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ABSTRACT
Integrated Marketing Communications (IMC) refers to integrating various marketing tools such as advertising, online marketing, public relation activities, direct marketing and sales campaigns to promote brands so that similar message reaches a wider audience. Products and services are promoted by effectively integrating various brand communication tools. To implement integrated marketing communication, it is essential for the organizations to communicate effectively with the clients.
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CHAPTER ONE
1.0 INTRODUCTION
This is introduction chapter that consists of background to the study, statement of the problems, aim and objective of the study, research hypothesis and statement of the hypothesis.
1.1	BACKGROUND TO THE STUDY
	Integrated Marketing Communication (IMC) as we all know is a vital and essential tool in marketing for variety of reasons. However, it is the useful to highlight two major reasons that serve to underpin the essential roles this element of marking plays. The first reasons why Integrated Marketing Communication is vital is that no matter how good a product is, it is impossible for it to market itself if nobody is aware of it existence. Secondly, it would be very difficult to sell a product that customers or the general public has little or no information about the company. They will require a lot of persuasion in order to be convinced that they actually need the product. All these instances confirmed that without effective Integrated Marketing Communication, it would be difficult to make sales, that is, processes such as creating awareness, generating interest, arousing desire and getting action in form of sales.
	Integrated marketing Communication is an approach to achieve the objectives of a marketing campaign, through a well-coordinated use of different promotional methods that are intended to reinforce each other.
	According to America Association of Advertising Agency, Integrated Marketing Communication recognises the value of a variety of communication discipline; advertising, public relations, personal selling and sales promotion and combines them to provide clarity, consistency and maximum communication impact.
	This study will discuss the effect of Integrated Marketing Communication on fast moving Consumer goods.
1.2	STATEMENT OF PROBLEMS
	This study is designed to evaluate the roles of Integrated Marketing Communication in the organisation.
	The problem is to determine whether promotional mix has any effect in marketing of the organization.
	Communication or promotion in marketing is not any easy task. The marketer is often confronted with problems which affect the effectiveness of his marketing strategy.
	In promoting products and services, the marketer finds it difficult to isolate its target market. The advertisement meant for a particular target; audience are received be possible to isolate homogenous segment of a total audience which is what you would like to do if you sure to use most effectively communication with your target market.
	Another problem confronting a market is that of designing persuasive messages. That is to investigate barriers to Integrated Marketing Communication (IMC) in Latvian Market (Small Market).
 	Feedback is delayed when the mass media are utilized. In personal selling, salesman has the advantages of instantaneous feedback through gestures and verbal reaction.
1.3	OBJECTIVES OF THE STUDY
	The objectives of this research study are to highlight the effect of integrated marketing communication on fast moving consumer goods. To achieve this, the target market must be alternative to ensure proper average and effectiveness of the program.
	It also aims at finding solution to logistic problems devising a way of getting the goods to the final place at the right price and the quality. This research work will help to ensure that an adequate communication budget that will aid an effective communication activity is adapted and implemented and develop more effective ways of communicating in project to the target audience.
	Finally, this research communicator to identify target audience, determine the communication channel appropriately.
1.4	RESEARCH QUESTIONS
1. Do you advertise your product through any means of media? If yes, which of the mass media means?
2. Does this mean of mass media work effectively for the advertisement of your company product?
3. Do you apply promotional mix? Which one among the promotional mix work effectively for the company product?
4. How can you differentiate public relations from personal selling?
5. Do you integrate all the marketing communication mix towards your product and your company?
6. How can you justify whether your product is at maturity stage under product life cycle?
7. What was the reaction (feedback) of your customers towards your company product?
1.5	RESEARCH HYPOTHESES
	Hypothesis can be an idea, belief or an assumption put together and forwarded or held by the researcher during the source of the study for the purpose of helping and guiding them in arriving at a reasonable conclusion. These hypotheses are subjected to test whether they are true or not.
	The assumptions are as follows:
HYPOTHESIS 1
H0: There is no effective influence of communication on sales of product in the market.
H1: There is effective influence of communication on sales of product in the market.
HYPOTHESIS 2
H0: There is no effective relationship between product differentiation and communication.
H1: There is effective relationship between product differentiation and communication. 
HYPOTHESIS 3
H0: There is no effective relationship communication and awareness creation of product in the market.
HI: There is effective relationship communication and awareness creation of product in the market.
1.6	SCOPE OF THE STUDY
	The study focused on effect of integrated marketing communication on fast moving consumer goods performance. The development of integrated marketing communication focused around the need for organizations to offer more than just standard advertising to its consumers. It focuses on medium of dissemination information about its product to the target audience.
	This research study covers all areas through which an organization communicates to the target market about the existing of the product and building cooperate image to the entire populace of perspective customers.
	They concentrate majorly on the need for integrated marketing communication in PZ plc about most effective integrated marketing communication tool accomplishes set objectives.
	It will also cover environmental factor affecting communication variables employed by the organizations has its customers and staff in Ilorin. Since the organization has its customers and staff all over the states and it will be tedious to use total population for the study. 
	Therefore, the areas covered in this research work are; the theoretical scope which will base on the effect of effective integrated marketing communication on fast moving consumer goods performance.
1.7	SIGNIFICANCE OF THE STUDY
	The significance of this study is to reveal and uncovers the effect of integrated marketing communication to the organization in marketing of their product.
	The research study will be important to the following:
1. It will serve as reference materials to students to carrying out on similar topics.
2. It will contribute great expanding the array of principles and strategies in marketing related courses.
3. It also designed to enlighten the marketing practitioners about the present day means of integrated marketing communication.
4. It can also offer solutions to any problems relating to the complexity of integrated marketing communication.
5. It will enable advertising agencies to understand the target market properly and the different means of satisfying their need using channel of communication.
6. It will help advertising agencies deciding on the most effective medium to use for a particular presentation.
	7. Some information contained in this research will serve as a secondary data to the researcher when carrying out research on a related topic.
 1.8	LIMITATION AND CONSTRAINTS TO THE STUDY
	The study is limited to PZ plc Ilorin due to some reasons beyond the control of researcher. Such reasons include:
TIME: Time in carrying out this research study has to be invested considering the fact that quality preparations bring quality result. As a result of this, the researcher has to manage his time effectively so that its academic work does not suffer.
Sourcing for data was one of the major constraints encountered by the research since information was not readily available and due to confidently involved in certain areas sensitive to answer.
FINANCE: Finance has always contributed a constraint in any activity which requires it use. The money required to move from one place to another to get the important information especially to the case study of it readily available.
DIFFICULTIES: Difficulty in reaching the case study most often the researcher reached the case study repeatedly without achieving any positive results. Since the important people to see are not usually available and the few around were ever busy to attend to the researcher who had to wait for several hours in order to book an appointment.
1.9	DEFINITION OF TERMS
INTEGRATED: Merriam Webster defined integrated as to combine two or more things to form or create something. It indicates the meaning or value or total sum of a variable quantity of property.
MARKETING: Stanton (1981) defines marketing as “the total system of interacting business activities designed to plan, price, promote and distribute want satisfaction products and services to present and potential customers”.
COMMUNICATION: Cartier and Harwood (1953) define communication as “a process of sending and receiving messages that inevitably occur whenever human beings or animals are exposed to one another”.
INTEGRATED MARKETING COMMUNICATION: It is the careful coordination of all promotional advertising, public relation, personal selling, sales promotion and other communications for a product or service to assure the consistency of messages at every contact point where a company meets the consumer.
ADVERTISING: is any paid form of impersonal presentation of products or ideas of commercial significance to prospective buyers or audience by an identified sponsor.
SALES PROMOTION: It can be defined as all the promotional activities other than personal selling, public relations, advertising and publicity that stimulate consumer buying decision which enhance dealer’s effectiveness.
PROMOTION: It is an effort of manufacturer of products to create awareness of other marketing mix to the attention of consumer and its benefits identified.
PUBLICITY: It is a form of impersonal communication about a company or its products appearing in the media as news.
PUBLIC RELATIONS: This is a planned effort by a company to influence people’s attitude or opinion towards that organisation.
PERSONAL SELLING: It involves the two-way flow of communication between a buyer and seller, often in a face-to-face encounter.


CHAPTER TWO
2.0 	LITERATURE REVIEW 
2.1 	CONCEPTUAL FRAMEWORK 
2.1.1 CONCEPT OF INTEGRATED MARKETING COMMUNICATION
	Integrated marketing communication was first defined by the American Association of Advertising Agencies (4A) in the early 1990s as “a Comprehensive plan to further evaluate the strategic roles of a range of different communication disciplines”.
	(Boundless, 2005) for example includes “general advertising, direct responses, sales promotions and public relations, combining these disciplines to provide clarity, consistency and maximum communication impact”.
	(Belch, 2012) stated that, the development of integrated marketing communications at this stage, focused around the need for organizations to offer more than just standard advertising to its consumers.
	In 1991, Don Schultz, a professor at the Emeritus service, North-western University Medill School proposed a new definition of integrated marketing communication (IMC) as “the process of all sources and information managed so a consumer or prospect is exposed which behaviourally moves the customer more towards a sale”.
	Following the concept of integrated marketing communication (IMC), marketing managers carefully work out the role that various promotional elements will play in the marketing mix to ensure that consumers see and hear one message.
	Integrated marketing communication is a simple concept. It ensures that all forms of communications and messages are carefully linked together. All of these communication tools work better if they work together in harmony rather than in isolation.
2.1.2 MEANS OF COMMUNICATION IN MARKETING
	Below are the lists of all communication mix or toll available to a marketer which sometimes referred to as the promotional mix:
Advertising 
Sales Promotion
Publicity
Personal selling
Public relation
Direct marketing
Selling
Exhibition
Packaging
Word of mouth
Sponsorship
Email marketing
Point of sales 
ADVERTISING: It can be defined as any paid form of non-personal presentation and promotion of ideas, goods and services by identified sponsors.
SALES PROMOTION: It can be defined as activities that fall between advertising and personal selling that stimulates consumer purchasing and dealer’s effectiveness.
PUBLICITY: This is an extension of public relations. It is aimed at popularizing, creating products and services exposure awareness and attitudes change.
PERSONAL SELLING: It can be defined as a direct face to face contact between buyers and the sellers.
PUBLIC RELATION: This is an organizational effort to create good relationship and good image between them and the public’s creating conductive environment between the organization and the public.
DIRECT MARKETING: Is a promotional method that involves presenting information about your company, products or service to your target customers without the use of an advertising middleman   
SELLING: Is the process of developing a product or services offering communicating the benefits through promotions and managing the ongoing exchange of value with targeted customers.
EXHIBITION: An exhibition in the most general sense is an organized presentation and display of a selection items.
WORD OF MOUTH:  It is personal informal exchange of communication that customers share with one another about products, brands and companies.
SPONSPORSHIP: Is a cash or in-kind fee paid to a property (typically in sports, arts, entertainment or causes) in return for access to the exploitable commercial potential associated with that property.
EMAIL MARKETING: Is sending a commercial message, typically to a group of people, using email. In its broadcast sense, every email sent to a potential or current customer could be considered email marketing.
POINT OF SALE OR POINT OF PURCAHSING: These consist of display, signs, lights, beating drum, trumpet and other attention getting device located at the place of the actual purchases.



2.1.3 CONCEPT OF FAST-MOVING CONSUMER GOODS 
	Fast Moving Consumer Good (FMCG) or Consumer Packaged Goods (CPG) is products that are sold quickly and at relatively low cost. Example includes non-durable goods such as soft drinks toiletries, soda, and gum e.t.c.
	Fast moving consumer goods have a short shelf life either as a result of high consumer demand or because the product deteriorates rapidly. Some FMCG such as meat, fruits and vegetables and baked products are highly perishable.
	The sales are sometimes influenced by some holidays and season.
	Through the margin made on FMCG product is relatively small, they are generally sold in large quantities.
 2.1.4 CHARACTERISTICS OF FAST-MOVING CONSUMER GOODS
	The main characteristics of fast-moving consumer goods can be view under the following perspective 
· FROM THE CONSUMER PERSPECTIVE
Frequent purchase 
Low involvement (little or no effort to choose the item)
Short shelf life
Rapid consumption
· FROM THE MARKETERS ANGLE
High volume
Low contribution margins 
Extensive distribution networks
High stock turnover
· PRODUCTS BELONGING TO THE FMCG SEGMENT GENERALLY HAVE THE FOLLOWING CHARACTERSTICS 
They are used at least once a month 
They are used directly by the end consumer 
They are non-durable 
They are sold in packaged form 
They are branded
INDUSTRY SEGMENT
	The main segments of the FMCG sector are:
Personal Care: These include, oral, hair care, skin care, cosmetics and toiletries, perfumes, shoe care.
Household Care: Fabric wash (laundry soaps and synthetic detergents) toilet cleaners, air fresheners, insecticides and mosquito repellents, metal and furniture polish.
Spirit and Tobacco: An exact product wise sales break up for each of the items is difficult.

2.2 THEORETICAL FRAMEWORK 
2.2.1 CONCEPT OF COMMUNICATION
	According to Jacques (1997) communication is the sum total of indirectly and directly, consciously feelings, attributes and wishes. 
	(Scher, Merhom, Hunyt and Osborn 1985) described communication as an interpersonal process of sending and receiving symbols with meaning attached to them.
	It should be noted that that definition of communication above has shortcomings and that is the fact that they failed to talk of mutual understanding between the communicating parties, where the recover does not say to have taken place.
	It would be right therefore to define communication as the process of transmitting information and achieving understanding between the communicating parties, where this occurs effective communication has taken place.
	In marketing, communication is an essential tool for smooth running of the organization and also for persuading customers including middlemen to adopt a favourable attitude to an identified organization products or services.
	Communication embraces the use of signs, symbols, signals, speech writer or oral, body gestures e.t.c. These symbols have to be the ones that people recognize and accept.

ROLES OF COMMUNICATION IN AN ORGANIZATION
	Communication as a management tool serves some of the following purpose in business (both private and public).
1. It is an instrument for distributing work and for directing and coordinating the activities of all categories of staff.
2. Communication helps in developing mutual understanding and rapport between management and staff thereby minimizing areas of conflict.
3. Communication can also be used to create a good public image for an organization. This can be achieved by organization to the externals.
4. Communication helps in coordinating and organizing the organization towards achieving its basic goals and objectives.
2.2.2 PROCESS OF COMMUNICATION
	According to William J. Stanton (1981, communication process requires only four elements, a message source of the message, communication channel and a receiver and other elements to be reckoned with its noise, which is anything that reduces the clarity and accuracy of the communication.
	It has been said by Ade Oyedijo (1983), that communication process is a series of action or operation that led to a result. Communication is concerned with the person of sending and understanding the information. One of the problems associated with communication breakdown is SEMATIC Problem that is wrong interpretation of the message sent.
	Below are the basic or major lineages of communication process. 
i. MESSAGE: Message simply means an information or idea which is to be passed across to a receiver to understand and give a response to it. It is the physical product of the sources.
ii. SENDER OR SOURCE: The sender or sources is the originator of the message. It generates the ideas which are packaged into a presentable manner or to be understood.
iii. RECEIVER: Receiver is the person or group of people that takes the sent messages. The receiver stands the centre gap of the communication. The roles here include receiving the message, interpreting (decoding) it and responding to it.
iv. DECODING: What is being decoded is what was encoded (message) from the source. If the message is not properly decoded due to perception, wrong choice of word or semantics mis-understanding is bond to occur.
v. FEEDBACK: This the response or the action, which indicate that the message is properly transmitted or not.


2.2.3	STEPS FOR EFFECTIVE COMMUNICATION
	Kotler and Armstrong identify (8) Major Steps Effective communication which are:-
i. Identify the target audience in terms of attitudes, values, needs, preferences and culture.
ii. Determining the communication objectives in terms of cognitive (attention), affective (interest and desire) and behavioural (action).
iii. Design the message-formulating the message will regime to solve four (4) problems: what to say? How to say it? Symbolically-message that has appeal, message format: who said it? When to say it?
iv. Select the appropriate communication channel.
· Personal channel-word of mouth
· Non-personal channel-media(print/electronic)
· Events, news, conference, launching
· Workshops, seminars
v. Budget affordable method percentage of sales method.
vi. Decision on promotional mitt e.g. advertising, sales, promotion, personal selling and publicity.
	Budget to be distributed on promotional tools factor influencing promotional tools.
· Types of product outlet
· Push vs. Pull strategy
· Product life cycle stage
· Buyer readiness stage (buying decision)
vii. Measure promotion result. Ask audience whether they recognize or recall message, how he felt, their previous and current attributes towards products and the company.
viii. Manage and coordinate the communication processed. The success of every organization depends on effective communication. 
2.3	EMPIRICAL REVIEW
2.3.1 EFFECTIVENESS OF INTEGRATED MARKETING
	By integrated tools such as advertising, direct mails, social Medias, telemarketing and sales promotion, you provide clarity, consistency and maximum communication impacts.
	Integrated campaigns use the same communication to reinforce each other and improve marketing effectiveness. In an integrated campaign you can use advertising to raise awareness of a product and generate leads for sale up inquiries from the advertising or press campaign and provide prospects with more information which includes;
	CREATIVE CONSISTENCY: In an integrated campaign, the different tools feature the same creative treatment. Here, you ensure that prospect and customers receive consistent messages each time they see one of the elements of the campaign. Creative consistency helps reinforce the basic campaign themes by increasing the numbers of times prospects see or near the same message.
	COST SAVING: Creative consistency in your integrated campaign can also save you money by using the same images and adapting the same copy for different media, you reduced copyright, design and content with other communication.
2.3.2 PROMOTIONAL GOALS AND TASKS
	The fundamentals goals of promotion are to induces, modify, reinforce behaviour by informing, persuading and reminding, information promotion explains a goods or services purpose and benefits, promotion that informs the consumer is typically used to increase demand for a general product category or to introduce a new goods or services.
	Persuasive promotion is designed to stimulate a purchase or an action. Promotion that persuades to buy is essential during the growth stage of the product life cycle, when competition becomes fierce. Reminder promotion is used to keep the product and brand name in the public’s mind.
	Promotion that reminds, are generally used during the maturity stage of the product life cycle.	

2.3.3 AIDA CONCEPT AND ITS RELATIONSHIP TO PROMOTIONAL 	MIX
	Generally, promotion aims at ensuring that customers develop some taste for the product and become loyal to the product, through communication to the people about a product more buyers are sought and firmly rooted in brand loyalty. In order to achieve this, promotional objective, various aspect of promotion has been developed into AIDA Concept. The acronym AIDA stands for Attention-Interest-Desire-Action.
	The AIDA model outlines the four basic stages in the purchase decision making process which are initiated and propelled by promotional activities. The component of promotional mix having varying levels of influence at each stage of the AIDA model; advertising is a good tool for increasing awareness and knowledge of a good or service. Sales promotion is effective when consumers are at the purchase stage of the decision-making process, personal selling is most effective in developing customer interest and desire and obtaining action includes, obtaining trail, which then may lead to a purchase decision and encourage continuing action.


2.3.4	FACTORS AFFECTING THE PROMOTIONAL MIX
	In developing an effective promotional mix and the intensity of usage, a variety of factors must be considered among which are:
1. The Nature of the Product: It can be consumer good or industrial goods. Companies with consumer products rely more on advertisement, sales promotion than public relations and personal selling. But for industrial goods, personal selling that requires special skills due to technicality of such products is more appropriate. We must take note of the state of the product life cycle. Advertising at introducing stage while sales promotion and other will work at maturity and declining stage.
2. The Nature of the Market: Market here includes industrial and consumer market. Also, geographical scope of the market are promotional mix that have coverage areas must be employed such as advertising, personal selling, etc. Any organisation selling many products will require more than one promotional mix than one that sells only a single product.
3. Fund Available: Whatever methods of promotional mix that will be employed, its effectiveness depends on the available funds.
4. Stage in the Product Life Cycle: The product stage in its life cycle is a big factor in designing a promotional mix. During introduction stage, the basic goal of promotion is to inform the target audience that the product is available. When products are at growth stage, persuasive promotion is used to build and maintain brand loyalty to support the product. At maturity stage, competition becomes fierce and thus persuasive and reminder advertising is more strongly emphasized.
5. Competition: Every organisation that produces products and services must embark on promotion because of other competitors in the market and again more sales.
6. Push and Pull Strategies: Manufacturers use aggressive personal selling and trade advertising to convince a wholesale or a retailer to carry and sell their merchandise. This approach is known as push strategy. While pull strategy stimulates consumer demand to obtain products distribution rather than trying to sell to the wholesaler.
2.3.5	WORD OF MOUTH COMUNICATION AND HOE IT AFFECTS 	PROMOTION
	Most customers are likely to be influenced by friends and family members when making purchases.
	Word of mouth communication is personal, informal exchange of communication that customers share with one another about products, brands and companies.
	Customers also may choose to go online to fund electronic word of mouth about products or companies.
	Buzz marketing is an attempt to incite publicity and public excitement surrounding a product through a creative event.
	Viral marketing is a strategy to get consumers to share a marketer’s message, often email or online video, in a way that spreads dramatically and quickly. A related concept, product placement is the strategic location of products or product promotions within television program content to reach the product target market.  


CHAPTER THREE: Research Methodology
3.0 	INTRODUCTION
This chapter will be highlighting the research philosophy, the method that was adopted by the researcher, how the research design would look like, the population of study that will be examined and the population size that will be randomly selected, data collection and the ethical aspect of collecting the data. Research methodology is a way to find out the result of a given problem on a specific matter or problem. In methodology, researcher uses different criteria for solving or searching the given research problems. Collis and Hussey (2009) also described methodology as the overall approach to the entire process of the research study.

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 obtain primary data that was used for this study. The design follows accordingly
3.2	POPULATION
	This research work population are customers of PZ in Ilorin south that comprises of 200 customer and the work is from Jan – July 2018-
3.3	SAMPLE TECHNIQUE
	The study adopted random sampling technique. All members of the population were represented equally


3.4	SAMPLE SIZE DETERMINATION
	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=  Z2 o-2
	D2
	Where N= sample size
		Z= the research population
		O= standard donation
		D- Tolerance limit or allowable error
3.5	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorised into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structures Interview and self-administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 15 questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.
3.6	THE RESEARCH INSTRUMENT
	The survey instrument was adopted for this study. A well-structured questionnaire and interview were used to measures of dependent & independent variables.
3.7	VALIDITY OF RESEARCH INSTRIMENT
	Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contribution as well as the approval of the supervisor. In addition, the research variables were validated using factor analysis.
3.8	METHOD OF DATA PRESENTATION AND ANALYSIS
	Method of analysis involved description and inferential statistics. The description statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using simple regression statistical tools.
	These tools were selected because it has functionalities that accommodate the variable of interest   



CHAPTER FOUR
4.0	This section focuses on the presentation, analysis and interpretation of the data gathered. The data obtained for the study is presented in tables, analysed and interpreted using frequencies and simple percentages. The bio data of the respondents was first dealt with after which the main focus of the study was treated.
4.1	DATA PRESENTATION AND ANALYSIS
	The importance of data presentation and analysis cannot be over emphasised in any research work. Data becomes meaningful only after they are analysed. Data analysis involves the conversion of a series of recorded observations information obtained through questionnaire distribution or other form of data into descriptive statement or inference about relationship. For the purpose of this research study a total number of 100 copies of questionnaires were administered to the customers of the company. The analysis of information gathered was shown in the following table below.

TABLE 1: DISTRIBUTION OF RESPONDENTS BY SEX
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Male
	30
	42.9 %

	Female
	40
	57.1%

	Total
	70
	100%


    Source: field survey, 2025.
From the above table, the male respondents which is 30 representing 42.9% and the female respondents which is 40 representing 57.1% respectively, the analysis above shows that female patronized the company product most.


TABLE 2: DISTRIBUTION OF RESPONJDENTS BY MARITAL STATUS
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Single
	25
	35.7%

	Married
	20
	28.5%

	Divorce
	15
	21.5%

	Widow
	10
	14.3%

	Total
	70
	100%


    Source: field survey, 2025.
	From the above presentation, the single respondents which is 25 representing 35.7%, the married respondents which is 20 representing 28.5%, divorce respondents which is 15 representing 21.5% and widowed respondent which is 10 representing 14.3% respectively. The analysis above shows that the single respondents purchased the company product greatly.
TABLE 3: DISTRIBUTION OF RESPONDENTS BY AGE
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	18 – 25yrs
	30
	42.9 %

	26 – 40yrs
	25
	35.7%

	41 – 60yrs
	15
	21.5%

	Total
	70
	100%


    Source: field survey, 2025.
	From the table above the age between 18-25years respondents which is 30 representing 42.9%, the age between 26-40years respondents which is 25 representing 35.7% while the age between 41-60years respondents which is representing 21.5% respectively. The analysis above shows that the age between 18-25% respondents purchase the company products effectively.
TABLE 4: DISTRIBUTION OF RESPONDENTS BY EDUCATION QUALIFICATION
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Primary/Secondary
	15
	21.5%

	OND/NCE
	20
	28.5%

	BSC/HND
	35
	50%

	Total
	70
	100%


    Source: field survey, 2025.
From the above presentation, the primary and secondary qualification which is 15 respectively 21.5%, the OND/NCE respondent which is 20 representing 28.5% while the BSC/HND respondent which is 25 respondent which is 35 representing 50% respectively, the analysis above the therefore shows that the BSC/HND respondents purchase the company product effectively.
TABLE 5: DISTRIBUTION OF RESPONDENTS BY OCCUPATION
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Student
	10
	14.3%

	Traders
	25
	25.7%

	Civil servant
	35
	50%

	Total
	70
	100%


    Source: field survey, 2025.
	From the above table, the student’s respondents which are 10 respondents 14.3%, traders respondents which is 25 representing 35.7% while the civil servant respondents which is 35 representing 50% respectively. The analysis above shows that the civil servant respondents purchase the company product effectively

TABLE 6: WHEN HAVE YOU BEEN USING THE COMPANY PRODUCT?
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	More than three years
	25
	35.7%

	Two years
	20
	28.5%

	One year
	10
	14.3%

	Less than one year
	15
	21.5%

	Total
	70
	100%


    Source: field survey, 2025.
From the presentation above, it is dedicated that the company product has been used more than 3 years which is 25 representing 35.7% as shown on the table as highest response. It indicates that the company product has being in existing and patronized for more than 3 years by the customers.

TABLE 7: DOES THE PRODUCTS i.e (Nunu milk) OF THE COMPANY SATISFY YOUR NEED?
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Strongly agreed
	30
	42.9%

	Agreed
	20
	25.5%

	Strongly disagreed
	5
	7.1%

	Disagreed
	15
	21.5%

	No response
	-
	-

	Total
	70
	100%


    Source: field survey, 2025.
	From the above table, the analysis shows that the company product (Nunu milk) satisfies the need of consumers because 30 respondents representing 42.9%, strongly agreed that the product satisfied their need which is the highest frequency from the total respondents, 20 respondents representing 28.5% agreed with the statement, 5 respondents representing 7.1% of the total number of the respondents strongly disagreed with the statement while 15 respondent of the total number of respondents representing 21.5% disagreed with the statement.

TABLE 8: DO YOU LIKE MOST OF THE COMPANY PRODUCTS LIKE “OMO DETERGENT”
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Strongly agreed
	25
	35.7%

	Agreed
	20
	28.5%

	Strongly disagreed
	10
	14.3%

	Disagreed
	15
	21.5%

	No response
	-
	-

	Total
	70
	100%


    Source: field survey, 2025.
	The analysis above shows that 25 respondents representing 35.7% out of the total number of respondents said that what the product does is what they want in the product of the company i.e the performance of the product to their expected satisfaction regardless of price as well as sizes of the product, thus, the performance of the product is satisfied to the customers.

TABLE 9: ARE THE PRODUCT WIDELY AVAILABLE FOR PURCHASE?
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Strongly agreed
	35
	50%

	Agreed
	20
	28.5%

	Strongly disagreed
	5
	7.1%

	Disagreed
	10
	14.3%

	No response
	-
	-

	Total
	70
	100%


    Source: field survey, 2025.
	The analysis above shows that the product is widely available for consumers to buy in different outlets as indicated in the above table that 35 respondents representing 50% said that product is always available to buy. The product is distributed extensively for customers to buy at point in time without much effort to make purchase.

TABLE 10: WHICH ASPECTS OF THE PRODUCT FEATURES WOULD YOU LIKE THE COMPANY TO IMPROVE ON?
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Price
	15
	21.5%

	Performance
	10
	14.2%

	Size
	20
	28.5%

	All
	25
	35.8%

	None
	-
	-

	Total
	70
	100%


    Source: field survey, 2025.
	The analysis above shows that part of the products features needed to be improved on, 25 respondents representing 35.8% agreed that all features of the products should be improved on, 20 respondents representing 28.5% of the total number of respondents agreed with size. In this regard, the company must improve on aforementioned features of the product so as to facilitate integrated marketing communication and thereby increase their market share.

TABLE 11: DO YOU LIKE THE CURRENT ADVERTISEMENT USED BY THE COMPANY?
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Strongly agreed
	25
	38.5%

	Agreed
	20
	28.5%

	Strongly disagreed
	10
	14.2%

	Disagreed
	15
	21.5%

	No response
	-
	-

	Total
	70
	100%


    Source: field survey, 2025.
 	The analysis above shows that the consumer like the current advertisement going on because highest respondents of 25 representing 38.5% strongly agreed with the opinion, this indicate that the current advertisement used to disseminate their product awareness to the target market is accepted.
TABLE 12: HAS THE ADVERTISEMENT AT ANYTIME INFLUENCE YOUR DECISION TO PURCHASE THE COMPANY PRODUCT?
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Strongly agreed
	25
	35.8%

	Agreed
	20
	28.5%

	Strongly disagreed
	15
	14.2%

	Disagreed
	15
	21.5%

	No response
	-
	-

	Total
	70
	100%


    Source: field survey, 2025.
 	The above presentation shows that advertisement stimulates and influence of people in their decision to purchase company product as depicted on the table above 25 representing 35.8% strongly agreed that the advertisement influence their decision to purchase. In this regard, company should continue with advertisement jingle to broaden organisation sales profitability.

TABLE 13: HOW DO YOU PERCIEVE THE PRICE BEING CHARGED ON THE PRODUCT IN RELATION TO BENEFIT YOUR DEIVED FROM THE COMPANY PRODUCT?
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Too high
	10
	14.3%

	High
	20
	28.5%

	Moderate
	30
	41.9%

	Too low
	10
	14.3%

	Low
	-
	-

	Total
	70
	100%


    Source: field survey, 2025.
	The analysis above shows that the price being charged on the product in relation to the benefits derived from the above table, out of total respondents 30 representing 42.9% strongly agreed that the price is moderate which the highest frequency is, in this context, the price charged by the company is moderate.

TABLE 14: WHICH OF THE PROMOTINAL TOOLS SHOULD THE COMPANY EMPLOYED MOST?
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Advertising
	40
	57.1%

	Sales promotion
	1
	21.5%

	Publicity
	10
	14.3%

	Personal selling 
	5
	7.1%

	All
	-
	-

	Total
	70
	100%


    Source: field survey, 2025.
	The above analysis shows that the company should use advertisement mostly for promotional tools; this is revealed in the field survey to the respondent as 40 representing 57.1% which is the highest frequency out of total respondents that the company should embark on advertising more than any other promotional tool because of reduction in cost of promotional budget 

TABLE 15: DO YOU AGREE THAT THE COMPANY PRODUCTS ARE MORE UNIQUE THAN THAT OF COMPETITOR’S PRODUCTS?
	VARIABLES
	FREQUENCY
	PERCENTAGE %

	Strongly agreed
	30
	42.9%

	Agreed
	25
	38.5%

	Strongly disagreed
	5
	7.1%

	Disagreed
	10
	14.1%

	No response
	-
	-

	Total
	70
	100%


    Source: field survey, 2025.
 	The analysis of the above table shows that 30 respondents representing 42.9% out of the total number of respondents said that the company product is more unique than that of the competitor’s products.



4.2	HYPOTHESIS TESTING
	Hypothesis testing is the verification of the acceptability of earlier formulated hypothesis.
· Mathematical method: this is the technique or model used in solving the problem. It includes question, function, calculus, econometrics, linear programming, ration analysis e.t.c
· Statistically method: this is the technique used in the process of solving the problem at hand in order to come out with useful conclusion. These are measures of central tendency i.e (mean, mode and median). Regression analysis, time series analysis, correlation, coefficient, chi-square, t-test and measures of dispersion i.e (range, mean, derivation, variance and standard derivation). In the course of this research work statistical method is adopted and chi-square was used to produce a clear result to make it understandable.
Formula for calculating chi-square is (X2)
X=   
X2 = chi-square
O = observed value
E = expected value
TABLE 1
	
	FO
	Fe
	FO-Fe
	(FO-Fe)2
	

	EIMCFMCG Q6
	14.29
	14.858
	14.29 -  14.858
	0.753
	0.052

	EIMCFMCG Q7
	15.23
	14.858
	15.23 - 14.858
	0.701
	0.045

	EIMCFMCG Q8
	14.29
	14.858
	14.29 - 14.858
	0.753
	0.052

	EIMCFMCG Q9
	16.07
	14.858
	16.07 - 14.858
	1.100
	0.068

	EI MCFMCG Q10                                                                                                                                             
	14.49
	14.858
	14.79 - 14.858
	0.753
	0.052

	
	74.29
	
	
	
	0.269



TABLE 2
	
	FO
	Fe
	FO-Fe
	(FO-Fe)2
	

	EIMCFMCG Q11
	14.29
	15.072
	14.29 - 15.072
	0
	0

	EIMCFMCG Q12
	14.29
	15.072
	15.23 - 15.072
	0
	0

	EIMCFMCG Q13
	15
	15.072
	14.29 - 15.072
	0.072
	0.005

	EIMCFMCG Q14
	16.07
	15.072
	16.07 - 15.072
	0.998
	0.062

	EI MCFMCG Q15                                                                                                                                             
	15.71
	15.072
	14.79 - 15.072
	0.798
	0.050

	
	75.36
	
	
	
	0.117



4.3	RESULT OF FINDING
	In the past, integrated marketing communications did not possess the enormous potentials it has today. Nevertheless, it is an important factor which indeed required improving productivities in the organisation. In the company the researcher finds out that the firm does not have integrated marketing communication with outside world through the marketing department and consumer unit. Therefore, it is not necessary or compulsory for one to have a separate marketing communication department before it can enjoy the effectiveness of benefit of communication in any firm or to be successful if only it is not planned anyhow but careful by their top management.



CHAPTER FIVE
5.0	SUMMARY, CONCLUSION AND RECOMMENDATIONS
	In this chapter, the research aims at appraising the result of the study from different perspective and finally recommendation. The chapter is however divided into three sections namely; summary of findings, conclusion and conclusions.
5.1	SUMMARY OF FINDINGS
	From the research made so far, it is clear that the objectives of integrated marketing communication is the bedrock of organization success as a major means used by beating the drum about their product and services to target customers. Through the findings, it shows that the company uses promotional elements i.e advertising, sales promotion, personal selling, public relation and publicity to communicate their stand in the market place. It could be noted that advertising employs more than other promotional mix by the company. In essence, the research shows that the company know the value and the effectiveness of integrated marketing communication and the use of it to stand out with high esteem in the market avert with accomplishment of organizational goals. 

5.2	CONCLUSION
	To conclude this research study from the study and the analysis of researchers findings, one can easily state that the integrated marketing communication comprises of all communication mix such as advertising, personal selling, sales promotion, public relation and direct marketing which cannot be overruled in any economic, social, cultural and even political establishment because the survival and success of any business organization (profit and non-profit organization) depends solely on how will they can communicate within and outside the firm. To achieve the fill benefit of effective communication process, they should be planned by top management and should be in line with integrated marketing communication mix or variables.

5.3	RECOMMENDATIONS
	In the existence of the analysis problems, the research needs to recommend some ménage for better communication with the with the organization and to the whole world for successful achievement of the required objectives, following recommendations are made;
	The firm should ensure that all forms of communication and messages should carefully link together.
	All integrated marketing communication mix should be planned by top management that is charged with overall objectives of the organization. Also, the firm should use them as guidance in communicating with others so that they can communicate very well and effectively with customers and among themselves. In a nutshell, integrated marketing communication should be done in accordance with current political, economic and social cultural conditions so as to cover a wider geographical range and get to target customers irrespective of their location.
	Finally, the firm should inform all the staff that the work of integrated marketing communication should not be left for marketing department along ‘for a tree cannot make a forest’ but every staff and departments should carryout communication means with customers directly or indirectly even when they are not officially assigned. This is because all of this communication tool would work better if they work together in harmony rather than in isolation and information, effective communication with outside (audience or public) in most cases is also profitable in this sense, it will broaden the image of the organization
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