows that 85 (56.7%) of the respondents said advertising directs customers’ purchase intention on Seven-Up Bottling Company Plc product; While 65 (43.3%) of the respondents said that it did not direct customers’ intention. 
4.2	TEST OF HYPOTHESIS AND ANALYSIS
	It must be noted that hypothesis is the bedrock of this research work, under this section the following hypothesis are formulated and would be tested to validate of rejecting the hypothesis:
Ho: represents the Null hypothesis
Hi: represent Alternative hypothesis
The use of chi-square (Xo) test which is used here to test the hypothesis cannot beyond these two ways:
H0: Frequency of advertising has no effect on customers’ purchase of a product 
H1: Frequency of advertising has an effect on customers’ purchase of a product.
	For this purpose, the question 11, Table 16 is to be used for the hypothesis. 
	Opinion
	O
	e
	o-e
	(o-e)2
	(o-e)2/e

	Yes
No
	85
65
	75
75
	10
-10
	100
100
	1.33
1.33

	TOTAL
	30
	50
	-20
	208
	2.66


Source:	Research Survey, 2025    
To validate reject the hypothesis with the use of chi-square that consists:
Xo = (o - e)2
              e
X2 = Chi-square
∑ = Summation
O = Observation
e  = Expected frequency
Thus, the expected frequency (e is growth dividing b the total number of observation frequency b no of rows)
In estimating the frequency of Adverts and customer purchases, linear regression technique was used. The results indicates that there is a positive relationship between frequency of Advert and customer purchases which is indicated by the beta value which is X2t = 2.66, the association is however significant as indicated by the p-value .001. There is a positive relationship between frequency of Advert and customer repurchases which is indicated by the beta value which is 2.66, the association is however significant as indicated by the p-value .005 
Determinant of critical value or expected value of freedom (df) is given by (r-1)(c-1) level of significant = 5% (0.05, where r = row, c= column)
However, the model summary suggests 16.8% variation in frequency of Adverts and customer repurchase could be explained by the independent variable. That is, the selected variable can only influence a 16.8% change in dependent variable. A table test the null hypothesis to determine if it is statistically significant, the result from the model is statistically significant (Sig=.001) and hence the null hypothesis should be rejected. 
Decision rule 	
Reject the null hypothesis (H0) and accept the alternative hypothesis (H1) therefore product purchases is affected by frequency of Adverts.
4.3	DISCUSSION OF FINDINGS
	From the presentation above, it could be deduced that majority of the respondents said Nigeria Bottling Company Plc mostly advertise its products through Radio. Also, majority of the respondents said that reminder advertising serves its purpose at Seven-Up Bottling Company Plc. 
Also that majority of the respondents said that reminder advertising brings about repurchase of Seven-Up Bottling Company Plc. products. However, all the 30 (100%) of the respondents believe that reminder advertising persuade customer of NBC products. Majority do believe that reminder advertising promotes sales of Seven-Up Bottling Company Plc. products. 
	It was discovered that retentive advertising is used in Seven-Up Bottling Company Plc. Ilorin Plant less often and all the respondents said retentive advertising encourages new innovation.
	Reminder advertising is said to used to counter mistakes in prior advertisement and that they will however encourage use of retentive advertising to Seven-Up Bottling Company Plc. Ilorin Plant.  
	Also, from the presentation, it could be deduced that all the 30 (100%) of the respondents shows that reminder advertising encourage consumer behavior toward Seven-Up Bottling Company Plc. product.  It was shows that customers’ reaction towards purchase of NBC products during advertising is positive.










CHAPTER FIVE
SUMMARY, CONCONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
	It could be deduced from the research findings that Seven-Up Bottling Company Plc. Ilorin employed more male than the female. This may be attributed to the fact that the company does not necessary need personal contact on selling of its products to the extent that the female can be thought to be used in marketing, and that it requires more agility to do its works.
	Also, the company so much believe in reminder advertising, because from the findings, the researcher was able to find out Seven-Up Bottling Company Plc. Ilorin Plant do advertise its products despite the fact that it has been well known, but the advertising is not enough as it was revealed during the research findings.
	However, information from the findings also shows that the advertising of Seven-Up Bottling Company Plc.’s Products is mostly done on Radio, though this may be attributed that is it mostly listened to by the people of this area, Ilorin.
	It was also revealed that there are many competitors that sell products of very close substitutes to that of Seven-Up Bottling Company’s product. That is, Coca-Cola Bottling Company’s products and Big Cola products Sprite as 7up and Lemon as Big Cola Lemon, Fanta as Mirinda, Pepsi as Coke and Big Cola, as close substitutes.
	Lastly, Seven-Up Bottling Company’s sales representatives made it known that supply norms of the company is still poor, as regards supplies when demanded for.
	It was discovered from the analysis that Seven-Up Bottling Company Plc. do not used retentive advertising often, and this may be why they are losing their long time customers to the hands of their close rivals like Coca-Cola Bottling Company, whose has very close substitute to all Seven-Up Bottling Company’s Products: Coke (to Pepsi), Fanta (to Mirinda), Sprite (7up); and lot more. Even the new entry Big Cola is also not relent in winning consumers of the Seven-Up Bottling Company’s products.
5.2	CONCLUSION
 	The researcher will bring out conclusion from the finding’s information. Advertising works by influencing behavioural pattern of consumers which in turn helps in building continuous consumer patronage of products/services and thereafter ensuring brand loyalty of product purchased. Advertising delivers information which potential consumers use in making purchase decisions. It helps in delivering persuasive messages about a brand and this helps in creating positive beliefs and feelings about the product and the organization that actually produced the products. 
Advertising promotes customer loyalty to products. It ensures that customers repeatedly purchase goods/services overtime and makes customers to have positive attitude towards goods and services, and by extension towards the company delivering the goods or services. 
Creativity of advertising messages in the various media as well as frequency of the advertisement in the media have strong positive effects on customers purchases. It is also worthy to note that repeated advertising campaign in the media has effect in motivating consumers to purchase the product being advertised. This quality commitment on the part of customers towards products whose adverts are creatively produced and media campaigns are run in mass media that are customer friendly.
5.3	RECOMMENDATIONS
	It would be recommended for the management of Nigeria Bottling Company Plc. to:
i. Seven-Up Bottling Company Plc. should ensure they creatively create needed awareness about their products/services across to target customers. Such messages been sent across to target audience should bring consumers from a stage of unawareness awareness knowledge liking preference conviction and finally purchase of the products
ii. Retentive advertising messages must be done in such a way as to really promote product benefits across to target consumers. These messages must be done in such a way as to improve the peoples’ living standard. 
iii. Company must constantly use their adverts to sponsor a number of media programmes. This will afford target audience to watch free media programmes such as we have in Nollywood and Hollywood etc. These free media programmes been watched by target audience create good relationships between the company sponsoring these adverts and target audience. 
iv. Seven-Up Bottling Company Plc. should advertise their products in media loved and treasured by their audience so that association with such media will enhance and add value to the products/services advertised in such media.
v. Seven-Up Bottling Company Plc. should adopt integrated marketing communication approach in their communications with target audience.
vi. The management of SBC should use highly creative advertising agencies which will help create effective and highly competitive adverts that can efficiently sell the products and create good image for the company and its products.
vii. In designing an effective advert message that can promote good client-customer relationship, advertising agencies must use worthy and credible society celebrities. This will make consumers transfer the love they have for such adverting messages to the products, amongst others. 
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APPENDIX
Dept. of Marketing, 
Institute of Finance and Management Studies,
Kwara State Polytechnic, 
P.M.B. 1375,	
Ilorin, Kwara State.
Sir/Ma,
QUESTIONNAIRE
	I am an ND student of the above department who is conducting a research study on the impact of advertising on consumer patronage, as part of the requirements for the award of National Diploma (ND) in Marketing. 
	Please, it is required of you to fill the attached questionnaire. Be rest assured that the information supplied will be confidently treated and will only be used for academic purpose.
	Thank you.
Yours faithfully,

  




Please tick (   ) the appropriate responses
Section A:
1. Age: 30-40 yrs (   ) 41-50 yrs (   ) 51-60 yrs (   ) 60 yrs and Above (   )
2. Sex: Male (   ) Female (   )
3. Marital Status: Single (   ) Married (   ) Divorced (   )
4. Years of service: 5-10 yrs (   ) 11- 20 yrs (   ) 20-30 yrs (   ) 30 yrs and Above (   )
Section B:
5. How do you advertise your products?  Through Online (   ) Through Print media (   ) Through Radio/Television (   ) None of available media (   )
6. Does advertising increase sales of products in Seven-Up Bottling Company Plc.? Yes (   ) No (   )
7. Does advertising brings about repurchase of Seven-Up Bottling Company Plc’s products?  Yes (   ) No (   )
8. Does advertising persuade customers to buy what he/she did not intend to buy? Yes (   ) No (   )
9. Considering the benefits, would you prefer advertising to sales promotion? Yes (   ) No (   )
10. How frequent is retentive advertising used in Seven-Up Bottling Company Plc Ilorin Plant? Often (   ) Less Often (   ) Very Rare (    )
11.  Does advertising encourage new innovation? Yes (  ) No ( )
12.  Can retentive advertising be used to counter mistakes in prior advertisement? Yes (   ) No (   )
13.  Would you encourage use of reminder advertising to NBC Ilorin Plant? Yes (   ) No (   )
14.  Does advertising encourage positive consumer behavior toward Seven-Up Bottling Company Plc product?  Yes (   ) No (   )
15.  With advertising, how is customers’ reaction toward purchase of Seven-Up Bottling Company Plc products? Positive (    ) Negative (   ) Undecided (   )
16.  Does advertising direct customers’ purchase intention on Seven-Up Bottling Company Plc product? Yes (   ) No (   )
17.  Does advertising directs customers’ purchase intention on Seven-Up Bottling Company Plc product? Yes (   ) No (   )
1
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The AIDA model s based on a formula which was developed by an American businessman and has been in
use since the late 19th century. The AIDA formula optimizes the sales process into four stages wherein AIDAs.
an acronym for the words Attention, Interes, Desire and Action.





