EFFECT OF MARKETING COMMUNICATION ON ORGANIZATION GROWTH AND DEVELOPMENT

CASE STUDY OF FEMTECH IT ILORIN


BY

OLUWANISOLA OLUWAFERAMI PROMISE
HND/23/MKT/FT/0371

	
BEING A PROJECT WORK SUBMITTED TO THE 
DEPARTMENT OF MARKETING, INSTITUTE OF FINANCE AND MANAGEMENT STUDIES, KWARA STATE POLYTECHNIC, ILORIN



IN PARTIAL FULFILMENT OF THE REQUIREMENTS FOR THE AWARD OF HIGHER NATIONAL DIPLOMA IN MARKETING



JUNE, 2025

CERTIFICATION
This is to certify that this project has been read and approved as meeting the requirement for the award of Higher National Diploma (HND) in Marketing, Institute of Finance and Management Studies, Kwara State Polytechnic, Ilorin.


______________________				________________	
MR. ANDREW R.						DATE
PROJECT SUPERVISOR					

 
______________________				________________	
MR. ADEBAYO SHOLA K.					DATE
PROJECT COORDINATOR



__________________________			________________	
MR. DARE I.							DATE
HEAD OF DEPARTMENT


_____________________________			_________________
EXTERNAL EXAMINER 					DATE




DEDICATION

This project is dedicated to Almighty God who guided and protected me throughout my programme.




















ACKNOWLEDGEMENT
	I give thanks to Almighty God the Omnipotent, Omniscience, Omnipresence who has allowed me to witness the end of my course which reach the highest print in the writing of this project, may his name be praised forever.
	My thanks goes to my able Supervisor Mr Andrew R. for his much needed attention and contribution to the conclusion of this project I say a big thanks to her, may God  shower his blessing on him (Amen). 
Also I will like to  appreciate the effort and total support of my caring parent Mr & Mrs Oluwanisola for their, Morally, financially and spiritually support towards the success of my course, may Almighty God  spare the life to eat the fruit of their labor 
	A lot of thanks to my loved one’s who have contributed a lot to the achievement of my dreams may Almighty God continue to bless and grant you success in all your life endeavour (Amen).   








TABLE OF CONTENTS
Title page									i
Certification 									ii
Dedication									iii
Acknowledgement								iv
Table of contents								v
Abstract 										vii
CHAPTER ONE
1.0 INTRODUCTION							1
1.1 Background of the Study						1
1.2 Statement of the problems						3
1.3 Research	objectives							3
1.4 Research	questions							3
1.5 Research Hypothesis 							4
1.6 Scope of the study							5
1.7 Significance of the study						5
1.8 Limitation and Constraints to the study				6
1.9 Definition of Terms 							6
					CHAPTER TWO
LITERATURE REVIEW 						
2.1	 INTRODUCTION							8
2.2 Conceptual Review		 					8
2.3 Theoretical Review							19
2.4 Empirical Review 								22

CHAPTER THREE
RESEARCH METHODOLOGY
3.1 Introduction								26
3.2 Research design								26
3.3 Population of the study							26
3.4 Sample Techniques							27	
3.5 Sample Size Determination 						27
3.6 Method of data Collection						28
3.7 Method of data Presentation and Analysis				28
					CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 Introduction 								29		4.2 Data Presentation				 				29
4.3 Discussion of Findings							32
					CHAPTER FIVE 
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 Summary of Findings							36
5.2 Conclusions								37
5.3 Recommendations 							38
References	 								41





ABSTRACT
The research work is designed on Effect of Marketing Communication to Organizational Development. Case study of Femtech I.T. Marketing Communication is the means of having a perfect means of consumer goods’ ideas to the consumers that helps in sales and growth for the company. The objective of the study is to examine the theoretical meaning of Product promotion. The research methodology /data analysis used under the study based on the data gathered from both primary and secondary sources. The primary sources include personal interview and the uses of questionnaire while the secondary sources are from news paper, magazine, and Annual Reports. The researcher after attempts to accept or reject the hypothesis on the basis of statistical information about the population obtained from a probability sample, and analyze the effect of any advance postulation on the services being rendered by Ilorin market and make predictions based on the result of the test .
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CHAPTER ONE
1.0	INTRODUCTION
0. BACKGROUND OF THE STUDY
It is the art and science of communicating information that enables a company to market its products or services better (refresharticle.com). Marketing communications is a complex study in the marketing world today.
Marketing communication is useful in an evolved market. As the marketplace becomes more evolving, marketing communication becomes more complex. Technology has to be introduced and innovation from time to time to get the target market to understand the products and services of the company. 
The need for an organization to properly coordinate its marketing communications strategies in order to deliver a clear, consistent, credible and competitive message about itself and its product has become a challenge today for every result oriented firm. Effective marketing communications should therefore be an integral part of every efficient and result driven organization. How innovative and creative marketing communications practitioners are inappropriately combining, coordinating and efficiently using marketing communication tools will have great impact on their companies’ products/services and by extension, on such products’ market share. This again could pose serious challenge to competing companies across markets in the country
Marketing communications has moved towards being measurable. By being measurable, tractable and result oriented and it is proving to become an invaluable tool for the modern day marketers. And it is difficult to imagine how future generations of marketing communications professionals could ever hope to function without it.
Developing a good product is not the ultimate in today’s modern marketing, pricing it attractively and making it accessible to target customers is not also very important. Need to put it succinctly that communicating with the products feature with the customers is the most important and most valuable. Every company is inevitably cast into the role of communicator and promoter.
To communicate effectively, companies have to develop effective advertisement, sales promotion, design sales incentive programmes and public relation in order to develop the corporate image. The question now is how companies go about this. 
Marketing Communication can now be seen as very strategic aspect of the marketing process and as such the need to determine how it can be effective in the achievement of the organization’s corporate goal.
The communication process is sender-encoding-transmission device-decoding-receiver, which is part of any advertising or marketing program. Encoding the message is the second step in communication process, which takes a creative idea and transforms it into attention-getting advertisements designed for various media (television, radio, magazines, and others). Messages travel to audiences through various transmission devices. The third stage of the marketing communication process occurs when a channel or medium delivers the message. Decoding occurs when the message reaches one or more of the receiver's senses. Consumers both hear and see television ads. Others consumers handle (touch) and read (see) a coupon offer. One obstacle that prevents marketing messages from being efficient and effective is called barrier. Barrier is anything that distorts or disrupts a message. It can occur at any stage in the communication process. The most common form of noise affecting marketing communication is clutter.( Clow, Kenneth E & Donald Baack.2007)
1.2	STATEMENT OF THE PROBLEM
Marketing Communication includes everything that helps in delivering value to a customer. Companies must ensure that the right communication mode relevant to different target markets are employed appropriately.
Important part of the Marketing communication’s planning processing is competitive analysis. What are customer’s preferences?  How do messages be developed and how would they be communicated and what are the right messages relevant to each market or target customers? What is the delivery mode? Which media should be targeted?
The research work will be able to answer the aforementioned questions and how marketing communication can help an organization achieve its stated objective.
[bookmark: _Toc231367782]1.3	RESEARCH QUESTION
1. How can Marketing Communication help to grow and develop the organization’s potentials? 
2. Should marketing communication mix be integrated?
3. What actions are necessary to get the support of management to imbibe the concept of marketing communication holistically?
4.  Is there a link between the quality of products and marketing communication? 


1.4 OBJECTIVES OF THE STUDY
Marketing Communication is central to the existence of an organization. All the efforts of the organization in producing a product or service will go into futility if the organization does not employ the right communication means of driving the product to the consumer.
Where broken, a disconnect will exist that will not be in the best advantage to the firm. As such this proposal intends to achieve the following objectives: 
1. To Identifying the various elements of marketing communication.
2. To Identify the challenges that are faced presently in communicating in the market.
3. To Proffer needed solutions and make proper recommendation.
4. To Explore all means of communication to getting target market.
5. To examine the level of marketing communication  awareness and incorporates it into companies. 
1.5	RESEARCH HYPOTHESIS
Researchers weighing up alternative hypotheses may take the following into consideration (Schick Theodore; Vaughn, Lewis (2002): 
Ho (Null Hypothesis): Marketing communication does not affect product awareness 
H1 (Alternative Hypothesis): Marketing communication affects product awareness 
Ho (Null Hypothesis): Marketing communication does not motivate consumers to patronize a product 
H1 (Alternative Hypothesis): Marketing communication motivates consumers to patronize a product 
Ho (Null Hypothesis): Marketing communication does not affect a customer‟s preference of a product 
H1 (Alternative Hypothesis): Marketing communication affects a customer‟s preference for a product
[bookmark: _Toc231367798]1.6	SCOPE OF THE STUDY
Conceptual Scope: The conceptual scope of the study were the factors that do influences buying decision, level of income, factor between quality and branding.
Industrial Scope: Industrial scope of the study is using marketing Communication to achieve organization objectives.
Geographical Scope: Geographical Scope of the study is Nigeria. Our samples were drawn from Nigeria.
Time Scope: time scope was limited to five years back i.e. 2020-2025. Any information before and beyond this period is not relevant to this study with the exception of information from text books, magazine, journal and past projects.
1.7	SIGNIFICANCE OF THE STUDY
	The success of this work provides a significant contribution to knowledge and also useful to both individual and organization. The following are some of the significance of this study:
Discipline: The study will review the work of previous researchers relating to factors that marketing Communication to achieve organization objectives. And it will improve the marketing skills on customer management and rationale for decision making in the in a competitive market. 
Case Study: Organizations will be exposed to how externalities can be inform of a positive or negative impact on consumer products by employing various marketing means like advertising, promotional and personal selling.
Organization/Industry: This work will reveal the reason why organizations should examine externalities that affect Airtel Mobile phone. It will expose the rationale behind the study of the various variables that influence the market decision of consumers in a competitive market.
Researcher: The study will serve as a reference to future researchers on similar research topic that integrate on marketing Communication to achieve organization objectives.
1.8	LIMITATIONS OF THE STUDY
For reasons of limitation of time and resources, this study will not be able to include the following relevant areas: 
· A sampling of all the consumers of Airtel Mobile phone services throughout Nigeria 
· Establishing the success or failure of particular marketing communication programmes executed by Airtel Mobile phone. 
· Establishing a proportional relationship on the degree of communication needed to achieve a certain degree of marketing effectiveness. 
1.9		OPERATIONAL DEFINITION OF TERMS
The following terms are defined for the purpose of this research
· AIDA – A sequential model showing the steps that marketing communications should lead potential buyers through. Get Attention; hold Interest; arouse Desire; and then obtain Action: (AIDA model) Farese, Kimbrell and Woloszyk, (2003).
· Below the line: Non-Commission – paying promotion typically all forms except Advertising. Examples of below the line messages include sales promotion materials, TShirts, biro, cups, etc. Belch and Belch, (2000).
· Competitive advertising: Highlights and illustrates the uses, features and benefits that the advertised brand has and its rival do not.
· Copywriter: One who writes the words for promotional materials e.g. Adverts.
· Customer’s Orientation: The whole organization is focused on the satisfaction of its customers needs.
· Dagmar; An acronym that represents “defining Advertising goals for measured advertising results;” Gould, (2000) a hierarchy of effects models describing the stages individuals go through when making a purchase or consumption, decision.
· Advertising Agency: This can be defined as a firm or a company that is staffed with people who are advertising practitioners and which render advertising services to its clients. In Nigeria today, notable advertising agencies include Lowe Lintas Ltd, Rosabel Advertising, Insight communications, Pal Communications. Ltd., and STB McCann Advertising Agency amongst others.
· Media: These can be defined as the channels through which advertising or promotional messages are transmitted to the intended audience. This includes the media of mass communication such as Newspapers, Radio, Television, Outdoors display such as billboards, etc.
CHAPTER TWO
2.0	LITERATURE REVIEW
2.1	INTRODUCTION
Today, in an age where the word ‘integration’ is used to express a variety of marketing- and communication related activities, where corporate marketing is emerging as the next important development (Balmer & Gray, 2003) and where relationship marketing is the preferred paradigm (Gronross, 2004), marketing communications now need to move beyond the product information model and become an integral part of an organization’s overall communications and relationship management strategy.
2.1	CONCEPTUAL REVIEW
Definition of marketing communication
These are messages and media that are used in communicating with the market. These are messages presented by the company to the consumers about the company’s products, brands, changes, promotion and other information that may want to be translated to the public.
There is a distinction between above the line and below the line when dealing with Marketing Communications. Above the line is when an advert is submitted and payment is made to the agent asking the featuring of the advert concerned. Below the line is where such advert is asked to be featured and the commission is not paid
Marketing Communications (or MarCom or Integrated Marketing Communications) are messages and other media used to communicate with a market. Marketing communications is the "promotion" part of the "Marketing Mix" or the "four Ps": price, place, promotion, and product. The people who practise it are termed marcom managers.
The communication process is sender-encoding-transmission device-decoding-receiver process. Encoding of  the message which is the second step in the process takes the communication idea and turn it an attention  which get advertisement designed in that regard for media presentation. Many a message travels through these medium to the audience. The third stage of the marketing communication process occurs when a channel or medium delivers the message. Decoding occurs when the message reaches one or more of the receiver's senses. Consumers both hear and see television ads. Others consumers handle (touch) and read (see) a coupon offer. One obstacle that prevents marketing messages from being efficient and effective is called barrier. Barrier is anything that distorts or disrupts a message. It can occur at any stage in the communication process. The most common form of noise affecting marketing communication is clutter (Clow, Kenneth E & Donald Baack).
In essence, marketing communications professionals place emphasis on printed marketing collateral; however, in the academic sector the focus is the use of branding and marketing to ensure that there is consistency of the message that is delivered to the consumers. There are many things that happens in the business world that is attributed to marketing communications; for instance: the metamorphosis form the  transition of customer service to customer relation, the transition from human resources to human solutions and so on
In branding, brand touch point has got to do with every attempt by the organisation to impress the customers to be able to get a good cut in the market. This can be further exemplified from TV and other media advertisements, event sponsorships, webinars, and personal selling to even product packaging. Therefore, every opportunity created by an organisation for it is stakeholders or the customers to enjoy the service of the company are company is brand touch point. The management ensures that the touch points are well surveyed for implementation and control necessary for the firm’s growth. Marketing communications, as a strategic tool helping the organisation’s brand management is aimed at the promotion of the company’s services that ensures the organisation meets it objectives.
Marketing Communication Components
The components of the communication include:
·  Foundation – This encompasses building corporate image and management of brand management; buyer behaviour etc.
· Advertising Tools - advertising management, advertising design: theoretical frameworks and types of appeals; advertising design: message strategies and executional frameworks; advertising media selection. Advertising also reinforces brand and firm image?( (Clow, Kenneth E.; Baack, Donald (2007))
· Promotional Tools - trade promotions and consumer promotions
· Integration Tools - Internet Marketing;
Marketing Communication Mix
It is noteworthy to state that marketing plan will be achieved when Marketing Communications or Promotions Mix is put to adequate and useful use. Below is a diagram depicting the relationship between the promotional mixes
The Marketing Communications Mix is useful for companies in pursuing it is plans and objectives by the use of advertising, personal selling, sales promotion, public relations, and direct marketing.
Definitions:
Advertising –It is a paying form of presentation non personal which helps in the promotion of ideas, brands, and goods by the client.
Personal selling – This is a situation where the sales representative of the company personally meets customers to make sales and build customers relationships.
Sales promotion –This aimed at providing incentives to buyer or customers that encourages them to buy the company products.
Public relations –It is a means of building a good rapport between the company and the market, by providing relevant information about the company from time to time. Public relation seems to open the channel of communication and constantly making it open so that all information can flow through.
Direct marketing - Direct communications with selected consumers with the intention of obtaining response and building lasting and effective relationship.
Setting the Promotion Mix
In taken a decision on how to set the promotion mix that tend to meet the marketing objective of an organisation, the relative strengths and weaknesses of each component is first considered. Then the budget of the organisation is considered next before deciding on the best mix or sole mix that will be use to convey the necessary information to the customers.
Here are some things to keep in mind:
Advertising:
Advertising is useful because it has the advantage of reaching a large and, geographically dispersed audiences, with a speed unrivalled. It has a Lower cost exposure, though overall costs could be high in the long run. The perception of the consumers in the long run could be authentic and it helps to communicate the company’s brand, build images, increases sales etc.
Personal Selling:
This allows for personal interaction and face to face contact. This goes a long way in helping feedback and having a firsthand impression of the consumers on the products. Though it is very expensive tool it helps the sales team to be committed and easily one can determine their impact. Feedback can easily be adjusted 
Sales Promotion:
Trade promotion is mainly used to woo ultimate consumer. Tools like premiums, coupons, contests, etc are mostly used in this regard. Helps in Attracting attention offering strong purchase incentives, dramatizes offers, boosts sagging sales; Stimulates quick response etc
Public Relations;
This is a highly credible means and it uses many forms such as stories, features, events and sponsorships, etc.It is relatively inexpensive compared to other forms and can be used to reach many prospects 
Direct Marketing: This uses many forms such as Telephone marketing, direct mail, online marketing; etc.It is Non-public, Immediate, Customized, Interactive; Well-suited to highly-targeted marketing efforts 
[bookmark: cycle]Consideration should also be given to  Product Life Cycle when decisions are to be taken on Marketing Communication . Here are some general guideline as to how and when to emphasize different parts of the mix according to the stages of a typical product life cycle:
Product Life Cycle
[image: ]

Pre-Introduction: Here Light advertising can be used to, pre-introduction the product to the public
Introduction: Here there is a need to heavily use of advertising, public relations for awareness, sales promotion for product trial
Growth: Advertising, public relations, branding and brand marketing, personal selling for distribution
Maturity: Here Advertising can be decreased, whereas sales promotion, personal selling, reminder & persuasion can be increased
Decline: Advertising and public relations decrease, limited sales promotion, personal selling for distribution.
The Marketing Communication Process
When on Thinks of Marketing Communications from the point of view interpersonal communication and imbibing marketing efforts with sincerity, enthusiasm and personality, the tools used are more advanced and are regarded as written, spoken, physical or multimedia. Majorly communication with customers can be in form of written or spoken.
The reflection of Marketing Communication Process should be on how to effectively get across to the customers.
Marketing Communication Process Tools
In communication of various ideas and brand of an organization to the consumers, there are various tools that are and can be put to use by companies. The tool used will be based on the cost and the effectiveness of the tool. Competitors tools used are also looked into so that the company can know how to countered it.
CREATING A MARKETING COMMUNICATION PLAN
The primary goal of  marketing communications manager's top responsibility and headache is to build a brand that meets the yearnings of the consumers and build awareness of the products in the mind of the consumers through medium such as leaflets, brochures, press releases, Web sites, and trade show.etc
Research is very essential and germane as the very first step to be taken by the marketing communicator. The research will reveal the in-depth knowledge of the target audience and all other processes involved. After all what the company want in terms of marketing and how to get it across to them is then determined. Decision will also need to be taken on budget and schedule, and to evaluate any constraints that these might place on the campaign.
The link below produces the tools and information needed to produce a first-rate marketing communications plan.
Developing a marketing communication plan
Marketing communications involve the use of customer-facing materials such as brochures, press releases, Web sites, and trade show presentations. How proximate the plan is to the customers is what make it a major activity that can be undertaken by the company. The plan is as follows:
· Ensuring that the company speaks with one language on all the products, regions, and customer interactions.
· Ensuring diversification of team members with diverse background.
· Helps to carry messages that resonate with the target audiences.
In planning marketing communication there is a need to answer the following questions:
· Target audience profiles Knowledge of the target market is very important, the existing and potential customers and finding out the best ways of communicating with them
· Buying, selling, and communications processes At this stage the buying habit of the customers is taken into consideration. The company will need to design a communication model best suited to helping  facilitate buying and selling
Armed with the above criteria the following decision is very essential to be made in order to arrive at a concise marcom:
· Objectives The objective of the communication will need to be established and what marcom is expected to inspire or transform
· Messages: The message can be structured in such a way to determine what information we will want the customers to know
· Vehicles: Vehicles makes happen the means of communicating the messages to the target audience
· Budget and schedule: Budget talks about the cost of the alternatives vehicles that will be used by taken the most appropriate suited for the desired communication
Other factor that helps in the development is the scope of the plan. There are three levels upon which marketing communication can focus it is attention on viz: product level, the product line level, or the company level  as analyzed in the diagram below.
[image: ]
Target audience profiling
The understanding of customer’s preferences is important for this marketing activity and planning. The demographics and psychographics, preference and how information are received and used are very important consideration for marketing communication planning
Buying, selling, and communications processes
The major and important role of marketing communications is to ensure good return for the company by ensuring that the selling and buying processes matched.
 Communication process creates the customer mindset that you are trying to achieve during each stage of the buying and selling processes.
Effective marketing communication helps to ensure that these processes are thoroughly understood. See chart below.
[image: ]
The process of moving a customer to identify and purchase a product starts with ensuring that the customers identify which is stimulated by marketing communication by choosing appropriate vehicles.
Objectives
Marketing communication plan should cover more ground which include the creation of objectives that indicate what the company will want customers to do after experiencing their marketing communications which may include visiting Web site, Calling salesperson etc
Messaging
The Marketing messages are the touchstones helping to unify marketing vehicles. Marketing messages about individual products, product line, company image etc.
Vehicle selection
The stage that is expected to be influenced will determine the communication process to be choosing
[image: ]
Budget and schedule
After  identified communication vehicles, the next is the determination of the costs of your plan, compare them to budget after which a tactical implementation calendar that outlines when each vehicle is released and who is responsible for getting it done.
Advantages Of Marketing Communication
Marketing communication can be linked to the promotions element of the marketing mix which includes product, price and placement. Marketing communication elements include senders transmitting messages to receiver’s via media. The business sends the information and it is received by the consumers and the consumers digest and act on the information and also send it back in form of feedback to the company. Barriers such as  Noise is an interference when the message is received or feedback. The elements of Marketing Communication include advertising, personal selling, public relations, sales promotions and direct marketing.
Advantages of Advertising
Advertisements in the Marketing Communication mix are paid spots in media such as television, radio, magazines, billboards and websites. Advertisements is used to inform and persuade the  audience.Advertisng is useful to reach the consumer before purchase of a product and after the products has finally be bought which is aimed to make them to come back to buy . This before-and-after influence helps with valuable post-purchase word-of-mouth advertising as consumers recall their experience with the product.
Advantages of Personal Selling
In personal selling involves salesmen are involved in the promotion of the company product through face-to-face with the customers. Here this process eliminates noise and allows immediate feedback and response. Personal selling is a major form of marketing communication which is very persuasive in nature. It is a medium that reach the consumers as they make their purchase and not leave them after they have done the purchase.
2.3	THEORETICAL REVIEW
Promotional Mix: The tools for IMC 
Marketing promotion has been defined, according to Belch and Belch (2004) as the coordination of all seller initiated efforts to set-up channels of information and persuasion in order to sell goods and services or promote an idea. Kallmeyer and Abratt (2001) viewed it as marketing communication mix which, they called the specific mix of Advertising, personal selling, sales promotion, public relations and direct marketing that a firm uses in order to pursue its advertising and marketing objectives. While implicit communication occurs through the various elements of the marketing mix, most of an organization’s communication efforts with the market place take place as part of a carefully planned and controlled promotional programme. Jobber and Fahy, (2003) reiterate that the basic tools used to accomplish an organization’s communication objectives are often referred to as the Promotional Mix. In the words of Davies, (2006), he sees marketing communication mix as the specific mix of advertising, personal selling, sales promotion, public relations and direct marketing that a company uses to pursue its advertising and marketing objectives. The above view is also supported by Wright, (2000), Jobber and Fahy, (2003), Belch and Belch, (2004) among others. Chris Fill, (2006) goes further when he says, “marketing communication is a management process through which an organization engages with its various audiences. By understanding an audience’s communication environment, organizations seek to develop and present messages for its identified stakeholder groups, before evaluating and acting upon the responses. By conveying messages that are of significance value, audiences are encouraged to offer attitudinal and behavioural responses”. The above definition has three main themes. The first concerns the word ‘engages’. By recognizing the different transactional and relationship needs of the target audience marketing communications can be used to engage with a variety of audiences in such a way that one-way, two-way and dialogue communications are used that meet the needs of the audience. – Fill (2006); Calder and Malthous, 2003 and Dispasquale, (2002). The second theme concerns the audience for marketing communications. Traditionally, marketing communications has been used to convey product-related information to customer- 51 based audiences. Today, Wright, (2000) holds that a range of stakeholders has connections and relationships of varying dimensions and marketing communication needs to incorporate this breadth and variety. Stakeholders’ audiences including customers are all interested in a range of corporate issues, sometimes product related and sometimes, related to the policies, procedures and values of the organization itself. Belch and Belch, (2004) added that marketing communications should be an audience – centred activity and that it is important that messages be based on a firm’s understanding of both the needs and environment of the audience. Jobber and Fahy, (2003) also added that marketing communication should be grounded in the behaviour and information-processing needs and style of the target audience, if such a marketing communication would be successful. The third theme from the above definition concerns cognitive response. This according to Fill, (2006) refers to the outcomes of the marketing process, and a measure of whether a communication event has been successful. The audience should be regarded as active problem solvers and they use marketing communications to help them in their lives, in purchasing products and services and in managing organization-related activities. Marketing communications, therefore, can be considered from a number of perspetive. It is a complex activity and is used by organization with varying degrees of sophistication and success. This is also supported by Anantachart, (2003); Cornelissen and Lock, (2001); Dospasquale, (2002). Traditionally, Wright, (2000) believes that the promotional mix has included four elements: Advertising, sales promotion, public relations and publicity; personal selling. However, most modern scholars agreed on the inclusion of the fifth element, which is Direct and interactive (Internent) marketing. The latest view is supported by Schultz & Kitchen, (1997), K. Cornelissen, (2001), Lowe, (2002), Kitchen, (1999), Schultz, (2003), Duncan, (2002), Reid, (2003), Reich, (1998); Jobber and Fahy, (2003), among others. This view is expressed by Kallmeyer and Abratt, (2004) when they emphasized that the ultimate goal of marketing communication is to reach some audience to affect their behaviour. 
The views of Jobber and The objectives of marketing communications, according to Jobber and Fahy (2003) are highlighted below
A. Information Promotion: 
· To measure the awareness of a new product, brand, or product attribute.
· To explain how the product works.
· To suggest new uses for a product.
· To build a company image. 
B. Persuasive Promotion: 
· To encourage brand switching. 
· To change customer’s perceptions of a product attribute.
· To influence customers to buy now. 
· To persuade customers to call back.
2.4	EMPIRICAL REVIEW
	This section briefly discusses the empirical studies and researches that have been carried out and published on the communication and organizational performance. The primary aims are to ascertain relevant findings and identify possible gaps that the paper could fill.
Rajhans (2012) opined in a study” effective organizational communication : a key to employee motivation and performance” that organizational communication plays a vital role in employee motivation and growth as real changes are taking place in modern organizations which confront the new reality of tighter staffing , increased workloads, longer hours and a greater emphasis on performance, risk-taking and flexibility.
Today’s organizations are run by multi and cross-functional teams which show little tolerance for unquestioned authority. To deal with this situation, the art of persuasion and the effort to find the correct emotional match with your audience is necessary. This match means that it is not enough for communication to be a one-way ticket(Torrington and Hall, 1991) as cited in Rajhans 2012.
Oyetunde & Oladejo (2012) in a study titled “communication approach and firms performance: appraisal of Nigerian Bottling Company(Coca-Cola), Ilorin-Nigeria” submitted that research findings no doubt have validated the synerginous relationship between communication approach and efficient growth of NBC, Ilorin plant.
They also recommended that there can still be more room for improvement and consequently better growth if management embraces the following recommendations:
(i) More clarity of ideas before attempting to communicate;
(ii) Better understanding of the physical and human environment when communicating;
(iii) A thorough analysis of the purpose of communication;
(iv) In planning communication, consultation should both be top down and bottom up, while all facts are rendered implicit and explicit;
(v) Consideration should be given to the content and tone of the messages;
(vi) Whenever possible, the language or tone should not be only be edifying and elegant, but must be messages the receiver would find valuable;
(vii) Communication messages that are precise and are of short run often possess long run importance;
(viii) All stakeholders should be encouraged to be good listeners;
(ix) Immediate actions must be accompanied and accomplished with communication; and
(x) Communication that would be effective require a follow up and effective feedback mechanism process.
Kukule (2012) in” Internal communication crisis and its impact on organization’s performance” cited that the importance of symmetry has been marked by Gruning and Hunt, describing symmetric communication as a source and a recipient which cannot be separated but are equal participants of a communication process seeking(striving for) mutual understanding and proportional two-way effect(Grunig, Grunig A. Larissa,1989). The research work, carried out under the auspices of the paper, points at the lack of symmetric approach in internal communication, which is marked by the research participants(not representing the dominant coalition) as an important cause of the problem and of crisis in the organization.
He opined that lack of leadership, unclear managerial style and incomprehension of employees’ need for information created a fundamental problem in the organization’s internal communication.
Furthermore, the role of informal communication and “grape-vine telegraph” in an organization’s communication is viewed as one of crucial factors influencing organization’s operations and may become a threat to an organization.
He further suggested that organizational crisis may not only be caused by external conditions which are difficult to control for an organization , but also by internal factors which are closely linked to communication problems in the organization.

CHAPTER THREE
3.0	RESEARCH METHODOLOGY
3.1	INTRODUCTION
	This chapter is designed to carry out some research about the Relevance of Marketing Communication to the achievement of Corporate Objectives of Business Organizations in Nigeria (A case study of Airtel Mobile phone). Research methodology that will be used in this Research shows the research plan, methods, and action plan that is to be used. It wills presents an overview of the methods to use which will include research design, sampling techniques, data collection and analysis
[bookmark: _GoBack]3.2	RESEARCH DESIGN
Research design is aimed and concentrated at converting the research question into a testing project. The best design depends on research questions. Every design has its positive and negative sides. The research design has been considered as a "blueprint" for research, dealing with at least four problems: what questions to study, what data are relevant, what data to collect, and how to analyze the results. (Philliber, Schwab, & Samsloss, 1980).
Research design can be divided into fixed and flexible research designs (Robson, 1993).  In fixed designs the study design is static before data collection takes place. Flexible designs gives room for allowance during data collection. Consequently, the research will be designed to achieve the objectives set out by the researcher.
3.3	POPULATION OF THE STUDY
A research population is generally a large collection of individuals or objects that is the main focus of a scientific query. It is for the benefit of the population that researches are carried out. However, due to the large sizes of populations, researchers often cannot test every individual in the population because it is too expensive and time-consuming. All research questions address issues that are of great relevance to important groups of individuals known as a research population ( Castillo, Joan Joseph 2009).
For the purpose of this research the researcher will focus only on the Airtel Mobile phone services in the 36 states in the country. 
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	SAMPLING TECHNIQUES
It obvious from the definition of the population above that a census is not possible in this study. Census involves the testing of the entire population. The researcher will be adopting the survey type of research in which a sample from the target population will be obtained.  
The study will adopt a multistage stratified sampling method to select elements. The population will be divided into different segments

3.6	INSTRUMENT FOR DATA COLLECTION 
Both the primary and secondary data method was used to collect data. Before the actual data collection the researcher collected introductory letter from the college to the organization. Prior to any data collection, pre-collection activity is one of the most crucial steps in the process. It is often discovered too late that the value of their interview information is discounted as a consequence of poor sampling of both questions and informants and poor elicitation techniques. This research method employs the use of questionnaires.  The questionnaires are designed in open and close ended questions. The open ended questionnaire provides a qualitative research questions template; the close ended questionnaire developed to take care of quantitative research format. The identity of the respondents will be concealed so name will be optional (Weller, S., Romney, A. (1988)).
3.7	METHOD OF DATA ANALYSIS
The overall score of the data collected will be statistically analyzed using statistical techniques such as excel spreadsheet, pie- chart, bar chart to present the result. Data collected will be further analyzed by using the Chi-square (X2) technique. 
The chi-square (X2) techniques will be used to test the hypothesis of this study. 5% significance level and 95% confidence interval will be employed.

CHAPTER FOUR
4.0 DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1 INTRODUCTION
This aspect of the research work is aimed at analyzing data that has been presented. The whole essence of research is the ability of the researchers to analysis the data presented. It helps in quantitative description, draw necessary conclusion and measure the difference and relationship that exist between data.
4.2	PRESENTATION OF DATA AND ANALYSIS
Table4.1: CONTRAINTS OF MARKETING COMMUNICATION
	Option  
	Responses 
	 Percentage 

	Lack of resources
	14
	29.27

	Upper management support
	25
	52.08

	Restricts creativity 
	9
	18.65

	Others 
	-
	-

	Total 
	48
	100


Sources: field survey 2025
	From the table, the people interviewed on the constraints encountered on marketing communication 29.27% said they believe it is lack of resources, 52.08% opted for management inability to support marketing communication while y 18.75% said it is restrictiveness of creativity is the bane of marketing communication. This show that most of the challenges been faced in getting a good awareness by the organization is caused by the top management 


Table 4.2 MARKETING COMMUNICATION TOOLS
	Option  
	Responses 
	 Percentage 

	Advertising
	4
	13.33

	Sales promotion
	12
	40

	Website
	5
	16.67

	Direct marketing
	9
	30

	Other reasons 
	-
	-

	Total 
	30
	100


Sources: field survey 2025
From the data collected, the respondents have different experiences of the effective method of marketing communication. The percentage of respondents who believe that sales promotion is the best method of marketing communication seems to be the highest of 40%, 13.33% of the respondents went for advertising as their choice, 16.67% believe a functional website will bring in more customers into the business if it is used as a means of marketing communication while 30% expect that direct marketing will do the magic.
Table 4.3	Should marketing communication mix be integrated?
	Alternative 
	Responses 
	 Percentage 

	Yes 
	12
	80

	No 
	3
	20

	Total 
	15
	100


Sources: field survey 2025
From the above tables, 80% agreed that there is marketing communication mix should be integrated while 20% of the respondents disagreed. 

Table 4.4	Does Marketing Communication increases Productivity
	Alternative   
	Responses 
	 Percentage 

	Yes 
	12
	70.6

	No 
	5
	29.4

	Total 
	17
	100


Sources: field survey 2025
From the above analysis presented in the table, 70.6% of the respondents believe that there is a relationship between productivity and marketing communication while 29.4% of the respondents think otherwise.
Table 4.5 HOW LONG SHOULD THE COMMUNICATION TAKE PLACE
	 
	 Yearly
	monthly 
	weekly
	Total 

	Top manager
	23(54.5%)
	15(34.8%)
	5(11.6%)
	43

	Middle manager
	9(24.3%)
	11(29.7%)
	17(46.0%)
	37

	Total 
	32
	26
	22
	80


Sources: field survey 2025
	From the above analysis, out of 80 respondents, 54 or 67.5% of the customers fall within the top management staff that believe that marketing communication should take place all year round 34.8% of the top management are of the view that it should be monthly 11.6% of the respondents will like it to take place weekly. From the middle level managers,24.3% want the communication  to be all year round, while 29% and 46% want it monthly and weekly respectively. 


TABLE 4.6	SHOULD MARKETING COMMUNICATION TAKE PRIORITY IN BUDGET FORMULATION
	Income level 
	Yes
	No
	No idea
	 Total 

	Top manager
	3(27.27%)
	4(36.36%)
	4(36.37%)
	14

	Middle manager
	4(26.67%)
	7(46.67%)
	4(26.66%)
	15

	Low manager
	21(38.89%)
	24(44.44%)
	9(16.67%)
	54

	Total 
	28
	35
	17
	80


Sources: field survey 2025
	27% of the top managers belief that marketing communication should take a major priority in budget formulation, 36.36% of the respondents says no while same percentage have no idea. From the middle level managers 26.26 of the respondents want marketing communication to take centre stage in marketing communication formulation in the budget while 46% and 27% says no and no idea respectively. For the low level managers, 38%,44% and 17% says yes, no and no idea respectively
4.3	TEST OF HYPOTHESIS
	The usefulness of research to the forming an opinion by the management is as a result the research producing unambiguous information. The method used for evaluating the information obtained from sampling is called hypothesis, testing. Hypothesis testing is a method that reflects the truth position and otherwise of the data that has been collated. It is a postulated statement or assumption of tentative answers about a given problem, for example the population. The researcher after attempts to accept or reject the hypothesis on the basis of statistical information about the population obtained from a probability sample, tried to analyze the effect of any advance postulation on the services being rendered by Airtel Mobile phone. and make predictions based on the findings (results) of the test.
4.2.1	FORMULATION HYPOTHESIS
Ho: Null Hypothesis
H1: Alternative hypothesis
Ho1: That, marketing communication cannot take priority in budget formulation
Ho2: That marketing communication should not take a long time.
	Some facts in statistical analysis are somewhat believe to be a true fact but when tested by taken through a random sampling those data sometimes turned out not to be in support of the data.
TESTING THE HYPOTHESIS WITH CHI-SQUARE (X2)
	Chi- square (X2) is an analytical technique of determining the degree of association in cross tabulation.
	The value of chi-square (X2) is completed by the formula:
	X2= E(of-ef)2
                     ef
Where  X2= Chi-square
	Of= Observed frequency
	ef= expected frequency 
	E= summation 
	The Chi-square (X2) value is used to determine the probability of the difference in the observed and expected value having occurred because of the sampling variation ration than as a result of the association of variables.
Table 4.5 HOW LONG SHOULD THE COMMUNICATION TAKE PLACE
	 
	 Yearly
	monthly 
	Weekly
	Total 

	Top manager
	23(54.5%)
	15(34.8%)
	5(11.6%)
	43

	Middle manager
	9(24.3%)
	11(29.7%)
	17(46.0%)
	37

	Total 
	32
	26
	22
	80


Sources: field survey 2025
The number of expected respondent (s) in the cell above would be found by solving the proportion.
= 32 x 43		=17
       80
	This follows the general rule that the expected number for any cell will always be equal to the product of the column and row to the cell divided by the total number of cases.
	The expected value is thus calculated as follows. 

Middle management  32X37 = 14.8    26X37 = 12.03    22X37 =10.18               37
	     		     80		          80                        80

TOTAL 	             32		     26		           22                           80

	The calculated value of chi-square is given as 
X2= e(0f-ef)2 where O is the observed  frequency
            ef      where he is the expected frequency	
X2 = (23-17.2)2 + (15-13.98)2 + (5-11.83)2 + (9-14.8)2 + (11-12.03)2 + (17.10.18)2
              17.2              13.98            11.83          14.8             12.03               10.18

X2 = 34.18 +	 1.04 + 	46.65 + 	33. 64 +	 1.061 + 	46.51
          17.2     13.98    	11.83     	14.8       	12.03     	10.18     

X2= 2.02 + 0.74 + 3.94 + 2.27 + 0.09 + 4.57

X2= 13.63
Degree of freedom = (X-1) (Y-1) where X and Y represent the number of row (s) and column respectively.
	Degree of freedom (Df) = (2-1) (3-1)=2 table value of chi-square X2 at 95% confidence interval = 5.99.From the analysis above, the calculated value of chi-square is greater than the table (critical) value of chi-square (X2). 
Decision Criteria:
Reject the null hypothesis and accept the alternative hypothesis:
Decision: reject Ho and accept H1 
CHAPTER FIVE
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS
5.0	INTRODUCTION
This chapter of this research work gives an overview or summary of the whole research work from the first chapter to the last chapter. This chapter also examines the theoretical and empirical findings as discovered by the researcher, the conclusion of the research work and recommendations by the researcher.
5.1	SUMMARY OF THE FINDINGS
Marketing communication has become an important aspect that helps and organization to grow appropriately. The information provided by marketing communication are relied upon by the consumers upon which they base their decision whether to purchase a product or otherwise. All business rely on the prospect of marketing communication to sell their product for them ranging from multinational corporations to small retailers which has made marketing communication to become a very important aspect  and player in the life of a business. Marketing communication helps to take product and services including ideas from the point of manufacture or conceptualization to those that need the product and services who can say to be end-users. Marketing communication also helps to build and maintains cordial relationships important stakeholders in the company such as creditors, employees, debtors, banks to mention but a few. Advertising and sales promotion are key important tools that are used by the marketing communication strategist to get the relevant and necessary information across to the relevant users, but of more important is that marketing  will continue to play important roles in marketing communication mix. However, marketing strategies that stress relationship building in addition to producing sales will force marketers to consider all the elements in the marketing communication mix. In the future new information gathering techniques will help marketers target more precisely customers and prospects using direct marketing strategies. New media technologies will provide businesses and consumers new ways to establish and reinforce relationships that are important for the success of the firm and important for consumers as they make purchase decisions. The Internet will become a major force in how organizations communicate with a variety of constituents, customers, clients, and other interested parties. 
5.2	CONCLUSION
Marketing communication is an effort by marketers to inform and remind people in the target market and about products and to persuade them to participate in the exchange. The tools included are advertising, personal selling, public relations and sales promotion
The researcher intends to look at all efforts that a firm can put together to make marketing communication more efficient and effective and right application of the concept The objective of effective marketing communication  summed up as a new way of responding to new demand in the present day diverse market. In contending with this challenges and diversities, marketing communication strategists must be dynamic and scientific and ensuring that efforts are geared to ensuring the achievement of the organizational goals.
	Marketing in this stage of diversity means, more options for bank mangers in term of services and choices. For instance, less perceived differentiation among similar product intensified competition with promotional efforts sounding more and more like approaching “masquerades” in the market place, newly minted meaning forward, and phrases as bank marketers try to invest differentiation, disposal information as to customer try to cope with information deluge from points to television, computer terminal, telephone, etc Communications is quite simple as it enables all communication forms to be linked together which can also be said as integration of all the promotional tools, so that they work together in harmony. 
Promotion is one of the Ps in the marketing mix and it has different mix of communication. The mix is better when used together instead of isolation which makes their sum to be greater than their parts – provided they are linked together all the time, every time. 
It is better enhanced when the integration is considered beyond just the basic communications tools. Other levels of integration important include Horizontal, Vertical, Internal, External and Data integration.
5.3	RECOMMENDATION
The following are the recommended point that will make marketing communication effective
(1)  Senior Management Support .The support of the senior management is vital to the success of marketing communication initiatives. The support will ensure that a good budget is made available and see to the eventual implementation of the marketing communication objectives. 
(2) Integrate at Different Levels of management. Marketing communication should be integrated at different level of management to be able to have input of line managers that will not bring resentment and make all the managers to own up to the initiative. The integration' should be on the agenda of the various meetings - whether annual reviews or creative sessions. Horizontally - ensure that all managers, not just marketing managers understand the importance of a consistent message - whether on delivery trucks or product quality. Also ensure that Advertising, PR, Sales Promotions staff are integrating their messages. 
(3) Companies are to Ensure that Design Manual or  Brand Book are used to maintain common visual standards for the use of logos, typefaces, colours and so on used in marketing communication for uniformity and efficiency. 
(4) Clear marketing communications strategy. There should be clear, concise and crystally clear marketing communications objectives which state clearly the positioning statements and Link the company’s core values into the marketing communication. This will ensure that all the marketing communications add necessary value to the organisation. 
(5)  Zero Budgets. Marketing communication should start from scratch by Building a new communications plan. This helps to Specify what is needed to be done do in order to achieve the company objectives. Realistically, the budget may be smaller to the anticipated so prioritisation may be the way out. 
(6) Think Customers First. Marketing communication should be initiated and Wrapped around the customer's buying process. This means that the customer should be the ideal and focal point when the communication is been inititated. The stages customers go through should be Identified(i.e. during and after a purchase).Marketing communication tools can now be selected which are useful  for each of the stage to persuade customers to continually patronised the company . A sequence of communications activities can be developed which help the customer to move easily through each stage. 
(7) Build Relationships and Brand Values. All communications should help to develop stronger and stronger relationships with customers. Ask how each communication tool helps to do this. Remember: customer retention is as important as customer acquisition. 
(8) Developing  a Good Marketing Information System which  identifies who needs what information when. A customer database for example, can help the telesales, direct marketing and sales force. Marketing Communication can help to define, collect and share this vital information. 
(9) Share Artwork and Other Media. Consider how, say, advertising imagery can be used in mail shots, exhibition stands, Christmas cards, news releases and web sites. 
(10) The management should be prepared to change and innovation to whatever is not working and Learn from experience. The truth is that constant efforts at different levels will be needed to make marketing communication mix effective 
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