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CHAPTER ONE
INTRODUCTION
1.1      BACKGROUND OF THE STUDY
Advertisement as a strategic tool to increase consumption rate of a products can be described as any form of communication that is intended to persuade its views, listeners or tenders into taking casual action.
It uses different types of media, such as newspapers, radio, magazines, television, billboards and direct mail, to deliver messages
Out-of home advertisement arid billboard are believed to date back to YOOBC. The rise of mass production in the late 9th century and early centuries gave way to the development of modern advertising. With time, education became an apparent need and advertising developed to printing handbills. By the 17th century advertisement started appearing in widely newspaper in England that were mainly used for promoting books.
Consequently, advertisement advanced and newspaper increases.
However, false advertisement and quack advertisement created problem in the regulation of advertising content.
Advertising grew with the expansion of economy in the 19lh century, Mai-order advertising grew with the success of advertising in United States, in 1836, French newspaper in press became the first newspaper to include period of advertising in its edition. It also reduced it prices to extent readability and increase profitability.
Around 1840 advertising were established and services extended initially, they were brokers for advertisement space in newspaper. In 1869, the first full service agency named N.W Ayer and Son was pended, assuming responsibility for advertising content in Philadeptia.
In early 1920s, radio equipment manufacturers and retailers established radio station to sell more radio to consumers. Soon, the practice of sponsoring radio programs popularized and they started allocating sponsorship rights to multiple business, instead of single business. 
1.2      STATEMENT OF THE RESEARCH PROBLEM
Around the globe today, many reputable firms produce with low level of persuasive medium (Advertisement) which prompt low production and non -profitable income so among the firm who solve this problem are 7up, Coca -cola, Unilever and Pz. Those firms partakes in advertisement measure which determine their level of sales in globe.
According to Kotler P. (2010) Advertisement allows a company to present its product clearly and effectively via text, sound and colour, it stimulates sales. Many reputable firms are not processing their production effectively before they strategize their production effectively before their advertisement structure either by prints, electronics, new age technology or social networking media, because they know it will enhance meaningful, profitable consumers at large even motivate the interest of the competitors. Such problems shall be exemplified below:
· The production of evidence is not presented in a suitable medium outfit which are not creative presentation of persuasive messages in an advance manner.
· The firm must be ready to compete with different competitors of similar product around the globe with their technological illustrations of available products to win the sales as well as recognition and reputation of the firm product.
· Some firms are not concerned about their estimate income annually with advertising and non - advertising structure and demand for profitable means.
1.3      OBJECTIVES OF THE STUDY
1. To find out what roles advertising plays in increasing the consumption rate of Coca-Cola.
2. To examine if advertisement change the reaction of consumers toward the consumption rate of the product,
3. To find out the impact of advertisement of Coca-Cola on people.
1.4      RESEARCH QUESTION
The following questions are deducted from this research.
1. What roles has advertising played in increasing the consumption rate of coca - cola?
2. What are the impact of advertising of coca - cola on people?
3. Does advertising changes the reaction of consumers toward the consumption rate of Coca-Cola?
1.5      SIGNIFICANCE OF THE STUDY
The significance of this study is comprehensive work mandatory to every and reputable firm producing or exchanging and rendering product and services to the targeted consumers to yield a profitable and diplomatic between the reputable firm and targeted markets
First and foremost, advertising is building strong reputable and recognition of advertising product to the available market.
Secondly, advertising increase the sales as well as firm production to compete with competent competitors of similar product and sustain favourable impression with diplomatic influences.
Thirdly, advertising promote self-actualization of desire (want among preferences of product as an attacking impact on conformity and confidence).
Furthermore, advertisement on production term establishment on production term influences the partaking on meritorious produce establishment of global recognition of a certain product produce with tested, discovery and scientifically upgrading and updating quo of product.
It also presents credit to the media, some are product as a means of researching the targeted advances in the product / services. 
1.6      OPERATIONAL DEFINITIONS OF TERMS
Segmentation:- Dividing the market into distinct group.
Targeting:- Decide which of these group to communicate with and how to talk to them.
Positioning:- How the products should be perceive by the target groups.
Messaging:- Delivering a specific message in order to influence the target groups. 
Advertising  Media:-  The  medium  through  which  message  can  be delivered to the targeted group, which print, audio - visual. 
1.7      LIMITATIONS OF THE STUDY
Is advertising a good idea or bad idea?  There are some common criticisms of advertising
· Cost: Is one of the strong objection that limits advertisement, because the high cost of advertisement is covered by increasing the selling price of the advertised goods.   Advertisement is indirect cost which is added into distribution expenses.  When expenses increase, the selling price of the products will also increase. Advertising is a significant part of cost, large advertisers spend thousands of fund that exceeded 6% of sales. Advertising means that consumers will have to pay higher price for advertised products. But if the good are not advertised, the cost of advertising cannot become a burden on the consumer because unbalanced advertising causes certain goods to cost the consumer more than they should, it is an economic waste.
· Misleading claims: Is another objection that limits advertisement, some advertisers cleverly create misleading impressions of their goods. They present a very good product to consumers with objects of increasing their sales.
· Encouragement of monopoly; Limit advertisement because it restricts competition among the product. Big industrialist and manufactures can use advertising to increase their monopolistic control over the market, control that is always against the product interest.
· High prices: Limit advertisement, because it is undoubtly true that effective and advertising increase sale will require more products.
This is the large scale production bringing down the cost of goods per unit due to economic in various sectors which reduces the consumer selling price. But the producer do not lower the price and the burden of advertising remained on the shoulders of consumers.


CHAPTER TWO
LITERATURE REVIEW 
2.1      CONCEPTUAL FRAMEWORK
HISTORICAL BACKGROUND OF ADVERTISEMENT
All over the world people and companies utilize advertising to a good advantage.
In the keen competition counter in world regional and local market business are aided by the sales producing force of advertising.
Not only that skillful planned and directed advertising not only at home, but also abroad overcome prejudice combat, foreign competition, establish new habit will create employment increase productivity multiply sales and thus, by solid foundation for sustained economic development of any country, one analysis contend that advertising is one of the most powerful socializing force in culture.
Advertising value, goods and concept of who we should be. It shape our attitude and shape our behavior.
Advertising power goal beyond the selling of goods, it promote a consumer life style at a global culture that center's on material things. A television commercial normally says "and now a few word, from our sponsors".
Sponsors are companies or individual that pay to their product advertised have become a deluge sponsors still financial support the newspaper and radio. 
2.2      CONCEPT OF ADVERTISEMENT
Advertisement an integral part in today's marketing scenario. In earlier times, emphasis as it is being given today. The institute of practitioners in advertising present the most persuasive possible selling message to the right prospects for the product or service at the lowest possible cost.
Here we have  a combination of creativity,  marketing research and economic medium in buying. Advertising may cost a lot of money but that is
\ justified if it works effectively and economically.
Advertising is thus, a mass communication tool, which is essentially in paid for by a firm or an individual and ultimate purpose of which is to give information develop attitudes and induce action, which are useful to the advertiser.
Advertising present and uphold the ideas, commodities and services of a recognized advertiser, which provide as a communication link between the producer and the potential buyers. It give the information to the would - be buyers who are interest in seeking the information about a product and the manufacturer.
Advertising may be taken as the most efficient means of reacting people with product information.
Advertising   presents   a   mass   persuasion   apart   from   disseminating information to the prospective buyers about the product and the produce. While creating awareness and popularity, it seeks to persuade. It is a more effective and extensive and less expensive way of creating contacts. 
TYPES OF ADVERTISEMENT
A successful advertising campaign will spread the world about your products and services, attract customers and generate sales. Whether you are trying to encourage new customers to buy an existing product or launching a new services there are many option to choose from the following list is an introduction to advertising tactics that could be used.
Remember you can always be creative in advertising to get noticed (within advertising regulations).
1. Newspaper advertising: Newspaper   advertising   can   promote your Business to a wide range of customers. Display advertising is placed throughout the paper, while classified listing is under subject heading in a specific section. You may find that a combination of advertising in your state or metropolitan newspaper and your local paper gives you the best result.
2. Magazine Advertising: Advertising in a specialist magazine can reach your target market quickly and easily. Readers (your potential customer tend to read magazine to read magazine at their leisure) and keep them for longer,   giving   your advertisement multiple enhances to attract attention. Magazine generally serve customers (by interest group e.g Women) and trader (individual business type e.g hospitality). If your products need to be displayed in colour them glossy advertisements in magazine can be deal. Although they are generally more expensive than newspaper advertisement.
3. Radio Advertising: Advertising in the radio is a great way to reach your target audience. If your target market listens to a particular station, then regular advertising can attract new customers. However, sound has its limitation listens can find it difficult to remember what they heard and sometimes the impact of radio advertising is lost. The best way to welcome this is to repeat your message. If you cannot afford to play your advertisement regularly, you may find that radio advertising does not generate strong result.
4. Television Advertisement: Television has an extensive reach and advertising this way is deal if you counter to a large market in a large area. Television advertisement have the advantage of sight, sound, movement and colour to persuade a customer to buy from you. They are particularly useful if need to demonstrate how your product or services work Producing a television advertisements and buying an advertising slot is generally expensive. Advertising is sold in units (e.g. 20, 30, 60, seconds) and cost varies according to
· The time slot
· The television programme
· Whether it is metro or regional
· If you want to buy spot on multiple networks.
5. Outdoor and transit advertising: There are many ways to advertise outside and on outdoor billboards can be sign Transit advertising can be poster on buses, taxis and bicycles large billboards can get your message across the with a big impact. If the same customer pass your billboard everyday as they travel to work, you are likely to the first business they think of when they want to buy a products.
6. Direct mail, catalogue and leaflet advertising:  Direct mail means writing the customer   directly. The more precise your mailing or distribution area, the more of target market you will reach. A direct mail attempt is more personal, as you can select your audience and plan the timing to suit your business, a cost effective form of direct mail is to send your newsletter database flyer electronically to an mail database. Catalogues, brochures and leaflet can also be distributed to your target area. Including a brochure with your direct mail is a great way to give an interested customer more information about your product a services.
7. Online Advertising: Being on the internet can be a cost - effective way to attract new customers. You reach global audience at a low cost. Many customers research business online before deciding whom to buy from. A well designed website can entice customers to buy from you. There area number of ways you can promote your business online via paid advertising or to improve your search engine ranking. Other ways to advertise your business inline include promoting your product or services on social media site, blog and search engines and other websites that your target audience visits. 


2.3     ADVERTISEMENT OF MASS MEDIA
Advertising is a form of communicating information in persuasive purpose for production (goods, services and idea) by acknowledge sponsors through numerous media. Albert, also known as the father of advertising as "salesmanship in print, driven by a reason why".
1 Advertising is directly related to the group of people, rather than to individuals and therefore it is non - personal or mass communication.
2 Marketing is one of the important aspects of advertising marketing is an organizational function, ted, communicated and a set of processes in which the value is created and communicated and delivered to customers, and handling customer relationship in way that benefit he organization and its stakeholders.
3 What connects advertising and marketing mixi products, pricing, places and promotion. The final goal of by consummating the exchange of product or services with these customers who need or want them.
USES OF ADVERTISEMENT
1 It is used to announces the existence of a new goods previously unknown and unnoticed by the public.
2 It is used to provide mix information and persuasion advertising impact almost all phases of the decision making process of the consumer.
3 It is used to increase the sales as firm production to complete with competent   competitor   of   similar   product   and   sustain   favourable impression with diplomatic influence.
4 It is used to build strong, reputable and recognition of advertise product in the available market.
5 It is use to increase and promote self-actualization of desire (want) among preferences of product as an attack impact on conformity and confidence.


2.4     EFFECTS OF ADVERTISEMENT ON PRODUCTS
Advertising primary mission is to reach perspective customers and influences the awareness attitudes and buying bahaviour. They spend a lot of money to keep individual (market) interested in their products. To succeed, they need to understand what makes potential customer, have the way they do.
The advertiser goal is to get enough relevant market data to develop accurate profiles of buyer to find common group (and symbols) for communications. This involves the study of consumer behavior, the mental and emotional process and physical activities of people who purchase and use goods and services to satisfy particular needs and wants. The essence of being in business by many business outfit is to produce for sales from its products to cover operating cost and reasonable profits for many organization sales estimate is the starting point in budgeting of profit planning. It is because it must be determined, in most cases, before production units will in turn affect material purchase. However, talking decision on sales is the most difficult tasks facing many business executives.
2.5	ADVERTISING APPEAL
Commercial and point ids use some form to appeal to reach potential customers advertisers use to influence a customer to purchase a product support cause.
Appeal, speak to an individuals need, wants or interest. The most common advertising appeals include use of fear, humor, rational, sex or brand wagon propaganda.
1 Fear: Fear appeals focus on the negatives outcomes that can happen because of an action or inaction. Advertisers use fear appeals to promote" and immediate behavior change such as eating healthier or not smoking.
2 Humor: Humor appeals make consumer laugh and create an emotional link   with   the   product.   A   well-executed   humor   appeal   enhance recollection, evaluation and he intent to   purchase the product with the humor.
3 Rational: Rational or logical appeals focus on the consumers need for practicality and functionality in a product advertisers relay message by focusing on product features and cost.
4 Sex: Sex appeal is to capture attention, but seldom promotes product consumption effective sex appeal advertising convey a specific message to the target demographic group. Beer advertiser often uses appeals to promote their product to men.
5 Brand wagon: A rand wagon appeal makes consumers believes they are missing out by addressing the consumer's need to belong. Food and drink advertising show up young adult enjoying a product and ignoring the individual who chooses the less popular product. Medical products show consumers by indicating the number of medical professionals who support the products.
THE POSITIVE USAGE OF ADVERTISEMENT
Advertisements are sometimes intended to individual immediate sales and revenue presentation of sales promotion through ads are way to drive business quickly. Television and radio ads can communicate your message. In print advertisement, such as with magazine and newspapers you can include sales promotion tools such as coupon right in the ads.
•    INFORMATION EDUCATIONAL
In January 2011 article "Unappreciated benefits of advertising and commercial speech" for the websites the technology liberation front, Adam there points out that advertisements. Sometimes serve to inform and educate customers. This is especially true when new brand or products complexity more than education is required.
•    RETURN ON INVESTMENT
From a financial stand point advertisement should generate a return in investment, indication Dan Keen at break studies in his April 2010 article "90 benefits of advertising" Advertisement cost money to develop and get in the form heightened consumer's awareness, improved brand sentiment or direct sales.
THE NEGATIVE USAGE OF ADVERTISEMENT
Advertising takes money whether purchased through an online advertising services print advertiser newspaper or commercial on radio and television.
Designing the ads and the copy cost money a well on the high end, companies spend to 2.6 million for a 30 seconds commercial during the super Bowl. While the positive usage of advertising is bringing the sales dollar, the negative usage is felt by those who are the target of the advertising.
•    MISREPRESENTATION
Advertising aims to present a product in the best light possible. There is some way in the creative process. As the Creckon the Crelkoads says that's just a dramatization of curse referring to the idea that if you ask Credlkore preventative for an English muffin, they will serve one up toasted with butter and jam. The problem arises when the dramatization crosses the line into falsely representing a product. Hely fines can result from false advertising when levied by the federal state commission.
•    UNREALISTIC
Direct-to-customer advertising for prescription drugs has resulted in unrealistic expectations about the effectiveness of drug and their side - effects, according to the food and drug.
Administrations study “patient and physician attitude and behavior associated with DTC promotion of prescription drugs voice over give the downside to the drug, but the visual image show unhealthily, happy people. Its not unusual to hear that even death may be a side effect of prescription drug.
Beauty and health product may also not live up to their promises, resulting in wasted consumer dollar. Disclaimers are often hidden in very small print on product packaging and in out-, of the way spot in ads. 
•   FALSE IMAGE
Advertising is ingrained in American culture from children's program on Saturday morning to talk show prime time T.V. Advertising even invades makes through product placement. It's not an accident when movie hero holds up a can coke instead of.
Advertising communicate that men should be handsome, tall athletic, caring husband, the thoughtful fathers and virile at all times. These images are often unrealistic and attainable.
Advertising influence people to tell about themselves often in a negative way. Based on the image they see in an advertising, women often feel they should be thin and beautify and hold down full time. Jobs while being full time mother. LOCAL ADVERTISEMENTS VS FOREIGN ADVERTISEMENTS
There is a significance difference in consumer's attitude toward advertising the brand new and purchase intention between foreign and local made advertisement in general Chinese consumer are find local advertisement more interesting (3.88 versus 3.65) and not irritating (4.09 versus 3.65). They prefer local made ads (4.00) foreign ads (3.72) (Table 1. consumer also have significantly better attitude towards the brand for local advertising) (4.39) than foreign advertising (4.10). They accept the brand using ads perceive it having higher quality than using foreign made ads.
And then consumer have significantly higher purchase intention for local ds (3.61). It natural for the Chinese consumers prefer local advertising as they an easily understand values reflected in the advertising message than the foreign advertising.
Therefore hypothesis (1) that Chinese consumer have more favourable attitude towards local advertising than towards foreign advertising.
ELITE ADVERTISEMENT IN NIGERIA
Elite advertisement in Nigeria are various form of personal - learning print, audience and usual advertisements sponsored by Nigeria social elites to elaborate to the achievement of a deceased acquaintance to congratulate a colleague, family or friend. The advertisement are readily seen in the pages of Nigeria davies with some ads consuming more than ten pages fill with congratulatory message to prominent Nigeria in his birthday, wedding or recent honorably award.
Usually, the objective of deceased business people tend to be the most space consuming critical view that have been expressed on the prominence of these forms of ads raging from Ken Sarowiwa view that obituary ads were obnoxious to some readers view that the ads are merely a form of communication. However, the ads brings out question about the influence in )0pular and culture of excessive dominating imagery and test made up of an individual’s self- definition of this social and communal achievement and the elite influence within and beyond their status symbol in the society. 
2.6 THEORETICAL FRAMEWORK
In this part, it deals with theoretical rules that guides the operation of advertising. These approaches will guide the advertisement campaign design and they include;
1.   Uses of gratification theory
2.   Hypodermic needle theory
USES OF GRATIFICATION THEORY
Uses of gratification is reversal of the prior model, what was termed as SMRC - source sends a message through a channel to a receiver.
While developing the mode of rate at which people react to advertising using this study will mostly be effective.
According to uses and gratification theory, it states that the mass media constitutes a resources on which audiences draw to satisfy various needs.
Uses and gratification theory lay emphasis on the basic importance of v to man and it relates that v should be as a source of information primarily on availability and price.
Advertising was thought to facilitate choice in two first, it stimulated competition, providing people with more alternatives, and second it told people about those alternatives.
Ad crosier suggested in 1928 that advertising can be used as an implied warranty, in that a company which advertise its brand is seen to stand behind them even when the advertisement has gone out of use. There was also some stimulation that advertising is a recognized element to stimulate consumption, though not necessary of the actual being advertised.
Advertising uses   could   never  be   over  emphasis   in   its   uses   and gratification context, yet it is very important. 
HYPODERMIC NEEDLE THEORY
Hypodermic needle theory could be simply explained as a direct influence via mass media. It is also known as magic bullet theory.
This theory implied mass media had a direct immediate and powerful effect on its audiences. The mass media in the 1904s and 1905s were perceived as a powerful influence on behavior change.
Through several factors contributes to this "strong effects" theory of communication but there are two major ones which are; The fats rise and popularization of radio and television and the emergence of the persuasion; industries such as advertising and propaganda.
The theory suggest that the mass media could influence a very large group of people directly and uniformity by "shooting" or 'infecting" them with appropriate message designed to "trigger" a desired response which can be seen directly from the perspective of how people reacts when advertising reaches hem. Since both image used to express this theory (a bullet - shooting and a needle infecting) suggest a power and direct flow of information from the sender to the receiver.
The bullet theory graphically suggest that the message is a bullet, fired from the "media advertising gun" into the views "head" with similar emotive imagery, the hypodermic needle mode suggest that advertising (media messages) are injected straight into a passive audience which is immediately influenced by the message. They express the view that the media (advertising channel) is dangerous means of communicating and idea because the receiver or audience is powerless to resist the impact of the message. There is no escape from the effects of the message in this model. In close summary, advertising shoot a multi - relational changes to the audience else they ended up taking it. 
2.7	REVIEW OF RELATED STUDIES
The existence of the advertisement rooted in Malaysia dated back to the 1971 as claimed by Bonnex (1775) in his thesis. His theory is even supported by the honorable minister Pan Sri Gazalis speech in 1971 (Benama, 1971), Advertising agencies and introduce their product in the market. It is one of the basic of the supply chain and may advertising agencies are involved in this business in Malaysia.
Batra et al (1995), the effectiveness of v should be considered for it effect sales in the short term. This advertising performance measurement is based on the marginal theory (chamberlin, 1948).
(Mittlesteadt, 1990), communication in general and advertising in particular, were treated by psychologists starting from the motivations of recipients, which occupy a central position in the analysis. This is because their influence on the perception of the recipient. They believe that the motivations drive consumer behavior.
Advertising industry is a imperative business in Malaysia (Kutan and Lav, 2010). According to Yugungand Guagjun because of the population of mart and portable devices and advances in wireless technologies.
Reviewing mobile marketing is dynamic and cutting edge channel of communication is available for marketing message.
While evaluating the future for mobile marketing, it would be sensible to analysis the current literature. In this area, this paper will look into the growth of mobile phone globally and how the term mobile marketing had developed.
Reviews of mobile advertising is a new way of advertiser to choose as a medium of communication to promote their products, services also known as mobile marketing that provide the advertising much as on smart phones or mobile phones.
(Barness, 2001), mobile advertising which is better known as M-commerce, is the latest revamp competing with the internet facilities electronic commerce (e - commerce) stimulated by the increasing and awareness of mobile technology such as phones and personal digital assistance (PDA), M-commerce gained it's advantage over the e - commerce. It also allows new strategic to the business and certain activities are conducted.
This opens endless possibilities including usage of M-commerce in activities such as banking, booking or buying tickets, shopping and real - time news for a start.
(Ensign, 2001), more importance should be given to the end consumers, le external factors like supplies, government policies and other procedure that an influence the business no matter case might prove to be.
Through every product advertised by any media outlet have an awaited mind that surely their consumers or guidance must react to their afone - done strategies to ensure the success of that product and they would be praised if it has on impact through sometimes criticisms becomes their when the reverse is the case of untreated to products.
CONCLUSION
Almost every business in the world always deal with advertising at same point weather it is a listing in yellow pages or strategies in thorough thinking are all v and they are essential. Some get - to - know year audience target them efficiently and position your brand in the way that will benefit your business.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1      RESEARCH DESIGN
Creskle J.KL (2002) stated that measure organization, group firm or social unit activities targeted at obtaining evaluation of product and services attract case studies and survey research which may quantitatively be of combination to achieve necessary information.
Case study research target the evaluation of the product using both quantitative variable to gathered cogent and meaningful information through in-depth investigation on choosing topic.
Creskwell J.W (2002) fatherly stated that research is non - experimental, descriptive research method which can be useful when a research want to covert data on phenomenon that cannot be directly observed. It is also used extensively in all disciples to access attitudes and the characters of a wide range of a subject from the quality of production to attitudes of the consumer effectively towards it.
The survey research design can be used among behavioral and social dentists. It is aimed of studying specific characteristic, behavior attributes common to the elements of study. Unlike experimental research design, survey does not give room for the manipulation of any variable in a study. Instead, they are examined in their natural was. Through this survey, proper data would be gathered which will be used to describe the attributes of the subject matter investigation.
Indepth verification,   the   public   opinion   research   deign   would be conducted to identify or idea or a feeling a group of public has on a given subject such as policy or any issue of public interest. The result at times couldn’t be generated.


3.2	RESEARCH POPULATION
The study was conducted in Kwara metropolis, the population of the study was 400 comprising 50 staff of coca - cola bottling company and 7up tiling company Kwara state, means, standard deviation and 7 - tests was used ? analysis. The major findings of the study relieved is verified to meet the duable standard.
3.3 SAMPLES SIZE AND SAMPLING TECHNIQUES 
The adopted techniques for the research work would be probability or on probability. Glence, C and Psewkin, A (1992) noted that using this two techniques would helped a lot as in selecting representative s from a study population from which each element has an equal chance to being selected. The number of size would be one hundred (100).
Sampling techniques is a scientific process of selecting representatives as a study population. Though these are many factors that make studying the whole elements in a population practicing impossible, there is a need to infer manageable sample that a research will be able to handle.
Non-profitability sample techniques do not guarantee equal chance to all element in a given population. By implication, some elements have undue advantages over others. Due to several reasons or factors such as study purpose, time, data, availability and accessibility resources and so forth. Samples are not only arbitrarily picked but also, sometimes, discriminated against to suit certain whims of a researcher. 
3.4	INSTRUMENT OF DATA COLLECTION
The major instrument used in this research work titled "Advertisement", A strategic medium to enhance consumption rate of a product is questionnaire.
Questionnaire: Is an instrument used to collect information from the respondents. It consists of pre-formulated written set questions to which respondent record the answer.
However, questionnaire is divided into;
1 Restricted or close end questionnaire
2 Unrestricted or open end questionnaire
3.5	TECHNIQUE OF DATA ANALYSIS AND PRESENTATION
Tables were also used for presentation analysis and interpretation of result findings. There are design in accordance with question on the questionnaire. Many and fellow research gives a related topic discussed have strongly and survey research non - profitability sampling technique is preferable because it deal quick and confidentially result investigation which can be extended to entire of targeted view in population sampling. Non profitability techniques include purposive sampling which serve as a determine purpose of international more specific redefined group we are seeking valuable information from it can be also institution where researchers needs to reach a target sample quickly.
He further states that targeted audience can obtain a meaningful content i.e advertisement through purposive sampling by clearing starting their intentionality state (mind). In the product advertised to earn specific redefined group and firm in particular.
Glene, C and Pestion, A (1995) weekly discovered techniques and for Consumption and mass production. Sampling techniques in an advertising measure aim of the product provide a selection of redefine group logically and potentially intervention in the sampling process or voluntary variable willingly to updated or the product advertised or newly improved techniques to earn trust and firm reputation. Therefore market survey prepare the firm with necessary data needed to yield production efficiently and targeted market effectively.
Another essential instrument under market survey is marketing campaign and market research.
3.6	VALIDITY TEST
The use of table is adopted for the analysis classification and interpretation of collected data. These table are used to determine the degree of relationship between variable involved.
Advertisement stands as an independent variable while consumption rate depends on the amount of advertisement that a company is able to embark on.
In a bid to ensure validity of its study the research instrument was tested in a study of the sample before its administration.
3.7     METHOD OF DATA ANALYSIS
In reference to the discovers, the simple percentage and inference to the statistic would be employed to analyzed the data.
The inferential statistic would help in making the deductions made in I terms of characteristics or attributes of a sample on the basic of the I corresponding indices of the society, community and entire population.

CHAPTER FOUR
4.1	DATA PRESENTATION
Logical and accurate data is imminent for any qualitative research and could be considered meaningful data after it had been analyzed, interpreted and evaluated before it can lead to a worth - while conclusion derived from the [Study for that reason, this report shall present in table obviously showing clear item in the questionnaire.
Since the respondent opinion have been achieved through the study of administrating questionnaire table analysis with demographic information in each question shall come first. They are analyzed using simple percentage analysis in tabular form.
4.2	ANALYSIS      OF      DEMOCRATIC      SEGMENT      OF      THE INSTRUMENT
Table 1: Sex of Respondents
	Variables
	Number of Respondents
	Percentage %

	Male
	45
	45%

	Female
	55
	55%

	Total
	100
	100


Sources: Field Survey 2025
The above indicates out of the 100 respondents 45 respondents male, while 55 respondents representing were female. 

Table 2: Age of the Respondents
	Variables
	Number of Respondents
	Percentage %

	Below 20 years
	30
	30%

	20 - 40 years
	66
	66%

	40 years above
	4
	4%

	Total
	100
	100


Sources: Field Survey 2025
The table above indicates that 30 representing 30% are respondents below 20 years,  66  respondents  are between the  age of 20 - - 40  years representing 66%, while 4 respondents are 40 years above representing 2%. 
Table 3: Religion of Respondents
	Variables
	Number of Respondents
	Percentage %

	Muslim
	51
	51%

	Christian
	49
	49%

	Total
	100
	100


Sources: Field Survey 2025
The above indicates that 51 respondent representing 51% are Muslim, while 49 respondents representing 49% are Christian. 

Table 4: Marital status of Respondents
	Variables
	Number of Respondents
	Percentage %

	Married
	11
	11%

	Single
	89
	89%

	Divorced
	0
	0%

	Total
	100
	100


Sources: Field Survey 2025
The table above indicates that 11 representing 11% are married, while 89 respondents representing 89% are single. 
Table 5: Academic qualification of Respondent
	Variables
	Number of Respondents
	Percentage %

	HND/Bsc
	22
	22%

	OND/NCE
	65
	65%

	WAEC/NECO
	13
	13%

	Total
	100
	100


Sources: Field Survey 2025
The above table above indicates that 22 respondent representing 22% 'obtain HND/Bsc, 65 respondents representing 65% obtain OND/NCE while 13 respondent representing 13% obtain WAEC/NECO.




	
Table 6: Occupation of Respondents

	Variables
	Number of Respondents
	Percentage %

	Civil servant
	5
	5%

	Business man
	9
	9%

	Student
	86
	86%

	Total
	100
	100


Sources: Field Survey 2025
The table above indicates that 5 respondent representing 5% are civil servants, while 9 representing 9% are business man while 86 respondents representing 86% are students. 
Table 7: Do you watch or listen to advertisement?
	Variables
	Number of Respondents
	Percentage %

	Yes
	97
	97%

	No
	3
	3%

	Total
	100
	100


Sources: Field Survey 2025
From the table seven, 97% do watch or listen to advertisement while 3% aid they don't.
Table 8: If yes how will you rate the performance of those advertisement?
	Variables
	Number of Respondents
	Percentage %

	Excellent
	85
	85%

	Good
	12
	12%

	Poor
	0
	0%

	Fair
	3
	3%

	Total
	100
	100


Sources: Field Survey 2025
From the table eight, 85% said the performance of those advertisement to I be excellent, 12% is good, 0% said it is poor, while 3% said it is fair. 
Table 9: Do you watch or listen to coca - cola advertisement?
	Variables
	Number of Respondents
	Percentage %

	Yes
	94
	94%

	No
	6
	6%

	Total
	100
	100


Sources: Field Survey 2025
Table nine show that 94% of the respondents do watch or listen to Coca-Cola advertisement, 6% said No.
Table 10: Which of the product do you consider a best to your taste?
	Variables
	Number of Respondents
	Percentage %

	Coca – cola
	75
	75%

	Sprite
	5
	5%

	Fanta
	15
	15%

	Total
	100
	100


Sources: Field Survey 2025
Table ten indicates that 75% are consumer of Coca-Cola, 5% are consumer of sprite while 15% are consumer of Fanta. In conclusion the table shows that 75 respondents of 75% has is the highest consumer of Coca-Cola product. 


Table 11: Through what channel do you get to know about their product?
	Variables
	Number of Respondents
	Percentage %

	Radio
	21
	21%

	Newspaper
	-
	-

	Television
	79
	79%

	Total
	100
	100


Sources: Field Survey 2025
Table eleven indicates that 21% of the respondent got to know about their product through radio, and 79% through television. 
Table 12: What encourages you to buy the product?
	Variables
	Number of Respondents
	Percentage %

	Advertisement
	29
	29%

	Quality
	72
	72%

	Cost
	5
	5%

	Image
	3
	3%

	Total
	100
	100


Sources: Field Survey 2025
From table twelve above, 19% of the respondent said advertising encourages buying coca - cola products, 48% said its quality, 3% said its cost. 3% said it images.


Table 13:  How would you rate the contribution of advertisement on consumer purchasing decision?
	Variables
	Number of Respondents
	Percentage %

	Effective
	91
	91%

	Non effective
	9
	9%

	Total
	100
	100


Sources: Field Survey 2025
Table thirteen, shows that 60% of the respondents rated the contribution of advertisement on consumer purchasing decision to be effective while 6% said it's non effective. 
Table 14: How many times do you listen to coca - cola advert?
	Variables
	Number of Respondents
	Percentage %

	Once
	6
	6%

	Twice
	8
	8%

	More
	86
	86%

	Total
	200
	100


Sources: Field Survey 2025
Table fourteen shows 6% of the respondent listen to Coca-Cola advertisement once in a day, 8% twice in a day while 86 listen more than twice a day.


Table 15: Do you consider coca - cola as the product to satisfy your refreshment status?
	Variables
	Number of Respondents
	Percentage %

	Yes
	87
	87%

	No
	13
	13% 

	Total
	200
	100


Sources: Field Survey 2025
Table fifteen indicate that 87% consider coca - cola as the product to satisfy your refreshment status while 13% said No it doesn't. 
Table 16: Advertising encourage repurchasing?
	Variables
	Number of Respondents
	Percentage %

	Strongly agreed
	26
	26%

	Agreed
	70
	70%

	Neutral
	4
	4%

	Total
	200
	100


Sources: Field Survey 2025
Table sixteen shows that 20% of the respondents strongly agreed that advertising encourage repurchasing, 70% agreed, 4% neutral. 


Table 17: You consider coca -cola best produce in?
	Variables
	Number of Respondents
	Percentage %

	Bottle
	9
	9%

	Plastic
	87
	87%

	Container
	4
	4%

	Total
	200
	100


Sources: Field Survey 2025
From table seventeen, 9% consider coca - cola to be best produce in rttle, 87% said plastic while 4% said container. 
Table 18: Advertising is a justification for actual consumption?
	Variables
	Number of Respondents
	Percentage %

	Strongly agreed
	90
	90%

	Agreed
	8
	8%

	Neutral
	2
	2%

	Total
	100
	100


Sources : Field Survey 2025
Table eighteen shows that 90% respondents strongly agree that advertising is a justification for actual consumption, 8% agree while 2 % neutral. 


Table 19: Coca-Cola advertisement cut across many homes in Nigeria?
	Variables
	Number of Respondents
	Percentage %

	Strongly agreed
	80
	80%

	Agreed
	11
	11%

	Neutral
	9
	9%

	Total
	100
	100


Sources : Field Survey 2025
Table   nineteen   shows   that   80% strongly   agree   that Coca-Cola Advertisement cut across many homes in Nigeria 11% agree, 9% neutral.
Table 20: What comment can you give on their product regarding your experience with them so far?
	Variables
	Number of Respondents
	Percentage %

	Excellent
	80
	80%

	Very good
	17
	17%

	Poor
	-
	-

	Fair
	3
	3%

	Total
	100
	100


Sources : Field Survey 2025
Table twenty shows that 80% respondents comment that their experience regarding coca - cola bottling products do far is excellent, 17% said it very good, while 3% said it fair. 


Table 21: Coca-Cola should increase strategies of their advertisement?
	Variables
	Number of Respondents
	Percentage %

	Strongly agreed
	75
	75%

	Agreed
	15
	15%

	Neutral
	5
	5%

	Total
	100
	100


Sources: Field Survey 2025
Table twenty one indicates that 75% strongly agree that coca - cola should increase their advertisement strategies, 15% agree while 5% neutral. 
4.2	ANALYSIS OF RESEARCH QUESTIONS 
RESEARCH QUESTION ONE
What role had advertising played in 7up bottling company?
The answer to this question is provided in table 16 and 18 from table 16, obvious that 26 of the respondent representing 26% strongly agreed that advertising encourage repurchasing, 70 of the respondents representing 70% agreed, 4 of the respondents representing 4% are neutral in response. This analysis deduce that the highest percentage is 70% of 70 respondents implying that advertising truly aid coca - cola bottling company to make more sales.
Also, from table 18, 90 of the respondents representing 90% strongly agreed that advertising is a justification for actual consumption, 8 of the respondents representing 8% agreed, 2 of the respondents representing 2% are neutral. This table presented that the highest of the table is 90 of the respondents representing 90% which strongly agreed that advertising is a justification for actual consumption.
The coca - cola bottling company wouldn't have survived enough if not (for the role advertisement had played because it is the brain behind their marketing success.
RESEARCH QUESTION TWO
Do people feel any impact about coca - cola bottling company during the advertising?
The answer to this question is provided in table 14 and 15 which answered question two (2) 6 respondents representing 65 listens to coca - cola advertisement once in a day, 8 respondent representing 8% listens twice a day while 86 of the respondents representing 86% listen more than twice in a day.
From this table, it shows that 86 respondents representing 86% is the highest from the table and shows that people are motivated and tactically drawn to watch coca - cola advertising more than twice in a day.
Also from table 15, 87 of the respondents representing 87% consider coca - cola as the product to satisfy their refreshment status while 13 of the respondent representing 13% do not consider coca- cola as a satisfying product.
Notwithstanding 87 of the respondents representing 87% is the highest of the table. It is deducting that people feel the impact by watching more of Coca-Cola advertisement more than twice a day and consider Coca-Cola as the product satisfy the refreshment status.
RESEARCH QUESTION THREE
What are the causes of advertising? 
The answer to this question is provided in table 12 and 16, from the table |12, 29 of the respondent representing 29% buys coca - cola product of (advertisement, 72 of the respondents representing 72% buys coca - cola product because of its quality, 5 of the respondent representing 5% buys it because of its cost while 3 Of the respondent buys it because of the image which are (represented by 3%. The highest of all is that of quality which is 72%.
Also table 16 shows that 26 of the respondent representing 26% strongly [agreed that advertisement encourages repurchasing, 70 of the respondents representing 70% agreed, 4 of the respondents representing 4% are neutral in response. The highest percentage 70% of 70 respondents implying that I advertising truly aid coca - cola bottling company to make sales.
The two table shows that the root causes or sales. Since people buy it I because of advertisement and it also encourages repurchasing due to the effectiveness of coca - cola advertisement.                                                    ;
RESEARCH QUESTION FOUR
Does advertisement changes the reaction of customers towards the purchase of coca - cola?
The answer to this question is provided in table 16. From the table 16, shows that26 of the respondent representing 26% strongly agreed that advertising encourages repurchasing, 70 of the respondents representing 70 % agreed, 4 of the respondents representing 45 are neutral. From this analysis it is clear that 70 respondents representing 70% is the highest on the table meaning that truly advertising changes the reaction of customers toward the purchasing of coca - cola since many people have their different perception about the product and the means its means of reaching the audience or potential customers.
RESEARCH QUESTION FIVE
To what extent is advertising causing high proportion of consumption of coca - cola consumption?
The answer to this question is provided in table 13, from the table 13, it shows that 91 of the respondents representing 91% rated the contribution of advertisement on consumer purchasing decision to be effective while 9% said it's ineffective. Basically, the highest of the table is 91 respondent representing 91%. It is to definitely at high rate.
The extent at which advertising is causing high proportion of coca - cola is very high and impressive. 


4.3	DISCUSSION OF FINDINGS
Base on the information gathered from the respondents, it was discovered that advertising has great role to play in coca - cola bottling company?
The result of the study in-depth shows that advertising promote goods and services as an sources of feedback. When as impact in the audience and of importance by showing as well the instructiveness of the audience which was achieved.
To elaborate these, Philip Kotler (1989) said advertising could be used to make the following decision.
It is used to provide information and persuasion of the decision making process of the consumer.
It is use to promote self-actualization of desire (want) among preferences of product as an attacking impact on conformity and confidence.
It is used to promote provide interest as to what brand or company is to choose over another referring to their marketing structure and strategies.
In view of thee, advert managers make use of feedback through the programme as it is aimed base on audience demand.
Through audience rarely gives back their opinion and this affect programme planning by advertising agency because they do not know the desire of the listening audience.
However, remarkable theory used in this research work, is hypothesis needle theory. It helps to suggest the real and better strategies to use so as to (shoot the "magic bullet" by making impact on the audience at large.
In nutshell, the instrument used (questionnaire) helped the whole existing companies and coca - cola in particular to understand the length at which advertising is crucial and important in promoting their brand as well as the products and services they rendered. It also reveled that the information shared by the advertiser can only be improved if the consumer comment and express their opinion immensely about the advertisement as the products and services in [particular.
Also, advertiser should not forget their adverts is meant to promote goods and services and organized for their audience sake to ensure a better state of well living so also, individual responsibly is to recognize advert programs as "tool" to audience in sending immediate feedback and not as strictly persuasive mans of only consume their products.

CHAPTER FIVE
5.0	SUMMARY, CONCLUSION AND RECOMMENDATION
This research work is carried out to investigate ADVERTISEMENT AS A STRATEGIC TOOL TO INCREASE CONSUMPTION RATE OF PRODUCT. In this chapter a summary of the research work will be made and the major findings of this research will be stated as following the conclusion and recommendation, 
5.1	SUMMARY
The findings of this research work contain the advertisement as a strategic tool to increase consumption rate of products has a significance influence on the growth and development of Nigeria economy. In the same vain, the findings in chapter one contains that, the topic promote adequate selection of interest product through creativity, display , persuasive and enlighten advertisement on the product for promotion impact.
Research shows that advertisement as strategic tools to increase consumption rate of product, promote ideal on a certain product newly or old product introduced to the market and for consumer to ascertain identification and standardization of product in a marketing environment.
More so, the research work in chapter three revealed that the chance of individual in the social or particular set of people in the country. But the most important thing required is the source of capital generation have experience about any business before starting training and development on specialization area of business, seeking advice from experience professionals, knowing they don't of the business and also to exhibit a quality of self-discipline.
The chapter four of the research topic elucidates the style used in communicating a firm product to their respective consumer, establishing their tactical and logical tools (promo) and elaborate message on the product as entails consumption.
This research also revealed that the focus of the evaluation has been on the size and social composition of the respondent which comprised of advertisement as a strategic tools to increase consumption rate of product. Advertisement does not only contribute significantly to improve living standards, employment generation, but it also brings about substantial domestic or logical capital formation and achievers high level of productivity and capability.
5.2      CONCLUSION
The findings of the project work has been able to identify advertisement as a strategic tool to increase consumption rate of product. This major role can be noted that advertising has a powerful effect on consumption rate. They are advertising should be giving a place of pride in any consumer oriented organization, because a product that is given publicity is a product popularly bought or demanded for.
Therefore, the study of this research work provides answers to advertisement as a strategic tool to increase consumption rate of product.
The research work also revealed the problem facing advertisement as a strategic tool to increase consumption rate of product. These problems include lack of capital to advertise, high percentage of loan interest, lack of knowledge, lack of collateral to secure loan.
The conclusion therefore means that if these challenges are properly dealt with, more effective role should be expected from the Nigeria Advertising Agency in a short time to come.
5.3      RECOMMENDATIONS
Driven by the findings in the research advertisement as a strategic tool to increase the consumption of product in Nigeria has a long way to go for the sector to be most relevant focused, productive enough and play the crucial role. It is expected in relation to contributing to the growth and development of the economy of Nigeria.
· Education and training programmes should be used to motivate the quality of product of any form of advertisement in the country.
· The advertisement business owners should put into operation the necessary tools, equipment and machinery so as to enforce business code of ethics.
· The practice of advertising on product need to be further enhanced and improved  so  as  to  further  stimulate  rapid  economic  growth  and development.
· The participation of all product owners in research work should be made possible and mandate by the advertising agency.
· The advertisement should recommend the company to succeed in reinventing, it has to extend the current reform system to make it more functional




REFERENCES
Aren, B (2014): Principle of Advertising, New York, Bright Publishing Co. Bennet, R.S (2013): Organization and Management, London, Publishing. Benson-Eluwa, V. (2005). Advertising Principles and Practices. Enugu: Virgin
Creations   Caporale,   G.   and  Monteleone,   E.   (2004).   Influence   of Information about Manufacturing Process on Beer Acceptability. Food Quality and Preference, 15(3), 271-278 Ezea S.  (1992).  Impact of Advertising  on Consumer  Buying  Behaviour. Unpublished B.Sc Thesis, University of Nigeria
David, F. (2012): Adventure in Social science New York; Nash Ville Press.
Dinat,  T.  (2011):  An  Introductory  to  Marketing  in  West  Africa  Osogbo, Gbemisola Press.
Foxall, G. (1983). Consumer Behaviour. London: Op cit Ltd
Frank (1990): Modern Management Analysis Planning and Control New Jersey; Prentice Hall international.
Gerald, A. (2011): International Marketing and expert Management, New York, Prentice hall.
January 18 from http:www.adeyemikuforiji.org. Koiler, P. (2012): Marketing Management, New Jersey; Prentice Hall. Kate, J. (2011): Introduction to Advertising, Honking, Desmond Publishing Co. Megregar, E. (2012): Advertising the English London University Press.
Joseph, B.  (2012):  Introduction to Research in Education; London; Ho It Publishing.
Krench, D. and Crutchfield, R. (1974). Perceiving the World. In W. Schremm and D.F Roberts (Eds.) The Process and Effects of Mass communication (pg.52). Urbana: University of Illinois Press Krugman,  E.   (1975).   Advertising:  Its  Place  in  Political  and  Managerial Economics. London: McGrew Hill Book Co. Ltd. Kuforiji, A. (2013). Ikeja 1 Constituency. In Promoting Lagos State. Retrieved
Olarewaju, B. (2007): Focus on Business Management Element Ilorin; Samola Printer 1st Edition. 
Saadudeen, A.A (2015); Research Methodology (Step by Step Approach), Ilorin Yommex Production Enterprises.
Wonen, JK (2012) Global Marketing New York London, Hill Book.

14

