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ABSTRACT
This stems from the fact that product acceptance underlies organization firm’s success. A good understanding of the economic, marketing psychological and industrial forces that collectively determine consumer preference for a product to others become compelling for all business organizations in Nigeria. In this wise, the tremendous effect of market am petition which has pushed business organizations to adopt different types of strategies like defensive, offensive, and flanking, calls for careful examination. Towards this, this paper analysed the actors and avenues producers/markets exploited in their quest to attract and retain customer patronage to their products and organization. After an objective analysis, the paper ended that customers are kings and must be so respected and that the stiffer the market competition, the better served the customers became.       
















CHAPTER ONE
INTRODUCTION 
1.1 BACKGROUND OF THE STUDY 
Advertising which is concerned with motivating and making people to be aware of the existence of a particular project or service is an important concept in human life indeed; it permeates almost all facts of human endeavor and everyday life. Each time we scan through newspapers and magazine, listen to radio, which television programmes and even walk down the street, the change is that we will be exposed to advert message or jingles, this is virtually impossible for one to escape being I content with one form of advertising or the other. However, before people could be informed and motivated about a product or service, the advertiser must understand their needs wants and norms. This is essentially desirable because human beings are confronted with wide range of needs and impulse. 
These variables i e. needs and impulses cannot be satisfied by money alone Through money is quite important, people seek other things besides salaries and wages. They want individual identity, they want importance of the job they - do and thus they want themselves to be fully recognized. To crown it all they want improvement in their working conditions. 
Advertising plays important role in business decision for instance when a business executive gets to his desk suggesting that he should modernize the systems, invest in new plants and equipment and purchase industrial products, it also tells him where, when and how the product could be found. 
In this light, people search for optimum satisfaction and this is achieved through advertising thus, a creative advertising must know the statistical basis of the consumer and previous experience. Since creative advertising concentrates on fresh unique service and new ways of making consumers patronize the advertised product. 
Today, advertising has become an important and necessary part of the society being the medium through which people present their ideas, belief and through to the large society. As a matter of fact, it has become an institution for promoting values such as safety, education and free enterprises. In this vein, advertising is Nigeria must be accorded a vital position in our total economic life, since the main purpose of advertising is to inform to persuade and to remind customers and even potential consumers of the availability of product or service in the market. 
1.2 STATEMENT OF THE PROBLEM
The problem of this research is concerned with the effect of advertising on the operation and marketing of unlevel Nigerian plc consumer products and how the cost expended on advertisement of the company product justifies the benefit derived by the company i.e. cost- benefit analysis. Evaluating the effect of advertising in the competitive homogenous manufacturing industrial will do this by exploring the following questions concerned with the problem. 
· Is advertising more effective than sales promotion in the marketing of consumer products? 
· What proportion of promotional budget should be allocated to advertising? 
· Does the cost of advertising justify its benefits? 
· Is advertising really the most effective and important promotional tool and should such importance be related with the apportionment of the promotional budget? 
· Is advertising the most effective and efficient promotional tool in creating public or individual product or serve awareness?

 
1.3 RESEARCH QUESTIONS
The following research questions shall he investigated:
i. What are the effect of advertising as a tools in Hotel and Tourism Services?
ii. What are the effect of marketing in Hotel and Tourism Services?
iii. What are the relationship between Advertising and Hotel and Tourism Services?
iv. What are the identify challenges surrounding advertising in Hotel and Tourism Services? 
1.4 OBJECTIVES OF THE STUDY 
This research work is aimed at analysis the effectiveness of advertising on consumer products with particular emphasis on G-Pennacle Hotel, Ilorin. 
i. To examine the effect of advertising as a tools in Hotel and Tourism Services. 
ii. To examine the effect of marketing in Hotel and Tourism Services. 
iii. To examine the relationship between Advertising and Hotel and Tourism Services. 
iv. To identify challenges surrounding advertising in Hotel and Tourism Services. 
1.5 RESEARCH HYPOTHESIS
The following research hypotheses will be formulated in this research study. They are: 
H0:	There is no significance effectiveness of advertising as a tools in Hotel and Tourism Services.
Hi:	There is significance effectiveness of advertising as a tools in Hotel and Tourism Services.
H0:	There is challenges surrounding advertising in Hotel and Tourism Services.
Hi:	There is no challenges surrounding advertising in Hotel and Tourism Services
1.6 SIGNIFICANCE OF THE STUDY 
This study is great importance to managers and the entire managerial staff of manufacturers of consumer products. It will enable them understand how to win the heart of the target market create form the planning and how to fix production level. It is also beneficial to med scale firm requiring protection of market share as well as Hotel and Tourism Services firm requiring survivor in the manufacturing industry. 
It signifies the potential application of advertising strategy to manufacturing and scale of consumer products. 
This study is cover important to the company’s management by assisting them on allocation of fund to advertise, for effective operation and advertising management above all. It will make participants in the advertising on companies objectives and the method to be adopted in measuring the degree of effectiveness on the company consumer products. 
1.7 SCOPE OF THE STUDY 
This study covers advertising as an effective tools in marketing and it talks about activities within the operations of Marketing over the past 5years (2019 - 2025). Specifically, the study looked at impact of advertising tools on consumer product, Business Organization as well as its performance on sale product. This study covers effect of Advertising on small-Scale products. 
1.8 LIMITATION OF THE STUDY 
This study has been limited by a numbered factor which is as follows: 
Time: Time is hunting factor as the students are given limited period to complete and submit his project. 
Material: this research project material is being gathered within the G-PENNACLE, ILORIN Nigeria. 
Respondent: This an aspect of gathering data collection from the respondents. 
1.9	DEFINITION OF KEY TERMS 
Through, there are various concepts that are related to advertising, the following technical terms need explanation for proper understanding of the study.
TARGET: the audience or receiver to which the advertising message is directed. 
RATE: the amount charged to medial space for the time consumed. 
CLIENT: the advertiser who employ the agency. 
NEWS PRINTS: the quality of paper and other materials used for printing newspapers and magazines. 
THEM: the massage which the advertiser wishes to convey to the audience.
ADVERTISING: this is non- personal presentation and promotion of ideas, goods and services directed at a targeted audience through media by identified sponsor. 
FREQUENCY the average number of times than a average individual will be exposed to an advertisement in that specified period. 
ADVERTISING MEDIUM: the vehicle or channel through, which the message is transmitted to the receiver. 
MESSAGE words or signs that transmit meaning to the receiver. 
ADVERTISING SPIRAL: this refers to the advertising adages which a product or service can pass through from its starting level of the time it becomes well know among consumers. 
Part of large function. 



CHAPTER TWO
LITERATURE REVIEW
2.0	Introduction 
The ultimate goal of Business Organization industries is to increase their sales volume and maximum profit. In this vein, industries adopt promotional tools. To encourage sales for higher profit. The main concern of this chapter is to explore themes that related to the effectiveness of advertising on consumer product. 
2.1	Conceptual Review
Fundamentals of Advertising 
Advertising being a non-personal communication is directed to the masses and not a person .it also has pull effect on both potential and achieve buyers. Indeed, it is one of the major elements of marketing communication which tells us where what how when a particulars product or service is more so it play an important role in business decision by bringing information to both business owners and consumer. the public also benefits from advertising as it is educates them on the existence of a particulars product or service. 
Though, the primary and traditional objectives of advertising are to increase sales, it also has more specialized goals which include the following. 
A. Modifying behaviour in order to stimulate goods. 
B. Increasing acceptance of a product, service or an idea. 
C. Prompting action to buy a particular product service or an idea. 
D. Creating goodwill and understanding of a product and it benefits in the mind of potential consumers. 
E. As a promotional strategy a class of marketing mix, the 
characteristics of advertising are as follows: 
1. Public presentation 
2. Persuasiveness 
3. Amplified expressiveness 
4. Impersonality 
Public presentation: Advertising has a high public mode of communication, its public nature congers a standardized offering. Many people receive the message about a product or service; buyers know their motives for purchasing products will be publicly, understood. 
Persuasiveness: Advertising is a persuasive medium that permit the seller to repeat a message many time. It also allows the buyers to receive and compare the message of various competitors. Large scale advertising by a company that gives positive details about the company size, popularity and success.
Amplified expressiveness: Advertising product for dramatization of the company and its products through the artful use of print, color model and sound. 
Impersonality: Advertising cannot be as compelling as a company’s sales representatives the audience does not feel obliged non-concern 
Basic Rules For Effective Advertising 
· Advertising can only be effective when the following rules are employed and applied under normal condition.
· Advertising must attract attention by being new different unique or better produced.
· Advertising must be addressee do a clearing defined target audience particularly a targeted consumer .
· Advertising must provide the consumer a meaningful benefits, or the more competitive the benefit or the better. 
· Advertising must aim at selling one idea at a time fifteen seconds to one minute on radio or television commercial is not enough to sell many ideas .the more the idea ,the less the impact of your sales message. Therefore limit your ideas when placing adverts. 
· Advertising must be interesting in order to attract consumer ‘s attention and persuade them. 
· Advertising must be simple and easy to understand. It must be in a language that could be easily and clearly understood by consumers. 
· Advertising must, be credible and since, there should be no misleading statements, no lies and no exaggeration 
· Advertising must be morally, legally and culturally acceptable indeed, adverts must be decent and compatible with morals and culture. 
· Advertising must be consumer oriented, it should convey what the customer what to user and not what the manufactures wants to say. it must reflect consumer’s habit and attitude and make them important. 
· Advertising must give brand being advertised a personality or image which may be mescaline or feminine e.g. television adverts of always.
The Effects of Effectiveness Advertising 
Through, there are no quantitative scale to measure the effectiveness of advertising an appraised formula has began to emerge within the marketing profession for use by business owner to determine the effectiveness of adverting. 
In the words of’ Williams J Staton (1982) the effectiveness of advertising may be tested before the advertisement is presented to the public, while it is being presented or after completed its run” he went further that ‘sales results” tested attempt to measure the sales volume stumming directly from the advertisement or series of advertisement being tested. it is always difficult to establish coming was responsible for a determined account of sales. 
Hector Lago (1962) suggested the following in measuring the effectiveness of advertising. 
a) The organization should establish the specific purpose of the advertisement by starting precede what it propose to accomplish with the specific message. 
b) That organization should determine their audience, the type of buyer or perspective buyer influence the choice of medial there is no such things as mass appeal. Advertising must be a personal and must appeal to separate and specific audience. 
c) That the organization should also evaluate the media by determing the types of media choice that will reach their specific audience should they use weekend dailies to reach their customs/consumers. 
d) That to organization should evaluate the message by asking themselves whether the message is propose for the media selected, of it is , when send the message to the choice audience and it is convincing and believable. 
Advertising requires large sum of money that can be easily misused by companies that fail to take proper steps of defining the advertising objectives. Advertisers must be aware of public policy development so that the advertising message can be effectively used. Advertising is highly effective in breating awareness but personal selling is less effective in creating awareness but most effective in creating desire and action sales promotion as greater effect when pushing consumer over the threshold into exchange (action). It impact is greatly fact the point of exchange while publicity and public relation is effective in creating awareness but less in action. 
[bookmark: page11]Main Types of Advertising
We can select seven types of advertising:
1. Brand advertising – it is usually visual and textual advertising. Such advertising is intended primarily to achieve a higher level of consumer recognition of specific brands. (Sandage, 2001).
2. Commerce and retail advertising - advertising of this type focuses on the specific production organization or product sales: it can be a service company or a shop. The main task of the commerce and retail advertising is to encourage the inflow of potential buyers by informing them about the place and the main terms of the provision of certain goods or services. (Sandage, 2001).
3. Political advertising - one of the most prominent and the most influential types of advertising. A positive image of the politician is formed (Sandage, 2001).
4. Advertising with a feedback – this type involves an exchange of information with potential customers. Most common way is a direct mail to specific recipients that has the greatest interest for advertisers as a possible buyers (e.g. in the form of catalogs). (Sandage, 2001).
5. Corporate advertising - such advertising almost never contains advertising information (in the conventional sense of the word), and serves for the preparation of the public opinion (a certain segment of buyers) to support the point of view of the advertiser. (Sandage, 2001).
6. [bookmark: page12]Business advertising - professionally-oriented advertising, intended for distribution among groups formed by their belonging to a particular occupation. Such advertising is spreading mainly through specialized publications. (Sandage, 2001).
7. Public or social advertising - unlike business advertising, it is oriented to the audience, united mainly by people social status - for example, single mothers, childless couples, teenagers, etc. (Sandage, 2001).
Printed advertising
The main means of distribution of printed advertising are newspapers, magazines, catalogs and directories. Despite the fact that currently there are newer technologies used for advertising such as the Internet and television, however, the print media continue to hold the leading position in this field for the majority of goods and services. In return, customers get the most significant part of the advertising information through the press by means of newspaper.
а) Advertising in the newspapers
Newspapers represent a truly nationwide media. Why do people still prefer newspapers? I think they are more inclined to trust what they have read by themselves but not what they have heard from someone. Moreover, they are simply more convenient to study advertising information from the newspaper, or maybe just because of the fact that the newspaper is the most affordable means of information. At the same time, every newspaper has its own audience. Readership is the most important for the advertising development, because we are talking about people who read the newspaper information, including advertising. Employees of the advertising agencies must always know about the readers of publications in which they intend to post their advertising. (Kotler, 1990).
b) Advertising in magazines
[bookmark: page44]It is easy to distinguish magazines from newspapers by their form and content. These circumstances have affected the content and the appearance of magazine advertising. It is also affected by some other parameters of output data of magazines. The main parameters of the output data are periodicity, circulation, size and volume, the availability of appendices and additional issues. Most of magazines reflect the interests of a very narrow readership and do not have large circulation. On this basis it is necessary to consider the thematic focus of magazines. In a colorful variety of them the most clearly distinguished are social, political, consumer, business and professional journals. Political magazines nowadays are not popular. Therefore the circulation of such magazines decreases. However, there are more consumer magazines that tell about the advantages and disadvantages of surrounding us goods and services of a wide demand. There is a growing range of business magazines. There are magazines for certain professions - educators, doctors, designers, etc. Special magazines tell readers about new movies, life arrangements - the construction and repair of houses and apartments, furniture design, etc. This group also includes car magazines and magazines about animals. There is a type of magazine such as a catalog. The content of such magazines entirely consists of materials containing a large amount of hidden advertising. (Samarina, 1999).
Classified and display advertising in magazines. Display advertising increasingly dominates in magazines. Classified advertising has a least honorable place in magazines since it is primitively performed and can damage the face of the journal and scare a part of readers, while display advertising presents in magazines in different variations (on the cover page, inside the journal, in the form of appendix or insertion), hitting the reader's imagination by its level of performance. (Samarina, 1999).
c) Outdoor advertising
Posters on billboards of outdoor advertising are usually located along busy highways and in public places and remind consumers about companies or the products that they already know or inform potential buyers about the places where they can make their desired purchase or receive appropriate services.
An outdoor advertisement is usually brief and cannot fully inform about the company or product, so the acquaintance of potential consumers with new goods through this media is not efficient enough.
The main type of outdoor advertising is a large-sized poster. There are also electrified lighting panels. There are boards of different sizes and shapes, manufactured on special order.

Electronic advertising
Electronic advertising, in comparison with printed is very young. It has increasingly been used in the last 40-60 years. Electronic advertising today has almost no spatial or temporal constraints.
[bookmark: page45]a. Advertising on radio
Radio still remains the most appropriate means of information for population. First of all it is free. Secondly, radio is more accessible for listeners, in the sense that one can listen to it at home, at work, in public transport, in the car, in the forest and in the countryside. This fact definitely attracts advertisers.
Originally the advertiser defines the nature of information advertising policy, which he intends to sell through a radio station. In turn, information and advertising policy on the radio is implemented in accordance with one of two basic strategies of advertising distribution - network or spot advertising.
[bookmark: page16][bookmark: page24]Curve of Product Life Cycle
Product life cycle and its stages can be represented graphically.
The X-axis represents the time and the Y - axis represents the sales volume of goods at a given time.
GRAPH 2. Product life cycle curve ( adapted from Stark, 2011)
This figure shows the traditional curve of the product life cycle. It describes the distinct periods of introduction, growth, maturity, saturation and decline. 
The Effect of Advertising on the Product Life Cycle
[bookmark: page31]Since advertising increases sales, it affects the life cycle of the product and its curve. Using advertising and other means to promotion the producers not only increase sales, but also prolong the life cycle of the goods. The impact of advertising on the product life cycle can be described graphically by drawing the life cycle curve of a product without advertising support, and a product that is widely advertised
Application of Advertising Types at Various Stages of Product Life Cycle
Each stage of the product life cycle requires a special approach to advertising. It is needed because the economic and competitive environment varies in each phase of the life cycle, and the manufacturer's cost structure changes from phase to phase. Therefore, when planning an advertising campaign it is necessary to define the objectives, methods and types of advertising exposure. (Carter, 1986)
Let us consider the stages of the product life cycle and define the goals and methods of advertising in each of them:
Introduction. At this stage it is necessary to consider the complete ignorance of consumers about a new product, so the main objectives of advertising are:
· [bookmark: page33]Make people aware of the new product and brand
· Inform the market about the benefits of the new product
· Encourage customers to try the new product
· Encourage distributors (wholesalers and retailers) to take the goods for sale.
Thus, the main purpose of the advertising focuses on informing buyers and distributors about the functions, scope, basic characteristics, and the name of a new product. Adverting at this point requires a significant investment that exceeds the profits. Manufacturers often resort to giving away free samples of the new product. (Romat, 1991).
Growth. At this stage, the level of sales is growing rapidly. Many customers begin to make repeat purchases. Most buyers know about the product and brand (often from advertising on the first stage of the life cycle). Since competitors start to appear on the market, the main purpose of advertising is not just informing about the product, but the formation of brand preferences. All advertising objectives can be formulated:
· Create a strong, sustainable brand image
· Create and maintain brand adherence
· Promote the acquisition of goods
· Further enhance of buyers awareness.
The main emphasis in advertising is made on quality of the product, its prestige and additional services provided by firm. Advertising costs in general remain constant, but as there are more goods sold, costs are constantly decreasing per unit. Profit appears and grows because all promotion expenses drop to normal levels. At this stage, the main type of advertising is campaigning (persuasive) advertising and informational elements. (Romat, 1991).
[bookmark: page34]Maturity. There are few new buyers at this level and the sales mainly consist of repeat purchases. The stage of maturity is the peak of the advertising campaign. Positions of the main competitors and their brands are well known. The market is not expanding, so the main purpose of advertising is to prevent the reduction of the sales of the product.
The main emphasis in advertising is placed on a variety of discounts when buying goods, sales at discount prices, additional services and further quality improvement. The main type of advertising is campaigning advertising. (Romat, 1991).
Saturation. This phase is not much different from the previous one, so the main objectives and types of advertising are the same. However, at this stage the main focus of advertising is on the improvement of the company image (PR or prestigious advertising) and large price decline (at this stage the technology is fully developed, the initial costs for development and removing are paid off). Competition is mainly about the price. At this stage, the company creates a product modification (the probability of which is very high) and advertises it or gradually prepares to leave the market and starts to reduce advertising. Moreover, the firm begins to use this kind of advertising as a reminding advertising. Sometimes the company makes a new advertising campaign for sale of the remaining products in stock before removing the goods from the production. (Romat, 1991).
Decline. At this stage, there is a sharp decline in sales and advertising is inexpedient. Product is removing from the market. However, if there still is a large amount of goods in stock, the company still advertises the goods until full sales (sometimes with a very big discount). (Romat, 1991).
2.2 	THEORETICAL REVIEW
	Advertising is described as any paid form of non personal presentation and promotion of idea by an identifies sponsor. Irrespective of type, advertising is expected to fulfill the basic objectives in terms of creating awareness, generating sales and building positive image. Consumer behavior is concerned with all aspect of purchasing behavior from pro-purchase activities through to post – purchase consumption and evaluation activities. Various authors identified significant number of theories that could explain advertising and consumer behavior phenomena.
2.3.1	    AIDA Model
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Source: Adapted from Schramm, Willbur (1974)
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	Even though the world of advertising has become more and more competitive, the principle behind the ad copy remains the same. The four steps that the copywriters use in their ad to persuade the consumers to buy the products are attention factor, interest element, desire element and action element which is called as AIDA. Advertising and marketing objectives are met by the effective use of this model.
	The phrase AIDA, in marketing communication was coined by American advertising and sales pioneer Elias. St. Elmo Lewis in the late 1800s. The model talks about the different phases through which a consumer goes before going to buy a product or service. According to him, most of the marketers follow this model to fetch more consumers for their product. Marketers use this model to attract customers to purchase a product. This model can be seen widely used in today’s advertisements.
Theory
	The acronym AIDA stands for Attention, Interest, Desire and Action. These are the four stages that a consumer goes through when watching or viewing an advertisement.  According to Lewis, first and foremost, the role of an advertisement is to attract the customers. Once an ad grabs attention, it has to invoke interest towards the product in the minds of the consumers. After creating an interest, the ad has to bring desire in consumers mind to use the product and finally the consumer has to take a favorable action towards the product by ultimately purchasing the product.
The process of AIDA
· Attention: Attention is usually grabbed by the use of image, color, layout, typography, size, celebrity, model e.t.c
· Interest: Once attention is grabbed, it’s necessary to create interest in the viewers mind so that they will read more about the brand being advertised. By the use of an attractive sub head, interest can be invoked
· Desire: The element of desire is usually created by the use of body copy where you write in detail about the necessity of buying the brand, thereby explaining the features of the brand, facts and figures
· Action: Towards the end, the contact information of the brand will be given where they expects the viewers to take action immediately. It can be in the form of shop address, toll free numbers or website address
	An advertisements success depends up on the viewer’s ability to notice and understand its message. The AIDA model helps the copy writer to present the elements of a print ad, Headline, Subhead, Body copy, slogan and contact information in a format that makes the viewers read in a flow and understand about the product easily.
2.2.2 	Social Marketing Theory
	Social marketing theory is a collection of theories that focus on how socially valuable information can be promoted. This theory has been used by social and welfare organizations to help promote or discourage various behaviors. The theory is administrative in nature in such that it seeks to outline a framework that can be used to design, implement and evaluate information campaigns. The target audience is identified based on their information need. Once this is done information is packaged and distributed in a manner that will be easily accessible to the intended audience.
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Source: Adapted from Schramm, Wilbur (1974)
)

	The theory is an attempt to clearly understand how societal and psychological factors work to successfully manipulate them in order to increase how effective mass media information campaigns are. The theory focuses on helping identify the various social and psychological barriers that hinder the flow of information through the mass media and offers ideas and ways to overcome these barriers. These strategies range from being indigenous to the use of saturation advertising.
Features of Social Marketing Theory
1. 	Creating Audience Awareness
	When there is a need to promote any new idea, person or behavior, the first step is to create awareness that such a new concept or individual exists. Awareness is created by using all available channels at one’s disposal like news media and even new media like the internet. One of the easiest ways to create awareness is having a saturation television campaign. But the drawback  is that’s a costly affair. The benefit of using newer media on the other hand is that a wider range of audience can be reached out to. The use of internet helps reach  younger audience  who may not read newspapers or depend on television for information.
2. 	Targeting the Right Audience
	When disseminating messages, it is important to first identify the audience that requires the message and then finding the most efficient means of reaching them with the message. This helps cut costs and ensures higher levels of audience penetration.  For example, if the message is intended for old people, using the internet to spread information would be a waste of time as most elderly people do not use computers. A more effective way would be to use radio and television to get the message across.
3. 	Reinforce the Message
	When people receive a new message once, they tend to forget it easily. It’s therefore necessary to reinforce the message by repeatedly ensuring that individuals are exposed to the message from different channels. Promoting the media in various mass media, going door to door, holding group discussions, having debates on television are ways in which messages can be reinforced. People can eventually  change themselves as agents when they start spreading the message that they have received from others.
4. 	Cultivate Images or Impressions
	When the audience is not interested in the person, product or service being promoted, they will not seek out any information about them. In such a scenario, image advertising is used. Here recognizable and easily understandable images are shown and the new product or service is shown in relation to that image. This helps create a favorable setting for promoting the new product. For example, watching an old couple reminisce about their college days and romance while sipping a hot cup of coffee is a tactic where a familiar event is used to attach happy emotions to a new coffee product, thus developing its image.


5. 	Stimulate Interest
	To make audience seek information, it is necessary to grab their attention and stimulate interest. Once this is done, information should be made easily accessible to the general public. Dramatic events or unexpected actions help capture the interest of the audience. A politician photographed cleaning a beach helps drive home the point that he cares for the environment. A dish washing product that claims one bottle will clean a thousand plates could organize an event where a thousand or more plates are washed in real using a single bottle. This event could be promoted as breaking the Guinness Book of World Record and immediately causes people to become interested in the product. Similar ideas could be used to further social welfare schemes and products.
6. 	Induce Desired Result
	Once information has reached the intended audience, efforts should be taken to ensure that the desired decision is arrived at. A campaign against smoking needs to ensure that people stop smoking. A new product being introduced should result in actual sales or usage.
2.2.3 Theory of Reasoned Action (Fishbein, 1967)
	The Theory of Reasoned Action (TRA) is a model that finds its origins in the field of social psychology. This model developed by Fishbein and Ajzen (1975) defines the links between beliefs, attitudes, norms, `intentions, and behaviors of individuals. According to this model, a person’s behavior is determined by its behavioral intention to perform it. This intention is itself determined by the person’s attitudes and his subjective norms towards the behavior. Fishbein and Ajzen (1975) define the subjective norms as “the person’s perception that most people who are important to him think he should or should not perform the behavior in question” (Fishbein and Ajzen 1975) 

This theory can be summarized by the following equation: 
Behavioral Intention = Attitude + Subjective norms 
	According to TRA, the attitude of a person towards a behavior is determined by his beliefs on the consequences of this behavior, multiplied by his evaluation of these consequences. Beliefs are defined by the person’s subjective probability that performing a particular behavior will produce specific results. This model therefore suggests that external stimuli influence attitudes by modifying the structure of the person’s beliefs. Moreover, behavioral intention is also determined by the subjective norms that are themselves determined by the normative beliefs of an individual and by his motivation to comply to the norms. 
	TRA also claims that all other factors which influence the behavior only do so in an indirect way by influencing the attitude or subjective norms. Fishbein and Ajzen ( 1975 ) refer to these factors as being external variables. These variables can be for example, the characteristics of the tasks, of the interface or of the user, the type of development implementation, the political influences, the organizational structure, etc. (Davis, Bagozzi and Warshaw,  1989). A meta-analysis on the application of the theory of reasoned action showed that the model can produce good predictions of choices made by an individual when facing several alternatives (Sheppard, Hartwick, and Warshaw,  1988). 
	The theory of reasoned action (TRA) is one of the three classic models of persuasion, and is also used in communication discourse as a theory of understanding. The theory of reasoned action was developed by Martin Fishbein and Icek Ajzen in 1967 and was derived from previous research that began as the theory of attitude. The theory aims to explain the relationship between attitudes and behaviors within human action. TRA is used to predict how individuals will behave based on their pre-existing attitudes and behavioral intentions. An individual's decision to engage in a particular behavior is based on the outcomes the individual expects will come as a result of performing the behavior.
2.2.4		Theory of Planned Behavior (Ajzen 1985)
[image: File:Theory of planned behavior.png]
	Source: Adapted from Davis et al,.(1989) 
	In 1985, Ajzen extended TRA to what he refers as the theory of planned behavior (TPB). This involves the addition of one major predictor—perceived behavioral control. This addition was introduced to account for times when people have the intention to conduct the behavior, but the actual behavior is thwarted because of subjective and objective reasons. In the theory of planned behavior, the attitude, subjective norms, and behavioral control have "important although differently weighted effects on a person's intention to behave".
	In spite of the improvement, it is suggested that TRA and TPB only provides an account of the determinants of behavior when both motivation and opportunity to process information are high. Further research demonstrating the casual relationships among the variables in TPB and any expansions of it is clearly necessary.[9] The model also mentions little about the memory process.
Concepts of key variables
Normative beliefs and subjective norms
· Normative belief: an individual's perception of social normative pressures, or relevant others' beliefs that he or she should or should not perform such behavior.
· Subjective norm: an individual's perception about the particular behavior, which is influenced by the judgment of significant others (e.g., parents, spouse, friends, teachers).
Control beliefs and perceived behavioral control
· Control beliefs: an individual's beliefs about the presence of factors that may facilitate or hinder performance of the behavior. The concept of perceived behavioral control is conceptually related to self-efficacy.
· Perceived behavioral control: an individual's perceived ease or difficulty of performing the particular behavior. It is assumed that perceived behavioral control is determined by the total set of accessible control beliefs.
Behavioral intention and behavior
· Behavioral intention: an indication of an individual's readiness to perform a given behavior. It is assumed to be an immediate antecedent of behavior. It is based on attitude toward the behavior, subjective norm, and perceived behavioral control, with each predictor weighted for its importance in relation to the behavior and population of interest.
· Behavior: an individual's observable response in a given situation with respect to a given target. Ajzen said a behavior is a function of compatible intentions and perceptions of behavioral control in that perceived behavioral control is expected to moderate the effect of intention on behavior, such that a favorable intention produces the behavior only when perceived behavioral control is strong.
2.3	EMPIRICAL REVIEW
The need to use the product life cycle theory in planning an advertising campaign is caused by the fact that to improve the effectiveness of advertising campaigns advertising should not be the same at all stages of the life cycle. It can be described by easy example:
When a new product enters the market, for example, copy machines, it is unwise to advertise them with the slogan "Buy Xerox." The buyer does not know what it is and if he needs it. Such advertising will not be accepted by the buyer, he is not ready for it. Firstly, advertising must tell (sometimes in details) about a new product, its manufacturer, and the advantages comparing with previous models.
[bookmark: page35]Once all potential buyers know about the new product (or new properties of the old product) and many of its characteristics, to continue focusing advertising on its new consumer properties is pointless. Since the buyer already has information that was provided in advertising and such announcement will not be as effective as advertising, which will describe some new aspects of the product or which is designed mainly to remember the product and the manufacturer's name. The main emphasis in advertising changes from informing about the properties of goods to the formation of brand preferences in the buyers’ minds, creating a sustainable image of goods and firm. Further advertising assumes that the consumer is not only aware of the product characteristics, but he also has an image of this product and the company. The purpose of this advertising is to make buyers not to forget what they already know about the product and the company. Advertising must constantly remind the customer of the existence of the product.
Advertising, built on this principle will be more effective than the monotonous message to the buyer about the product and its properties. Constant repetition after a certain time will be skipped by the buyer. (Carter, 1986)
As a real life example I will consider the case of “Apple”, an American corporation, a manufacturer of personal and tablet computers, music players, phones, new software. Due to innovative technology and aesthetic design, Apple Inc. has established a unique reputation comparable with the cult, in the consumer electronics industry.
The first advertising campaign for the original phone was launched in 2007 by TBWA/Media Arts Lab, the same group that was responsible for “Get a Mac” advertising. 



















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, 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 G-Pennacle Hotel, Ilorinthat comprises of 200 customer and the work is from Jan – July 2025
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
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 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 INSTRUMENT
	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 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.


CHAPTER FOUR 
4.0	PREAMBLE
This chapter will deal with analysis of data back from respondent. The researcher will tabulate the view of the management and customers’ respectively which were expressed in the questionnaire given to them.
4.1 DATA PRESENTATION AND ANALYSIS 
This chapter focuses on data presentation and analysis on the effectiveness of advertising on consumer product in G-Pennacle Hotel, Ilorin. The data gathered from responses to the questionnaires administered are presented in a tabular form with interpretation. Out of sixty questionnaires distributed to various respondents, only fifty were returned to the researcher. 
DATA ANALYSIS ON THE EFFECTIVENESS ADVERTISING CONSUMER PRODUCT 
1. DOES YOUR COMPANY ADVERTISE AT ALL? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Yes 
	50
	100%

	B
	No 
	-
	-

	TOTAL
	
	50
	100%


Source: field work 2025
The above analysis confirms that the company advertises its products.







2. WHICH MEDIA DOES ADVERT? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Electronic
	30
	60%

	B
	Print media
	20
	40%

	TOTAL
	-
	50
	100%


Source: field work 2A023
The above table affirms that electronic media is the major medium of advertiserne4it by the company. 
3. HOW OFTEN DO YOU ADVERTISE? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Throughout the year
	50
	100%

	B
	Seasonal 
	-
	-

	TOTAL 
	
	50
	100%


Source: field work 2025
From the above table, all respondents agree that the company advertises through out the year since the company products are produced and demanded all years round. 
4. ARE THERE PRE-SPECIFIED STANDARDS FOR  ADVERTISEMENT IN YOUR COMPANY?
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Yes 
	35
	70%

	B
	No 
	15
	30%

	TOTAL
	
	50
	100%


Source: field work 2025
The above table shows that the company has pre-set standards for it advertisement programme which it strives to meet 
5. DOES ADVERTISING HAVE ANY EFFECT ON YOUR SALES VOLUME? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Yes 
	50
	100%

	B
	No
	-
	-

	TOTAL 
	
	50
	100%


Source: field work 2025
The above response continue that advertisement has effect on the sale volume of the company because it create awareness, which further motivates consumers to buy more. 
6. DOES YOUR COMPANY PLAN TO INCREASE ADVERTISEMENT BUDGET FOR REASONS OTPER THAN INCREASING SALES VOLUME?
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Yes 
	45
	90%

	B
	No 
	5
	10%

	TOTAL
	
	50
	100%


Source: field work 2025
The above table confirms that the company planned to increased advertisement budget for reasons other than increasing sales volume. 90% of the respondents agreed to this assertion while 10% did not agree. 





7. DOES THE SALES FIGURE OF YOUR COMPANY CONSUMER PRODUCT IN LAST FOUR YEARS FAVOR ABLE IN TERM OF ADVERTISEMENT BUDGET FOR THE SALE PERIOD? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Yes 
	40
	80%

	B
	No 
	10
	20%

	
	
	50
	100%


Source: field work 2025
The above data shows that the company recorded a favourable sales figure in terms of the amount expended on advertisement in the last four years 80% of the respondents attested to this while 20% said no. 
8. DOES YOUR ADVERTISEMENT PROGRAMME COVER ALL PARTS OF THE COUNTRY? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Yes 
	50
	80%

	B
	No 
	-
	20%

	
	
	50
	100%


Source: field work 2025
The advertisement programme covers all parts of the country since the company has regional offices in all geographical zones of Nigeria. 100% of the respondent confirmed this. 
9. IN YOUR OPINION, 110W WOULD YOU REGARD ADVERTISEMENT? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Effective  
	50
	100%

	B
	Not effective 
	-
	-

	
	
	50
	100%


Source: field work 2025
100% of the respondents responded favorably. This shoes that advertisements is an effective tool for increasing the sales of consumer product.
10. DOES ADVERFISEMENT CONVINCE OR MISTED CONSUMERS? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Yes-convince
	50
	100%

	B
	No –mislead 
	-
	-

	
	
	50
	100%


Source: field work 2025
The above table shows that the company advertisement does not mislead consumers but rather convince them to buy the company consumer products. This is confirmed by 100% of the respondents. 
11. DOES ADVERTISEMENT MAKE PEOPLE BUY WHAT THEY DON’T WANT? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Yes 
	10
	20%

	B
	No 
	40
	80%

	
	
	50
	100%


Source: field work 2025
This shows that advertisement does make people buy they don’t want buy it influence the choice of brand. 80% of the respondents said no, while 205 affirmed that advertisement makes people to buy what they don’t want. Therefore, advertising could be said to be influence the choice of brand among various alternatives. 

PART II OF THE QUESTIONNAIRE 
The following data and analysis is based on the responses of both consumers and distributors of G-PENNACLE, ILORIN Nigeria.
12. DO YOU BUY G-PENNACLE HOTEL, ILORIN? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Yes 
	50
	100%

	B
	No 
	-
	-

	
	
	50
	100%


Source: field work 2025
This shows that all the customers and distributors buy the company products. 
13. DOES ADVERTISEMENT MESSAGE INFLUENCE YOUR CHOICE OF BRANDS? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Yes 
	40
	80%

	B
	No 
	10
	20%

	
	
	50
	100%


Source: field work 2025
The above tale shows that advertisement actually influences consumers and distributors choice of brands 80% of the respondents responded positively while 20% responded negatively. This means advertisement is effective. 





14. SHOULD MANUFACTURERS OF CONSUMER PRODUCTS STOP ADVERTISING THEIR PRODUTS? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Yes 
	-
	-

	B
	No 
	50
	100%

	
	
	50
	100%


Source: field work 2025
All the respondents agreed that manufacturers of consumer product should advertise their products in order to create awareness and motivate consumers to buy them. 
15. WHO DO YOU THINK BEARS THE COST OF ADVERTISEMENT? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Producer 
	5
	10%

	B
	Consumer 
	30
	60%

	
	Both of them 
	15
	30%

	TOTAL 
	
	50
	100%


Source: field work 2025
The staff of the Company was of the opinion that the producer bears the cost of advertisement, some of the consumers responded that they bear the cost and other said both producer and the consumer bears the coast on the whole 0% were of the opinion that the producer bears the cost, 60% agreed that consumers 
hear the cost while 30% asserted that both producer and consumer bear the cost of advertising their company products. 


16. DO YOU THINK THAT YOU PAY MORE FOR ADVERTISED PRODUCTS? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Yes 
	10
	20%

	B
	No 
	40
	80%

	
	
	50
	100%


Source: field work 2025
From the above table, 10 respondents representing 20% were of the opinion that, they pay more for advertised product while 40 i.e. 805 of the respondents indicated that they don’t pay more for advertised products because that cost has been included in the production cost. 
17.  WHAT INFLUENCE DOES ADVERTISEMENT HAVE ON YOUR BRAND CHOICE AT THE POINT OF PURCHASE? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Highly motivating effect
	40
	80%

	B
	No 
	10
	20%

	
	
	50
	100%


Source: field work 2025
The above table shows that 90% of the respondents support that advertisement of consumer product has highly motivating effect on their choice of brand while 10% disagreed this indicate that advertisement offered by manufacturers motivate consumers to buy their product.




HOW WOULD YOU RATE THE ACCURACY OF ADVERTISEMENT CARRIED OUT BY MANUFACTURERS OF CONSUMER PRODUCT? 
	
	Suggest Answer
	No of Respondent
	Percentage 

	A
	Accurate 
	32
	80%

	B
	No sure
	18
	20%

	
	
	50
	100%


Source: field work 2025
The above table indicates that advertisement and the media by which manufacturers of consumer products advertise their products are accurate but need adjustment because 36% of the respondent said they are not sure of the accuracy.
4.3	DISCUSSION OF FINDINGS 
Advertisement programme has been an effective tool in achieving the company set goals and objectives since its inception. Apart from creating the much needed awareness among consumers, it has also increased it sales volume with consequent regard as a fit among competitor.
 Today, G-Pennacle Hotel, Ilorin has recorded in recent times. the company was able win more customers thus increasing it market share through advertising while the terming customers were able to identify its products through product demonstration and display on television, bill board newspapers and magazines, the media of advertisement also contribute to the effectiveness of advertising the company operation. 






CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION 
5.1	SUMMARY OF FINDINGS 
Various publications and authors in the field of marketing and management generally agree that advertisement is a viable and effective tools which manufacturing industry use in the process creating market for their products to achieve set goals. Hence this research collected relevant and information on the advertising programme and strategy of G-Pennacle, Ilorin. The data collected in the course of this research were questionnaire administrate red personal observation coupled with interview of some members of staff of the company. Have in analyzed the data, the findings were made as follows. 
G-Pennacle, Ilorin is a multinational company which produces variety of products. The company has a pre-set standard, of advertisement and advertises its products throughout the fear, which has yielded increase in sales volume of the company. 
The company advertisement programme is accurate with highly motivating effects on consumers choice and also services as an effective tool in awareness creation. 
There is also Correlation between the volume of advertising and corresponding sales volume of consumer products. Through, it is not 100 percent as increase in sales I is not exactly proportional to the increase in advertisement expenses.
5.2	CONCLUSION 
Based on the data collected in the course of the research practically the result. The result of the questionnaires and personal observation in consonance with the extent literature on advertising, it is concluded that companies and indeed manufacturers do advertise for reasons other than to increase their sales volume. As such they embark substantial amount for advertisement in their annual budget for the realization of the following, to create awareness improve the image of the company and its products increase market share and remain in the market, boost the morale of dealers and sales persons influence the choice of consumers and finally to inform and educate consumes on the use and benefits of consumer products. 
5.3	RECOMMENDATIONS 
There is no gain saying the advertisement is an important tool in the operation and survival of manifesting industries, as such the management should give effective advertisement promptly in the scheme of extents by employing professionals as marketing manager and sales representatives for the realization of their desired goals. other recommendations are allocation of adequate fund to advertisement adequate planning and pre-set standard of advert must always be considered, selecting ideals and appropriate media of advertising, making use of other promotional tools such as demonstration, exhibition and trade fair, incorporation of different advertisement strategies in the pre-set standard giving advertisement national outlook by making use of local languages and the us of sales in area that could not be reached by adverts could do this. 
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