

ABTRACT 
This research topic is an evaluation of the use of advertising as promotion tool in manufacturing industries. That is through examination of the uses of advertising is a paid form of non – personal presentation and promotion of ideas, goods or services lay an identify sponsors. It can also be sold that advertising is a form of communication through media both a products and ideals and helps to sell brands of products and ideas and helps to build confidence in companies and institutions to consumers about the brand or/ amend compelling information to consumers about the brand or company that have been paid for by indentified sponsor. How ever it is also an instrument used to educate, create awareness and inform the potentials and existing customers abouts about a new product. No company or companies can do without advertising its products, product that even sell self make do with advertising because once a product is been produced and is in the market, automatically, an act of advertising is being practice, customers a times have no or knowledge about the product either in terms of the company’s name, logo, usages and other but with the  help of advertising, customers/ consumers may have knowledge of what they want to buy. Therefore, advertising is one of the promotional mix which helps the company to have high retorn on sales of a product and also build good image to the company.
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Chapter one
1.0 introduction
1.1 backgrounds to the study
When any manufacturing undertaking spring up, it becomes imperative for its name to be known and whenever any productive activity (firm) faces hard time, nothing is more required than for its benefit to be made known and subsequently revived. Also, a firm having no drawbacks need relent in its effort to proclaim the importance of its products and services by increasing consumer awareness over its products and services through promotion.
Promotion spills over into almost every aspect of the marketing mix which is made up of a set of combined elements or variables which are partially controllable of influencing the consumer in a definite way.
Subsequently, promotional activities are all strategies that are implemented by tuyil pharmaceutical industries limited, ilorin to foster the sales of their goods it is a controllable integrated programme of communication method and materials designed to present the company and its product to prospective customers to communicate needs satisfying attributes of products towards the end of facilitating sales and thus contributing to long – run profit performance.
The major promotional tools include sales promotion, advertising. Personal selling and publicity.
These four major promotional tools aimed at exploiting the availability of demand stimulating element in the marketing mix.
But, with regards to this study, advertising will used as an evaluation as a promotional tool in manufacturing industries.
However, advertising is a paid form and non personal presentation of idea by an identified sponsor.
	It is used to create awareness. Educate and persuade current or existing and potential customers of a particular product.
Undoubtfully, a splendid product, an exceptionally low piece and an ideal retail outlet place would. Produce negligible revenue and profit, if the promotion systems are not firm market or the general public regarding the company’s product and its benefit. Finally, recommending ways in which some problems of promotional tools can be alleviated by industries.
	Also, to broaden the knowledge of potential businessmen and workers in particular about the various steps to take before engaging in promotional activities.
1.2 statement of the problem of the study
in regard to this study, the use of advertising will be evaluated as a promotional tool in manufacturing industries.
The researcher wants to do clerical examination about the use of advertising to the pharmaceutical companies.
	Tuyil pharmaceutical industry limited, ilorin will be taking as a case study, whether advertising really worth doing or it is a waste of resources.
	Does it really have any positive or negative impact on the sales of pharmaceutical company? 
However, through examination of the usefulness of advertising as a promotional tool in manufacturing industries is what the researcher wants to research on.
1.3 aims and objectives of the study
the objective of this research project can be enumerated as follows: 
a. to evaluate the use of advertising as a promotional tool in manufacturing industries in Nigeria. 
b. To know the meaning, benefits and problems of advertising on the potential consumers and also the organization of large.
c. To evaluate the effectiveness of advertising 
d. To measure the effectiveness of advertising.
e. Furthermore, recommending ways in which some problems of promotional tools can be alleviated by industries, also to broaden the knowledge of potential businessmen and marketer in particular about the various steps to take before engaging in promotional activities.
1.4 significance of the study
this research project will be of great importance to the department of marketing and students of marketing at all level, because it studies the evaluation of the use of advertising as a promotional tool.
It will also broaden the students’ knowledge in knowing more about promotion.
This project is as well useful to the other pharmaceutical companies and the marketing organization or executives of the company will have one or two points to gain from the report which will be useful to the development of the company.
The management of tuyil pharmaceutical industries limited, ilorin will also find this research project a good and beneficent one because the centre focus of the study is on their organization and it will be a great tool to be used in making necessary adjustments to their operations.
The society at large are not accepted from the benefits of this research project as the study does not cover only tuyil pharmaceutical company who produces these products.
Vamoron blood tonic, tutolin cough syrup, tudox suspension, tumol syrup, karaole pain relief gecrol suspension, vitamin a (syrup, tucillin syrup and so on but also includes ways on how promotion will contribute to the satisfaction of every individual as a whole.
Lastly, the project work is to meet the partial requirement for the award of higher national diploma in marketing as regulated by national board for technical education (NBTE)
1.5 SCOPE OF THE STUDY
Evaluation of the use of advertising as a promotional tool in manufacturing industries in Nigeria is a broad scope which includes the following scopes:
a. territorial scope:
the area of coverage of this research work is centered on evaluation of  the use of advertising as a promotional tool and it is going to deal precisely with the contribution of advertising in the development of manufacturing industries in Nigeria.
	
It will also cover the benefit of advertising and its problems to solve those problems in other organizations.
b. geographical scope:
this are covered in terms of location is a very wide rage where there are numerous consumers who make use of tuyil pharmaceutical products, right from kwara state to other places where the products are being marketed across the countries.
c. industrial scope: -
this research work will cover the pharmaceutical industry, using tuyil pharmaceutical industry as a reference point of firm that products consumers’ product are meant to satisfy human needs and wants in meant to satisfy human needs and wants in dream of providing and promoting sound health.
d. time scope:
as a result of the limited time, this project will only take a period of one year and with life or validity of the outcome will be tenable to two and half years as a result of change in market condition.
1.6 limitations and constraints of the study
one of the important problems encountered by the researcher while undertaking this study is FINANCIAL CONSTRAINT which deprived the researcher of the ability to visit many places and meet the widely dispersed consumers of tuyil pharmaceutical industries limited ilorin and to gather enough data.
The researcher also faces the SECRECY being attached to information by business organization in Nigeria.
Tuyil pharmaceutical industries limited, ilorin, is inclusive and consequently had adverse effect on the realization of information and data needed in this study.
It is not all that easy to combine the writing of this project with the school lecture, test and the forthcoming examination because of the limited TIME.
With all these constraints and limitations, the researcher’s will still be successful.















CHAPTER TWO
2.0 LITERATURE REVIEW 
2.1 REVIEW OF PAST RESEARCH REPORTS ON THE SUBJECT MATTER 
	The use of advertising as a promotional tool authentical cannot be disproved. The statement “nothing happens until somebody sells something” express rather well the place of promotional activities in today’s business scene. Yet promotion is the most criticized of all the marketing activities because some advertisements are misleading as some sales people act in poor state. However, we should not confuse the tool with the users. Misuses are not the fault of advertising as a tool, but that of the people who is using it in abnormal way.
	Unfortunately, it is human nature to blame promotional activities because if a person hammers a nail crooked and blames the poor quality of the nail, hits a finger and blame the hammer. But you don’t away the hammer just because you hit your finger or hammer a nail crooked, should we get rid of promotional activities, because some people use them wrongly or deceitfully.
	From the facts of those findings, one will be able to deduced that nearly everyone is a promoter. It is not only marketers that embark on promotional activities but almost every professional like doctors, lawyers, pastor and many others 
	Churches advertise and promote to gain favor and increase the number of the congregation college, and universities promote to create favorable images attract more students and increase their endowments. Doctors and Lawyers advertise and publicize to create awareness of their services and so increase patronage.
2.2 REVIEW OF GENERAL TEXT
2.2.1 MEANING OF PROMOTION
	The term promotion is subjected to different interpretation by different scholars and autosome of them obtained it in their right perspective but all are pointing at the same direction.
	Bell (1972), states that “promotion describes all types of marketing activities designed to stimulate demand and therefore to communicate and convince”
	Also, J.A Afolayan (2000), states that promotion means “to push Forword”, to advance an idea in such a way to gain acceptance and approval for it.
	Making (1989), states that promotion in the brand sense consists of coordinating seller-initiated effect to establish channels of information and persuade to foster the sales of goods or services, or the acceptance of ideas or pointing view. This is to say that the quantity and quality of information taken on organization is determinate of how marketer can use promotion to maintain positive relationship with environmental factor.
	Another author, Jolson (1978), defines promotion as the process of persuasively informing prospects about the other Ps in the marketing mix, promotion provides the information or stimulation needed to convince the consumer to reach a decision favourable to the sellers.
	From the above, it could be decided that the authors are aiming at the same goal but from different dimensions. In essence, promotion could neither commence, nor be complete except through communication.
2.2.2 TYPES OF PROMOTIONAL TOOLS
	Promotional elements are the element that marketers used to create awareness, impact knowledge and persuade a present and potential market about a particular products, goods or ideas. The element are advertising, publicity, sales promotion and personal selling.
ADVERTISING G.B GILES second Edition, perceives advertising as non-personal communication directed at target audience through various media in other to present and promote products, services and ideas. The cost of media space, time and advertisement production is borne by the sponsor or sponsors.
	The advertising practitioner council of Nigeria (ACON) established by degrees 55 of 1988, defines advertising “as a form of communication through media about the products, services or ideas paid for by identified sponsors”
	Another author, Arowomole k. Abimbola and Ebeloku Ademola defines advertising as promotional tool that help sell brands of products and ideas and help to build confidences in companies and institutions by summers about the brand or company that have been paid for by identified sponsor.
	Also, advertising is used by organizations and institutions that re non-profit in nature such organization includes: red cross organization, Armed Forces, Police, Universities and Polytechnic, Mosques and churches, public health organization, local Government e.t.c such organization do not look to advertising to increase profit through increase sales because they are not citizen to do or to support those things which the organization is devoted, usually perceived to be in the public interest.
	Conclusively, advertising is also very important to society. It pays for a large part of our recreation and entertainment lower the cost of our newspaper and magazine, enables us to view free television shows. And probably encourages most of us to work harder to buy things we did not know we need until they were advertised.
PUBLICITY: J.A. AFOLAYAN (2000), defines publicity as the activity of securing additional space as diverse from paid space in all the media, read, viewed or heard by an organization’s customers or prospects for the specific purpose of assisting in the meeting of sales of goods. When the organization creates events and news around a marketable entity it is using publicity. In most cases, the result are impressive.
	Arowomole K.A and Ebeloku Ademola also said that for a product, services or business until by planting commercially significances new about it in a published media or obtain favourable presentation of it on radio, television or stage that is not paid for by the sponsor. Certain decision has to be made when a company is considering how to use product publicity messages and vertical to be used and how to evaluate the publicity result.
	Finally, publicity is used to promote various brands products, persons, place ideas activities. Organization and even action. It can also be used to launch new products e.g mathna Grape, nations have employed publicity to attract more tourist, foreign investment or international support.
SALES PROMOTION: this is a catch of all phrases that includes all methods of =stimulating demand not specifically identified as advertising or selling spillard 1978, defines sales promotion as special offers, special in the services that they are direct proposition the acceptance of which from part of a deal.
	Yinka I and Olorunlambe G.A 2001 defines sales promotion a	s promotional activity rather than other four which stimulates interest, trial or purchase by middlemen or even at company’s own sales force. Its main object is usually to compliment personal selling. It can be summarized as given something in anticipation of positive disposition towards company’s product or services. 
 	Finally, another author, Arowomole K.A and Ebeloku A defines sales promotion as all activities which fall between advertising and personal selling that stimulates consumer’s purchasing and dealers’ effectiveness such as displays, shows, exhibitions, demonstrations, and various non-current selling effort not in the ordinary routine.
PERSONAL SELLING: - this is a personalized methods greeting a message to individual consumer, J.A Afolayan 2000, defines personal selling to take the form of prospective purchasers for the purpose of making sales the purpose of personal selling is to bring the right products into contact with the right consumer to certain that ownership transfer takes place.
	Arowomole and Ebeloku see personal selling as direct face to face contact between buyers and the sellers for examples oral presentation of goods and services to customer by sales representative. Yinka and Olorunlambe G.A also states that personal selling involves direct face communication between sellers and potential customers.
 In conclusion, personal selling is the second important order getting ingredients to the executive responsible for determining the promotional mix, it involves face to face contact between the prospective buyers for personal selling to be successful the sales person has to analyses that market situation and the buyers need the salesperson must have the product knowledge or information. The individual; sales person is the most important element in personal selling
2.2.3 MEANING OF ADVERTISING
	Advertising is a means of disseminating information about a product, services of an organization.
The word “advertising” has been defined in so many ways for instance, the American marketing Association (AMA) defines =it as “ any paid form of non-personal presentation and promotion of ideas, goods and services by an identified sponsor”. Each of the main elements of deserves at least a second glance.
	Firstly, advertising is a commercial transaction and therefore must be paid for. This serves to distinguish advertising from the publicity. 
	Secondly, it is non-personal in the advertising message visual, spoken via written are directed at a mass audience and not = directly at individual as in the case of personal selling. 
Finally, the person sponsor of the message must identifiable. Also, advertising can be described as a social tool the encourages public support of various governments institutions and other non profit organization by conveying accurate and compelling information to consumers about the needs and goals,
According to stanton 1983, advertising consists of activities involved in presenting to a group, an impersonal or visual openly sponsored message regarding a product, service or idea, the message called advertisement is communicated through one or more media and is paid for by an identified sponsor.
In the above definition, there is a distinction between advertising as a process that is a programme or series of activities necessary to people the message and get to the intended audience. Another paint is that the public knows who is behind the advertising because the sponsor is openly identified in the advertisement
2.2.4 the rationale of advertisement
	Advertising’s traditional primary reason is to increase sales. However, while increasing sales in the chief reason of most advertising, it also has more specialized goals brand speaking, it seeks to:
a. Modify behaviours in such a way as to stimulate goods
b. Increase acceptance of a product, a service or an idea.
c. Prompt action, or
d. Create good will
A	form’s specific advertising reason may include one or a combination of the following: -
a.	to increase the number of units purchased: most advertising especially for consumer convince goods is intended to encourage the consumer to but more than one unit of the product. This kind oof advertising is often combined with special packing and lower price, facial soap, for example is frequently sold in four or more units to a package. Sales offering two items for the price of one and another common device for selling more units.
b.	to counteract competition: the main reason for many advertising campaigns is to combat or counter competition. While much advertising is designed to attract new consumers, more are simply tries to induce consumers to switch from one brand to another.
c.	to increase sales during off seasons: many advertising campaigns are designed to stimulate sales all the year round. for example, manufactures of all conditioning systems encourage customers to buy during the rainy seasons and save money by increasing sales during slack seasons, producers can utilize production crews and facilitates more fully and reduces storage cost.
d. to obtain dealer support: typically manufacturer’s sale men who are on wholesalers and retailers are give advocate notice to their company’s opening advertising c campaigns so that they can play up the company to middlemen saying effect “ look our tremendous campaign will bring consumers into your store asking for the product” for obvious reasons, a retailer is much more inclined to stock a product if he knows that an advertising campaign is being planned in a such a way that will bring customers into his store to buy.
2.2.5 types of advertising
	Advertising can be categorized into different form based on the objectives the advertisement wants to achieve and intending target audience the advertisement want to reach. The types of advertisement are:
1. Product advertising: this is persuasive force that aims at changing customers attitude and patterns of behaviour to a product or service (by use of the mass communication media) in ways which would be favourable to the target audience. This is necessary since consumers need and want changes as their economic position improves and as they pass through the different stages of the family life cycles.
2. Corporate or prestige advertising: this can also be institutional advertising. This is used to presents and promote company’s image of its activities and major products. This type is used by oil chemical and service company such as AP OIL PLC, KABO AIRLINE, DE EMIRATE transport company etc these are companies who take space to describe their skills and contribution TO SOCIETY OR THEIR ATTEMPT TO MINIMIZE POLLUTION OR SUPPORT CONSERVATORIUM. THE AIM IS TO GIVE INCREASING SUPPORT FROM THE PUBLIC ESPECIALLY POTENTIAL USER OF ITS PRODUCTS OR SERVICES.
3. CLASSIFIED ADVERTISING: This is a form of advertisement that have been used by individual who want to change their names or lohy small companies or organization that want to tender for supplying of certain materials or equipment. The classified columns are made available by newspapers or magazines.
4. Adversarial advertising: this is a type of advertising that present the organizations position usually on some social issues for instance, Mobi oil company shell oil company in Nigeria have effectively used the adversarial advertisement to convey the companies stance or variety of issues such as giving scholar ships to some selected Nigerian students. Provision of social amenities to certain oil company product are etc. 
2.2.6 THE BENEFITS OF ADVERTISING TO USINESS ORGANISATIONS 
	The following underlisted benefits are what an organization derived from advertising:
a. Advertising creates awareness and builds consumers interest in new products, new ideas, new technology and new companies.
b. In convince actual and potential buyers of the superiority and benefits of the company’s product or services over that of competitors
c. Advertising remains customers and potential buyers constantly of the availability of existing products and companies and how they compare with other products or companies.
d. It provides useful information to customer, basic information that are needed by actual and potential buyers of a product are provided by the advertisement.
e.  It encourages and educates the public on various activities of the company and also encourages public support of various governmental and non-profit organization activities.
f. Advertising helps to reduce customers dissonance some dissatisfaction; after purchasing a product, many people become highly selective of the advertisement to which they expose themselves. This advertisement tends to reassure them and they often find information in the advertisement of the product.
2.2.7 THE PROBLEM ASSOCIATED WITH ADVERTISING IN BUSINESS ORGANISATIONS.
1.  advertising is concerned as unnecessary marketing expenses which has contributed to the increase in general price level.
2. it may unduly influence the sales if a company’s product are opened such company to the abuses of monopoly.
3. it is believed to be persuasive and many regrettably lead to impulse purchase by consumers.
4. advertising usually pieces emphasis on small and insignificant differences among products.
5. Exercise number of commercial on radio and television interrupt good programing.
	Without much argument, advertising has contributed immensely to the development of marketing. It is this positive contribution that has allowed advertising to be relied upon by business organization in propagating their programmes. It is even gaining prominence in the hands of non-profit making organization who are using it to create awareness not only about their existences but also about their positive contribution to the development of the society.
2.3 SUMMARY OF REVIEW
		The overall purpose of advertising is to increase profit by stimulating sales beyond the unit and naira level otherwise possible. More specifically, the products or seller hope that additional units sold as a result of advertising will contribute to overhead cost on amount greater than the cost of advertising. Advertising may have varying specific purchases; however, it should be adopted to the objectives.
	Therefore, as already stated in this chapter that advertising is any paid for of non-personal presentation and promotion of product, idea, goods or services paid for by an identifiable sponsor. All these will be determined through the style of presentation of language and tone of voice used which must show the advertisers understanding sympathy with the consumers like style and aspirants.
	An advertising effect should come before it goes out to the public to ascertain the sales measures. That is sales or how advert is to be received by the audience should be determined either through the aid of text marketing to ascertain the extent of the suitability. Deceptive advertising should be avoided to advert wrong impression on brand personally. Each advertisement affects the consumers perception of the brand, if any advertisement confit with the perception it will cause at best a neutral at worst a negative feeding.
	Finally, the message to be disseminated must be believed and profitable statement may be demonstrated and demonstration shows must not be misleading. Anything that can be misunderstood will be misunderstood, too many, thought, too many impressions will confuse and lose the consumerists attention. The execution should be simple and expression unambiguous through the manager of presentation many involve in most or interpole, the fundamental brand benefits must always be felt to be obtainable.
2.4 HYPOTHESE FORMULATION
1. Ho: advertising does not have any positive impact on the sales 
Hi: advertising has positive impact on the sales.
2. Ho: advertising does not create awareness about the product
Hi: advertising create awareness about the products.
 








CHAPTER THREE
3.0 RESEARCH METHODOLOGY
	Research methodology is an explanation and justification of conducting research. This chapter examines the specific procedures utilized in the course of obtaining data for the research topic under discussion. It also explains the method and strategies techniques utilized in the treatment and analysis of data collected with a view to providing the basic for easy understanding of the contents of the subsequent chapter.
3.1 RESEARCH POPULATION
	The research study is the 0evalution of the use of advertising as a promotional tool in manufacturing industries and tuyil pharmaceutical industries limited Ilorin is use as a case study. The research however limits exercise to cover the management and staff of the industry.
3.2 SAMPLING TECHNIQUES
	The question asked during the interviews were precise enough to allow for one simple answer they are design in a very simple way that both the interviewees (the management and staff) and interviewer did not find it difficult to ask and to answer. They are design to be unambiguous.
3.3 SAMPLE SIZE
	A sample is precisely part of the population the procedure for drawing samples from a population is known as “sampling” therefore, sampling is taking any portion of a population or universe. Adedo, M.A (2006).
	Therefore, in this research work, the population sample of 45 were used. The responses were tapped through interview
3.4 RESEARCH DESIGN
	Data used in this research work were collected from both primary sources of data and secondary sources.
a. Primary sources: - this is related to data obtained from the company the data were obtained through oral interview from the head of the administration, quality control manager, marketing manager and some of the staff of the company.
b. Secondary sources: this on the other hand relates to data obtained from related text, company write-up and personal texts.
3.5 SOURCES OF DATA COLLECTION        
  	The nature of the research work requires the use of oral interview and observation 45 (fouty-five) were interviewed.
3.6 METHODS OF DATA COLLECTION 
	The following methods are the instruments make use by researcher:
1. INDEPTH INTERVIES were conducted with =some staff of the company. The interviews were structures to give room for less versatility and record the spot adaptivity on the part of the researcher, having located the respondents, the researcher explained precisely 	why and for whom the result will be of interest and also what is expected to emerge research survey conducted. The study sample size for the company is 45 respondents that is 45respondents (employees) were used the course of this research exercise.
The sample size of the company is divided by computation 10% from the study population i.s 10 % of 450.
10/100 * 450=45
	Responses collected from the interview were recorded while the researcher was alert for vague and genuine answers. The result was recorded this impression and observation in the course of interview which were later used for the analysis stage.
2.OBSERVATION: this is another primary sources used it is a systematic method of collecting data any natural scientist, it implies the use of one eye, it may be planned or unplanned. In this process, the researcher was able to observe some changes that have taken place in the company and some that need proper implementation as earlier discussed.
3 DOCUMENTATIONS: information obtained through secondary method i.e use of library and journals are vitally essential as it from the bedrock of all the research work. In this method relevant textbooks, handout and the company’s records were used.
3.7 ADMINISTRATION OF INSTRUMENT
	Interview was conducted through of office of the head of administration to the other aims such as office of the quality manager, marketing manager office and some staff of the organization. The respondents were allowed to give answers to the questions without being bias.
3.8 METHOD OF DATA ANALYSIS 
	Statistical techniques were used to present an analyzed data for the purpose of achieving clarity, compactness and completeness with the mechanical limitations of the typescripts.
The statistical techniques used are:
a. Frequency distribution table which is of fundamental importance in analyzing data. It is a summary method of presenting data. A frequency distribution table is one in which particular variable of interaction forms the basic classification and the entries are frequencies. They show the frequency or amount of time in which a particular variable or events occurs. It is valuable for summarizing a set of data which might be more difficulty to identify by looking at the whole, in constructing the table, the overall range of variable in a set of data is divided into a number of classes and the number of data that full into each of these classes are counted.
b. Percentage: one of the analytical tools that provides for effective comparison, a base of 100% was set upon which frequency occurrences were determined.
c. Chi-square (X2) test will also be used. 0 = the observed frequent of any value
E = the expected frequency of any value of significance level of significance at 5%
To find X2, it is necessary to evaluate
 e = implies summation
0 = observation
e = expected frequency.







CHAPTER FOUR
DATA PRESENTATION ANALYSIS AND INTERPRETAION
4.1	DATA PRESENTATION AND ANALYSIS
	The chapter contains analysis of various data extracted from respondents in the course of understanding the study data itself was extracted mainly through the application of the self-administered questionnaire.
	The questionnaire contained a designed reelection within the nature of the leadership and its impact of the performance of employees within the study setting that is the Tuyil pharmaceutical industry Ilorin.
	The total number of 100 questionnaire was distributed to the respondent of which eight-seven (87) questionnaire were answered and returned to their various department respectively wile 13 questionnaires were not answered the question of analysis are illustrated below with personal characteristics of respondents whose opinions were sampled in section (A) and the answered to the structured questionnaire arranged in section (B). 
Table 1: sex distribution
	ALTERNATIVE 
	RESPONSE
	PERCENTAGE %

	Male
	60
	60

	Female
	27
	40

	Total
	87
	100


Source: field work 2025
As showing in the table above, out of 87 people that responds to the questionnaire it shows that majority of the employees and respondents were made (60%) while 40% female.


Table 2: marital status
	ALTERNATIVE 
	RESPONSE
	PERCENTAGE %

	Married
	57
	73

	Single
	30
	27

	Total
	87
	100


Source: field work 2025
The table above shows that 73% the respondent is married while 27% are till single
Table 3: age distribution
	ALTERNATIVE 
	RESPONSE
	PERCENTAGE %

	25-35
	40
	27

	35-45
	47
	53

	45-55
	-
	

	total
	87
	100


Source: field work 2025
From the above data it could be deducted that those within the age of 35-45 with the percentage of 35 dominated the senior position
Table 4: education qualification
	ALTERNATIVE 
	RESPONSE
	PERCENTAGE %

	School certificate
	10
	13

	HND/BSC
	56
	67

	Others
	31
	20

	Total
	87
	100


Source: field work 2025
	From the above analysis it can be seen that the number of respondents of school certificate holder is 10% 13% of the respondent are degree/HND holders while 56% are master holders. The analysis of the data show that majority of those that constitute of organization are educated.
NATURE OF LEADERSHIP AND EMPLOYEE PERFORMANCE WITHIN TUYI; PHARMAECUTICAL INDUSTRY ILORIN
	The second set of question in questionnaire sought to obtain respondents opinion on various issues related to the nature of leadership and employee performance within research setting.
Question 5: sought to know how respondent described the present style of leadership within the organization.
Table 5: leadership
	LEADERSHIP STYLE
	NO OF RESPONDNET 
	PERCENTAGE %

	Exploitative and autocratic
	10
	12

	Benevolent but autocratic
	15
	17

	Consultative but restricted
	45
	48

	Highly participative
	20
	23

	Total
	87
	100


Source:  questionnaire survey 2025
The table above shows that the perception of leadership style in Tuyil pharmaceutical industry Ilorin is consultative but restricted.
Question 6: do you agree that the present leadership style is influenced by certain factor?
Table 6
	ALTERNATIVE
	NO OF RESPONDNET 
	PERCENTAGE %

	YES
	77
	89

	NO
	10
	11

	TOTAL
	87
	100


Source:  questionnaire survey 2025
This shows that the present leadership style in Tuyil; pharmaceutical industry, Ilorin is greatly influenced by certain factor
Question 7: what factor is responsible for present leadership?
	ALTERNATIVE
	NO OF RESPONDNET 
	PERCENTAGE %

	Pressure of managers by task
	16
	18

	Attitude of managers
	17
	21

	Attitude of employee
	53
	61

	Total
	87
	100


Source:  questionnaire survey 2025
The above response convinces the researcher that attitude of employee in Tuyil pharmaceutical industry Ilorin is responsible for the present leadership style by having 61%
Question 8: how frequency is our performance appraisal
	ALTERNATIVE 
	NO OF RESPONDNET 
	PERCENTAGE %

	Monthly 
	12
	14

	Quarterly
	
	

	Annually
	75
	86

	Total
	87
	100


Source:  questionnaire survey 2025
According to the table above which indicate eighty-six (86%) of the respondent positively that the internal of appraisal in Tuyil Pharmaceutical industry Ilorin is annually or yearly.
Question 9: how would you describe the recent performance level?
	ALTERNATIVE 
	NO OF RESPONDNET 
	PERCENTAGE %

	Below average
	
	

	Average
	15
	17

	High
	57
	66

	Very high
	15
	17

	Exceptional
	
	

	Total
	87
	100


Source:  questionnaire survey 2025
The table shows that the recent performance level of employed in Tuyil pharmaceutical Ilorin is high.
Question 10: How would you describe the impact of leadership and your present performance level?
	ALTERNATIVE 
	NO OF RESPONDNET 
	PERCENTAGE %

	Moderate
	37
	43

	High
	50
	57

	Very high
	
	

	Total
	87
	100


Source:  questionnaire survey 2025
This table convince the researcher that the present leadership style in Tuyil pharmaceutical industry, Ilorin has a greater impact on the performance level of the having the highest percentage of fifty-seven (57%).

Question 11: what is the level of satisfaction with leadership style in Tuyil pharmaceutical industry, Ilorin
	ALTERNATIVE 
	NO OF RESPONDNET 
	PERCENTAGE %

	Not satisfied
	
	

	Fairly satisfied
	25
	29

	High satisfied
	62
	71

	Very high
	
	

	Total
	87
	100


Source:  questionnaire survey 2025
Have not seen that seventy-one percent (71%) respondent responded positively that they are highly satisfied with the present leadership style in Tuyil pharmaceutical industry Ilorin.

Question 12: what is the relationship between leadership style and employee performance in local government
	ALTERNATIVE 
	NO OF RESPONDNET 
	PERCENTAGE %

	Consultative but restricted
	65
	75

	Benevolent by autocratic
	12
	14

	Exploitative and autocratic
	10
	11

	Total
	87
	100


Source:  questionnaire survey 2025
From the above table the relationship in Tuyil pharmaceutical industry Ilorin is consultative but restricted. This is analytical observed from the table through the largest percentage of respondent’s response positively that the relationship between leadership style and employee performance is consultative but restricted the response received from respondent that were given questionnaire we impressive and encouraging making in compilation of this research work easier for the researcher. And the analysis given in the table gives precise and concise details on the topic title “leadership and employee performance in service a case study of Tuyil pharmaceutical industry, Ilorin

4.2	ANALYSIS BASED ON RESEARCH HYPOTHESIS 
	HYPOTHESIS TESTING
	In this research work the researcher tested her research hypothesis using chi-square technique. The level of significance is 0.05 (5%)
Solution statement of hypothesis
Ho: there is no relationship between the empowerment and organizational performance test status:
X2= chi square formula
Where x2 = chi square
O = observable data
E = expected data = sigma
Assumption level of significance 0.00
Decision rule accepts Ho if the calculated value of x2 is less than the critical value otherwise rejects Ho.
Table 4.11	level of significance 0.05
Decision rule accepts Ho if the calculated value of x2 is less than critical value otherwise rejects Ho EE o2
Table 4.11
	RESPONSE
	(O)
	(E)
	(O-E)
	(-E2)
	O. E

	Yes
	120
	95
	25
	625
	6.6

	No
	70
	95
	-25
	625
	6.6

	Total
	190
	190
	0
	1250
	13.2


Source: field survey 2025
Degree of freedom
Df = (r-1) (c-1)
Where r = row
C = column
Al = (2-1)	(2-1)
Dc=1
Calculated value of x2 = 13.2
Table values of x2 = 3.841 compare the two variables x2 critical 13.2
Critical value = calculated value 13.2>3.841
Decision: since the table value is less than the calculated value (x2) then the null hypothesis is rejected and the alternative hypothesis accepted.
Solution statement of hypothesis 2Ho: the employments are not fully empowered in the baking industry
Table 4.12 chi-square
	RESPONSE
	(O)
	(E)
	(O-E)
	(-E2)
	O.E

	Yes
	140
	95
	55
	3025
	31.8

	No
	40
	95
	-55
	3020
	31.8

	Total
	190
	190
	0
	6050
	13.2


Source: field survey 2025
Calculated value = x2 =63.6
Table value of x2 = 3.841
Compare the two variable x critical x2 = 3.841
Decision: since the table value is less than the calculated value (x2) then the null hypothesis is rejected and the alternative hypotheses accepted

Table 4.13 test of hypothesis
Solution
Statement of hypothesis 3
Ho = there are no factors that are for employee empowerment in the organization
Chi-square
	RESPONSE
	(O)
	(E)
	(O-E)
	(-E2)
	(O.E)

	Yes 
	160
	95
	65
	4525
	44.5

	No
	30
	95
	-65
	4225
	44.5

	Total
	190
	190
	0
	8450
	13.2


Source: field survey 2025
Calculated value = x2 = 89
Table value of x2 = 3.841
Compare the two variables x2 critical x2 = 3.841
Calculated x2 = 89
Decision since the table value is lesser than the calculated value (x2) then we reject the null hypothesis and accept the alternative hypothesis.

SUMMARY OF RESULT HYPOTHESIS ONE
We accept the alternative hypothesis that an organizations performance has a direct relationship with employee performance.
HYPOTHESIS TWO: 
the conclusion drawn from the second hypothesis is that employee in the Tuyil industry fee empowered because it established that employee empowerment result in positive employee performance therefore, we accept the alternative hypothesis.
HYPOTHEIS THREE:
 the conclusion drawn from the third hypothesis is that there is no factor that calls for employee empowerment in the organization. Therefore, we accept the alternative hypothesis.





CHAPTER FIVE
5.0 summary, conclusion and recommendation
5.1	summary of finding
advertising is to create awareness, educate the consumers and finally to target market about a particular product. From the test of hypotheses formulated in the chapter four, it can be seen that advertising has positive impact on the sales level of manufacturing industries. Therefore, advertising is an exercise worth doing in any manufacturing industries because it will definitely increase the sales level of such organization.
Furthermore, the through advertisement. Advertising serves as a link between the manufacturer and the consumers, thereby giving useful information that the consumers needed about a particular product. Through advertisement, one can be able to have knowledge about how to use or administer a product which can be displayed and demonstrated on TV or by the use of bill boards.
Advertising also regains customers by letting them know that there is improvement on a particular product and also to let customers know that there are more users being discovered about a particular product.
Finally, advertising create awareness about new innovation been made on products, this allows both the projent and potential market to be aware of the new development that is being made on the product.
5.2 conclusion
this research study critically shows that use of advertising as a promotional tool especially in manufacturing industry is not a wastefully exercise, i.e it really worth doing in any manufacturing industry to adopt the use of advertising activities as a promotional tool. This will definitely enhance and increase the sales level of the company’s product, tuyil pharmaceutical industry limited is therefore advice to continue in making use of advertisement which has really contributed greatly to the economic growth of the organization. However, advertising has helped the organization in providing useful information to the customers and also it has helped them to regain their lost customers.
	In conclusion, advertising as a promotional tool is very useful and important in all the manufacturing industries and important in all the manufacturing g industries and it is advised to adopt by all the organization in order to improve the sales level of the organizations aims and objectives.
5.3 recommendation
considering the fact that advertising is an effective means of bring the product nearer to the people which is way of contributing to the sales level. Tuyil pharmaceutical industry limited and its line of production should be increased in order to create more awareness for their customers
	I can really recommend that more of the companies advertisement should be placed on every available advertisement medium so as to bring its product nearer to the people. It is also recommended that frequency at which the company’s advert is heard be increased; this is born-out of the fact that not all television stations receive network signals regularly as a result of signal problems with domestic satellite of the Nigerian television authority (NTA) network should be sparely used for advertisement.
In conclusion, it would be economical and cost effective with more positive effect to use other local effective with more positive effect to use other local stations available to bring the products to the grassroots.
	Again organization should not rely largely on advertising alone but on other promotional mix, so as to boost their sales level.
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