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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND TO THE STUDY 
Advertising is any paid form of non personal presentation and promotion of ideas, goods, or services by an identified sponsor (Kotler and Armstrong, 2010). There are various forms of advertising like informative advertising, persuasive advertising, comparison advertising, and reminder advertising. Informative advertising is used to inform consumers about a new product, service or future or build primary demand. It describes available products and services, corrects false impressions and builds the image of the company, (Kotler, 2010).Advertising can be done through print media which includes news papers ,magazines ,brochures ,Audio media for example Radio, and visual media which includes billboards, and television (Kotler and Armstrong 2010). 
Dunn et al. (2008) viewed advertising from its functional perspectives, hence they define it as a paid, non-personal communication through various media by business firms, non-profit organization, and individuals who are in some way identified in the advertising message and who hope to inform or persuade members of a particular audience. Advertising is the non-personal communication of marketing-related information in a target audience, usually paid for by in order to reach the specific objectives of the sponsor. Advertising is a message paid for by an identified sponsor and delivered through some medium of mass communication. Etzel et al.
The service sector is expanding at an increasing rate and is becoming intensely competitive. Today’s dynamic business environment is continuously changing because of globalization, regulatory changes, increasing intensity of competition, increasingly demanding customers, new information technology, and mergers and acquisitions (Wing et al., 2006). This has resulted in markets that can be characterized as increasingly turbulent and volatile and has caused many organizations to seek competitive capabilities that enable them to exceed customers‟ expectations and enhance market and financial performance. Firms are increasingly adopting advertising in order to reduce costs, increase market share and sales, and build solid customer relations. When competition is keen and the consumers are faced with brand choice in the market, it becomes imperative for the retailers to understand the major factors that can attract the attention of buyers to their outlets. These then form the basis for advertising in order to increase the sales and ultimately the performance of the outlet. 
Cosmetic companies compete in a market where rivalry is intense with an overabundance of brands and sub brands occupying both the lower and upper tiers of the price continuum. Nigeria, given its diverse population base, wealth of natural resources and highly marketable and exploitative factors of endowment – provides an opportunity to improve the overall value of the brands to its shareholders and equity partners. Significant economies of scale and scope can be gained in this developing country, especially where the need exists to maximize productivity and profitability. The maximization of profitability in the sector depends to a large extent on advertising being undertaken by the companies as hardly will any product survive in a competitive market without any means of advertisement. Increased competition in the beauty and personal care market in Nigeria has spurred growth during the last year. Availability of a variety of products for consumers to choose from, accessibility through growth in retail outlets and high end advertising adopted by industry players, are key factors that promoted growth in this market. (www.euromonitor.com/beauty-and-personal-care-in-Nigeria/report) 
Moreover, Organizational performance is the final achievement of an organization which is measured either in financial and non financial indicators, and contains a few things, such as the existence of certain targets are achieved, has a period of time in achieving the targets and the realization of efficiency and effectiveness (Gibson et al., 2010). On the other hand, organizational performance refers to ability of an enterprise to achieve such objectives as high profit, quality product, large market share, good financial results, and survival at pre-determined time using relevant strategy for action (Koontz and Donnell, 2003). Organizational performance can also be used to view how an enterprise is doing in terms of level of profit, market share and product quality in relation to other enterprises in the same industry. Consequently, it is a reflection of productivity of members of an enterprise measured in terms of revenue, profit, growth, development and expansion of the organization. 
All types of organization, whether small or big, public or private, for-profit or non-profit, struggle for survival. In order to survive, they need to be successful (effective and efficient). To assure their success, organizations must perform well. Ultimately, performance lies at the heart of any managerial process and organizational construct and is therefore considered as a critical concept in the strategic management field. Organizational performance includes multiple activities that help in establishing the goals of the organization, and monitor the progress towards the target (Johnson et al., 2006). It is used to make adjustments to accomplish goals more efficiently and effectively. Organization performance is what business executives and owners are usually frustrated about. This is so, because even though the employees of the company are hard-working and are busy doing their tasks, their companies are unable to achieve the planned results.
1.2	STATEMENT OF THE PROBLEMS 
The objective of all businesses is to make profits and improve their organization overall performance by increasing its sales at remunerative prices. Advertising plays a vital role in marketing cosmetic products becoming so close to people, life, therefore, it serves multidimensional communication needs of society, however the extent to which advertising influences the performance of the companies’ raises speculation. It is as a result of the uncertainty on the extent to which advertising influences performance that the study seek to determine the influence of advertising on organizational performance of cosmetic companies 
Studies that have been undertaken both international and local on the influence of advertising on performance include. 
Adekoya (2011) researched on impacts of advertising on sales volume of a product and established that consumers‟ decisions with regards what to buy is motivated by what has been seen heard of or practically used. Advertising helps in that it carries the message far and wide to a scattered target audience that the advertiser or producer could not have reached it at once so easily. Mwangi (2010) researched on the factors influencing the choice of television as a medium of advertising by fast moving consumer goods manufacturers in Kwara State, Nigeria and found out that there were various factors that influenced the choice of television as a medium of advertising by FMCG manufacturers in Kwara State and its environs. 
1.3	OBJECTIVES OF THE STUDY
The general objective of this study is to examine the impact of advertising on organization performance. Specifically, the study aims are to:
i. Determine the influence of advertising on organizational performance. 
ii. examine the relationship between advertising and organization performance
iii. examine if advertising increases organizational profitability

1.4	RESEARCH QUESTIONS
i. Does advertising have influence on organizational performance? 
ii. Is there relationship between advertising and organization performance?
iii. Does advertising increase organizational profitability?
1.5	RESEARCH HYPOTHESES
Hoi.	Advertising does not have influence on organizational performance. 
Hii.	Advertising have influence on organizational performance.
Ho2:	There is no relationship between advertising and organizational performance 
Hi2:	There is relationship between advertising and organizational performance
Ho3:	Advertising does not increase organization profitability
Ho3:	Advertising increases organizational profitability
1.6	SIGNIFICANCE OF THE STUDY 
The findings of the study were of value to the theory as it depicts the usage of advertisement by the companies and its influence on performance. The findings of the study seeks to confirm that organizations try to fit in with the norm by pursuing advertising that validates them as part of the organizational field. It would provide a reference point as well as recommendations on the areas the 
Management of the companies can improve on in order to be competitive in the market. 
The study would also be of benefit to prospective investors in the cosmetics industry in Nigeria as it would provide an understanding of the influence that advertising have on the performance of the company. The practitioners largely characterized by the manufacturers, this research was useful to those organizations that manufacture products branded and positioned as cosmetic to enhance market penetration and justify increased usage of the claims or look for alternative ways of enhancing consumer purchase decisions. 
This study was of benefit to the practitioners and academicians both in the private and in public sector by having contributed to the existing body of knowledge in the area of advertising.
1.7	SCOPE AND LIMITATIONS OF THE STUDY 
The study is limited to the impact of advertising on organizational performance taking Grobin Ventures Nig. Ltd, Ilorin as the case study.
The limitations to the study are as follows:
i. The study limited itself to information and details that could be discussed without compromising any part of the company’s business aspects as it competes in a very dynamic and competitive industry. 
ii. Limited accessibility to information in the organization due to confidentiality being maintained which strained accessibility of data there was also a lack of cooperation from some staff during interviews as they had to go out of their work schedule to respond. 
The limitations however did not affect the data collected to undertake the study.
1.8	DEFINITION OF TERMS
Advertising: According to Arens (2004), advertising is the structured and composed nonpersonal communication of information, usually paid for and usually persuasive in nature, about products (goods, services or ideas) by identified sponsors through various media.
Consumers: are people who purchase and use goods or services to satisfy particular needs and wants.
Perception: this refers to the personalized way people sense, interpret and comprehend various stimuli.
Impact: The Oxford Advanced Learners Dictionary defines impact as the powerful effect that something has on something or somebody.
Market: the set of all actual and potential buyers of a product or service. Kotler and Armstrong (2007).
Brand: This is a name, term, symbol, design, mark or a combination of these that identifies the product of a manufacturer or differentiates it from those of competitors. Nwaizugbo (2004)
Brand Equity: this refers to the added value endowed to products and services. Kotler & Keller (2006)
Brand promise: Is the marketer’s vision of what the brand must be and do for consumers. Kotler & Keller (2006).
Brand Interest: An individual’s openness or curiosity about a brand
Brand awareness: Is an issue of whether a brand name comes to mind when consumers think about a particular product category and the ease with which the name is evoked. Shimp (2000)


CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION 
This chapter is structured based on the research objectives. It reviews the relevant literature available that focuses on the theoretical foundations, role of advertising and the influence of advertising on performance. 
2.1	CONCEPTUAL FRAMEWORK
2.1.1	Concept of Advertising
Kotler & Armstrong (2007) see advertising as any paid form of non-personal presentation and promotion of ideas, goods, or services by an identified sponsor. To Anyacho (2007), advertising is a form of communication through the media about products, services, ideas paid for by an identified sponsor.
Wright, Winter & Zeigler (1983) see advertising as a powerful communication force and a vital marketing tool, helping to sell goods, services, images and ideas (or ideals) through channels of information and persuasion. By this definition, it’s noteworthy that advertising never sells products but helps to sell products. Above all, the American Marketing Association (AMA) recommends this definition: - Advertising is any paid form of non-personal presentation and promotion of ideas, goods, and services by an identified sponsor. In this definition, the following phrases were further explained.
In the words of Kaufman (1980), “advertising is not chemistry, with rules and laws that, if followed with reasonable precision, will lead to predictable results every time. Advertising is not a panacea that can restore a poor product or rejuvenate a declining market; it is not a substitute for sound business judgment nor is advertising merely the words and pictures that appear in newspapers and magazines, on billboards and on television screens. These are the means or the media that advertising uses to communicate its information about products, services, and ideas to people: information designed to persuade them make buying or action decisions. Advertising is the art and business of persuasive communication”.
Nwaizugbo (2004) defines advertising as a process of presenting a product or idea to a person or group of persons, some openly sponsored message (oral or visual) about a product or seller. This message which is being presented is known as advertising.
Jefkins (1985) submitted that advertising is the means by which we make known what we have to sell or what we want to buy.
2.1.2	Roles of Advertising 
Although the primary objective of advertising is to persuade, it may achieve this objective in many different ways. An important function of advertising is the identification function, that is, to identify a product and differentiate it from others; this creates an awareness of the product and provides a basis for consumers to choose the advertised product over other products. The main role of advertising is to make known the availability of a product or science to sell. In addition to this however, advertising performs some other useful and important roles in every society. (Sandage and Rotzoll 2001) stated that advertising plays the following roles: 
Creating Awareness 
In the context of advertising, the first hurdle for an advertiser is to obtain and create awareness to the consumer. This involves two important actions. First, it is important for the advertiser to know where a communication should be placed to increase the odds of reaching a particular type of consumer; this is the media decision. Careful analysis of the consumer use of various media what television shows they watch, what route they take to work, and what magazines they read allows the advertisers to identify those media to which target consumers are most likely to be exposed (Nowak, Cameron and Krugman, 2003). 
Placing an advertisement about a product to be sold in a place where relevant consumers are unlikely to see it assures that the advertising will be ineffective. However, just because a consumer happens to view a television show or read a magazine in which an advertisement is placed does not guarantee that the consumer will see the advertisement. The consumer may have left the room when the television commercial aired or may not have read the particular part of the magazine in which the advertisement appeared. Advertisers solve this problem by repeating advertising in the same and in different media in order to increase the probability that a given consumer will actually be exposed to the advertising.
Thus, a key task for the advertiser is to identify create awareness of the existing product on sales and develop a schedule of repetition for the advertisement that maximizes the number of consumers who will be exposed to the advertising message. This is typically the responsibility of the media department in an advertising agency (George, 2005). 
2.1.3	Advertising Conviction 
Exposure to an advertisement still does not mean that a consumer will attend to it. A consumer may simply turn the page of a magazine, look away from the television, or click on a banner advertisement on the Internet to make it go away without ever paying attention to the advertisement. Thus, obtaining the attention of consumers who are, in fact, exposed to an advertisement is a significant challenge for advertisers. Various characteristics of advertisements have been found to increase the likelihood that consumers will attend to an advertisement (Mattila, 2000). 
Advertisements that include relevant information for the consumer, such as a product benefit that is important to the consumer, are especially likely to attract attention. Information that is new to the consumer is also likely to obtain the attention of the consumer. Various creative devices such as the use of humor, a well-known celebrity, or an especially entertaining presentation also tend to attract attention. The latter devices must be used carefully; if they are not well integrated with the primary message of the advertiser, the consumer may attend to the advertisement, but only focus on the creative device (the humor, the identity of the celebrity) rather the intended message of the advertiser. Advertisers often refer to characteristics of advertisements that gain attention but distract the viewer from the primary message as “creative clutter” (Krugman, 1997) 
An especially challenging dimension of advertising revolves around balancing the repetition of an advertisement, which is intended to increase the probability of a consumer being exposed to it, with the likelihood the consumer will attend to the advertisement when exposed (Denning, 2006). Consumers are less likely to attend to advertisements they have already seen, and the more often an individual consumer has seen an advertisement previously the less likely they are to pay attention to it when exposed again. The number of repetitions of the advertisement needed to reach some consumers may be so great that the advertisement wears out among other consumers who are more readily exposed to the advertisement. To combat such wear out, advertisers will often use multiple advertisements that vary in terms of execution or presentation but carry similar messages. Such variation tends to reduce advertising wear out by providing something new to the consumer that serves as the basis for attracting attention (George, 2005). 
2.1.4 Advertising Appeal 
Message appeals are usually divided into rational and emotional ones (Kim, Forsythias and Moon, 2002). Rational appeals are typically based on factual information and focus on product attributes. Emotional appeals, on the other hand, typically intend to create positive emotions and develop a brand personality. Emotional appeals have been found to be most effective when brand response involvement and advertising message involvement are low, whereas rational appeals are found to be relatively more effective when customers are highly involved with the brand and the advertisement (George, 2005). Keegan, (2008) have proposed that value-expressive advertising appeals are persuasive when the product is value-expressive, whereas utilitarian appeals are persuasive when the product is utilitarian. 
A series of studies by Khanh and Hau (2007) yielded evidence about the attitude functions associated with different products, and showed that attitudes toward products that serve different functions respond to different types of advertising appeals. 
2.1.5 Attitude Formation 
In some cases, the objective of the advertiser is immediate action by the consumer that is direct-response advertising where the goal is to have the consumer does something immediately (buy a product, make a pledge, and so on). In most cases, however, there is a lag between advertising exposure and any action on the part of the consumer (Denning, 2006). In such cases, an important communication goal of an advertiser is to create a positive attitude toward their product. Attitudes are predispositions or tendencies to behave or react in a consistent way over time. There is an effect, or feeling, dimension associated with attitudes, and there are generally various beliefs that provide justification for the feeling and predisposition. The goal of advertising is to have a positive impact on attitudes; these attitudes, in turn, influence future behavior. When the consumer visits the store another time to buy a particular type of product, these attitudes influence the choice of the product (Rossiter and Percy, 1997). 
Attitudes and attitude formation are among the most widely researched phenomenon in communication research. Advertising plays a role in attitude formation, but it is important to recognize that the advertised product itself is the most important determinant of attitude in the long term. A bad experience with a product will create a negative attitude that no advertising is likely to overcome (Kendall, 2004). In addition, advertising can reinforce positive attitudes by reminding consumers of product benefits, desirable product characteristics, and positive product experiences (Kim et al., 2002). 
2.1.5	Influence of advertising on performance 
Korgaonkar et al., (2004) hypothesize that advertising campaigns were successful in increasing sales when they were for nondurable products with unique attributes, were geared to the consumer market and backed by adequate financial resources, and when they featured unique and creative messages. It also found that favorable product attributes could be achieved by advertising campaigns that promoted product uniqueness, had adequate financial resources, and used creative messages and appropriate media. Denning (2006) advocates that advertising serves primarily a persuasive role. According to this view, advertising increases product differentiation and deters entry by contributing recognition and prestige to advertised goods, thereby inflating the market power of firms selling advertised goods and bracing prices. Nelson (2004), points to the important role of advertising in providing price and product quality information. Informative advertising reduces the costs associated with consumer search and facilitates substitution possibilities between products, resulting in lower prices and superior market performance. 
Shah et al., (2009) posit that other marketing variables such as economic conditions and the level of competition in the market also influence the advertising-sales relationship. Murphy and Cunningham (1993) state that linking advertising with sales impact is not appropriate as other marketing variables such as economic factors, market factors, affect the company sale. Theoretically, advertising can have direct influence on firm performance through its impact on market value or generating high returns for advertising firms. Similarly, advertising can also have indirect influence on firm performance by virtue of its ability to influence sales and profitability of a firm (Joshi and Hansen, 2010). Kim et al., (2002) established a positive link between advertising and profitability for those firms operating mainly in consumer goods industries. 
Eng and Keh (2007 believe that advertising effectiveness has to be captured by the additional sales of a product over and above those that would have happened in absence of any advertising or promotion. Although advertising managers have long believed that advertising's impact on sales can persist longer than the current period, the tendency to assume that advertising's effect on sales is short-term is yet prevalent. They further argue that the longer uses of advertising are better than less and shorter uses of it irrespective of the nature of contribution of advertisement to sales. The inability of measures to differentiate the impact of advertisement between its short term and long term effects have resulted in wastage of advertising expenditure. 
The result of Dekimpe et al., (2009) established that there is rarely any permanent effect of advertising on performance of organizations. Their findings proved that advertising does not change the structure of sales over the long run. They suggest that the diminishing impact of advertising may be because of choice of brand, quantity which is purchased and category incidence such as energy crisis. Pauwels et al., (2002) are of the opinion that when a consumer is exposed to a advertising offer majority of the time, the consumer has already purchased and practiced a particular brand so the impact of learning form the that purchase is minimal and is easily balanced by a simultaneous and similar competitive offering. Therefore the immediate effects of advertising are small. This is because of price promotion consumers are forced to make purchases and but this impact on sales cannot only be explained by accelerated rate of purchase due to price reductions.
2.1.6	Advertising Functions
The massive investment in brand promotion by Coca-Cola and Microsoft to the tune of $67.5billion and $59.9billion respectively in 2005 was an acknowledgement of the potency of advertisement in rendering the following functions as identified by Terence (2000:261).
1. Information: the role of advertising here is to communicate to consumers, the existence of goods and services. It tells consumers about what goods and services are available and in what locations they can be purchased and sometimes at what price. In playing the informational role, advertisement highlights the special physical and quality attributes of available goods to satisfy consumer needs.
2. Reminding: Advertising is intended to keep a brand’s name in the memory of
Consumers when a need arises that is related to the advertised product, past advertising impact makes it possible for the advertiser’s brand to come to the consumer’s mind as a purchase candidate. An advertisement created to do this is referred to as Reminder Advertisement.
3. Persuading: Effective advertising persuades customers to try advertised products or services. Often times, the persuasion may take the form of influencing primary demand i.e. creating demand for an entire product category.
4. Adding value: Given that there are three major ways a company can add value to its offerings, viz: Innovation, quality improvement and alteration of consumer perceptions; advertising adds value to brands by influencing consumers’ perceptions. Effective advertising causes brand to be viewed as more elegant, more stylish, more prestigious and probably superior to competitors’ offerings.
5. Assisting other company efforts: Advertising can be viewed as one member of the marketing communications tools. Terence (2000:264) puts it this way, “Advertising is at times a scorer that accomplishes goals itself. At other times, advertising’s primary role is as an assister that facilitates other company efforts in the marketing communications process”. While also playing this role, advertising is seen as assisting the effort of sales representative in that it tries to pre-sell the company’s product and provides salespeople with valuable introductions prior to their personal contact with prospective customers. To complement Terence’s view, Anyacho (2007:8) adds the following as part of advertising functions:
Education: Advertising creates knowledge about a wide range of products usage and the alternatives available and offers the right of choice.
Economic: Advertising stimulates commerce and industries. By promoting consumption, demand is created and with more demands, the factory produces more, thus; resulting into high domestic product, creation of wealth and employment.
Social: Advertisements that call people’s attention to good environment, cleanliness, good health, disease prevention etc are performing social functions.


2.1.7	Purpose of Advertising
Nwaizugbo (2004) identifies the following as the purposes for which advertising is based.
 It promotes product and organization
 It stimulates primary and secondary demand for the advertised product
 It is used to offset or counter the competitor’s advertising
 It helps to make the work of sales persons more effective
 It is used to increase the uses of a product
 It helps to remind and reinforce customer’s interest in a product or in an institution or idea
 It also can be used to reduce fluctuations in product sales.
Further to the above, Anyacho (2007) submitted that commercial oriented companies advertise to achieve the following results:
a. 	Create awareness in order to espouse the brand and the uniqueness of the product. 
b. 	Sustain interest and alleviate cognitive dissonance by constantly reinforcing the unique qualities of the products and services.
c. 	Fight competition to secure the desired market share
d. 	Increase profit thereby ensuring the continued life of the business
e. 	Increase turnover
f. 	Induce higher production volume resulting from increase in demand
g. 	Get more efficient in the utilization of resources as a result of increase in profitability
h. 	Invest in research and development
i. 	Expansion of market share.
2.1.8	Types of Advertising
Advertising can be grouped into two large divisions according to Anyacho (2007) which include:
a) Print Advertising: - All forms of copy work including non-audio visuals such as newspapers, magazines, posters, calendars etc. This form of advertising can further be grouped into:
 Display Advertisement: This is the larger and dominant type of advertising having illustrations blended with copy to create attract
 Classified Advertisement: These are small advertisements usually grouped according to their contents. They are mainly personal announcements paid for by individuals. Examples are; change of names, individual-based offers and bids.
b) Audio-Visual (Broadcast) Advertising: this refers to the advertising broadcast in radio and television, as well as emerging media like the internet. This form of advertising appeals to the sense of hearing and sight. Examples are; radio jingles and spot announcements.
2.1.9	Classification of Advertising
The following criteria were adopted by Anyacho (2007:10) in classifying advertising.
1. Classification by Target Audience: the originator of this class of advertising is mainly the producer who produces a product or service for profit. This class of advertising can take the following forms:
a) Consumer advertising: this occurs when the producer tries to reach and influence through the advertising mediums.
b) Trade advertising: Producers can direct consumer goods towards retailers and
Wholesalers In this form, the producer seeks the attention and patronage of supermarkets, hardware stores, specialty stores and small business people. The intent of this form of advertising is for those outlets to stock and promote the sale of a particular brand. Users are expected to make purchase from these outlets. The product could be promoted under the stores brand name.

2.2	THEORETICAL FRAMEWORK 
The theoretical perspective in a research reflects the researcher’s theoretical orientation, which is crucial to interpreting the data in a qualitative study, irrespective of whether it is explicitly or implicitly stated. In other words, theoretical perspectives play a role as the filter for focusing and bounding the data to be collected. Several theories are considered to be underpinning the study and include the porter’s five forces model of competition and the resource based view theory. 
2.2.1 The Porter’s five forces Theory 
The theoretical perspective views competitive advantage as a position of superior performance that a firm achieves through offering cost advantages or benefit advantages (Porter, 1980). This model attributes competitive advantage to the external environmental factors that a firm must respond to such as erecting barriers of entry to competitors, product differentiation, capital requirements, and buyer switching costs (Lado et al., 2002). The theory says that competition within an industry is determined by five forces namely; rivalry of industry competitors, threat of new entrants, bargaining power of buyers, bargaining power of suppliers, and the threat of substitute products (Porter, 1980). The theory further says that basing on the strengths or weaknesses of industry players, the competitive position of individual firms is partly determined, the rest of the external threats notwithstanding. Secondly, prospective new entrants to the industry, the bargaining power of buyers, the bargaining power of suppliers, and threat of substitute products, altogether have a potential of reducing considerably the competitiveness of organizations in the marketplace. 
Industry structure determines who will capture the value, but a firm is not a complete prisoner of industry structure - firms can influence the five forces through their own strategies. The five forces framework highlights what is important, and directs managers toward those aspects most important to long-term advantage. In this framework, gaining competitive advantage is determined primarily by responding effectively to industry-specific requirements. The five forces model constitutes a very useful way of thinking about and analyzing the nature of competition within an industry. However, the model presents a static picture of competition which slights the role of innovation and de-emphasizes the significance of individual company differences while overemphasizing the importance of industry and strategic group structure as determinants of company profit rates (Ghemawat et al., 2009). 
2.2.2 Resource-based theory 
The resource-based view stipulates that in strategic management the fundamental sources and drivers to firms‟ competitive advantage and superior performance are mainly associated with the attributes of their resources and capabilities which are valuable and costly-to-copy (Peteraf & Bergen, 2003). Building on the assumptions that strategic resources are heterogeneously distributed across firms and that these differences are stable overtime, Hoopes, Madsen and Walker (2003) examines the link between firm resources and sustained competitive advantage. Four empirical indicators of the potential of firm resources to generate sustained competitive advantage can be value, rareness, inimitability, and non-substitutability. 
Rugman and Verbeke (2002) argued that to have the potential to generate competitive advantage, a firm resource must have four attributes: it must be valuable, in the sense that it exploits opportunities and/or neutralizes threats in a firm’s environment; it must be rare among a firm’s current and potential competition; it must be imperfectly imitable; and there cannot be strategically equivalent substitutes for this resource. 
King (2007) states that building of capabilities derives from initial heavy and risky investments which allow firms to exploit the opportunities available for scale and scope. According to Rugman and Verbek (2002) the foundations of corporate success are distinctive capabilities i.e. architecture, innovation and reputation. Architecture is the network relationships that define a firm and it’s the capacity of firms to one, create and store organizational knowledge and routines. Two, capacity of firms to promote more effective cooperation between member so of the firm, three, capacity to achieve an open and easy flow of information between members of the firm and to and from outsiders and lastly capacity to adapt rapidly and flexibly. 
Reputation is the commercial mechanism for conveying information to consumers about product quality. Investing in and selling on reputation is saying in effect; a firm has a lot to lose if it fails to satisfy. Eisenhardt and Martin (2001) addressed the issue of generalizing the findings of the RBV in the light of the theory’s insistence on firm heterogeneity. They argued that since dynamic capabilities have commonalities across firms in terms of key features, they violate the RBV assumption of persistent heterogeneity across firms. It follows that while firms with more effective dynamic capabilities like superior product innovation are likely to have a competitive advantage over firms with less developed capabilities, dynamic capabilities in themselves cannot be a source of sustained competitive advantage.
2.2.3	Cognitive Response Theory 
This theory is the basis of the link between advertising and price elasticity of demand. On the one hand, high quality and product differentiation entail, in accordance with the theory of strength of the market, a decrease in price elasticity of demand, especially visible in the case of products involving the experience and, on the other hand, according to the information theory, actively seeking information by consumers generates an increase in sensitivity to price (Bagwell, 2005). Studies in this direction have led to results that seem to confirm both theories (Vakratsas and Amble, 1999; Reed and Ewing, 2004). An obvious consequence of the theory of cognitive response is that by which the sponsors attempts to create an effective advertising, using initially unique selling proposition, and then the product positioning in the market.
2.2.4	Affective Response Theory 
This is a different approach from that previously shown by the fact that it focuses on the emotional response that advertisement can generate (Holbrook and O`Shaughnessy, 1984). According to this theory, consumers form their preferences based on pleasure, feelings or emotions arising from exposure to the message, the objective characteristics of the product playing a less important role in this direction (Gardner, 1985). It is also required repeated exposure to the advertisement to determine the desired effects, but this repeated exposure can lose effectiveness when the frequency exceeds a certain level (wear in - wear out effect). This affective response takes into account, on the one hand, the promoted brand and, on the other hand, the advertisement itself. The creative concept may be largely based on melody, whose emotional effects are recognized. The problem with this theory is the impossibility of separating the affective effect from the cognitive ones. Although it is undeniable that advertising induces affective effects, they cannot however be detached by the cognitive ones.
2.2.5	Persuasive Hierarchy Theory 
This Theory assumed that in order to influence sales advertising should generate a number of effects on the consumer. Such effects are generated in a particular order, the first being considered as preconditions and at the same time, being the most important. It is believed that these effects are: cognitive effects, emotional effects and behavioral effects. Also occur, a number of factors with mediating role: the degree of involvement and attitude toward message. Involvement has been an object of intense study addressed in the literature. It can be defined as the personal degree of importance given to a product or situation, including the perceived risk in the purchase (Reed and Ewing, 2004). The degree of involvement usually varies from high to low, without considering, however, that it can be addressed simply by this dichotomy. In fact, the degree of variation is constant from one end to the other. According to this theory, there were a number of models. Elaboration Like hood Model was proposed by Richard E. Petty and John T. Cacioppo, they considering that consumer response is cognitive one that can take two directions, one related to the evaluation of product attributes and the other referring to the execution of the message (Lee and Schumann, 2004). Both directions follow the cognitive affective response. Another model aimed at intermediate effects that advertising generate, is that proposed by Deborah MacInnis and Bernard J. Jaworski C. (Smith and Yang, 2004). According to them, at the consumer level occurs six levels of mental processing, which are the following: 1. analysis of the characteristics which have the effect of affective mood 2. Primary classification with affective transfer effects 3. Analysis of meanings, whose effect is a heuristic analyze 4. Integration of information with primary persuasive effects 5. Assuming the roles with persuasive effects of empathic nature 6. Processes of construction with effects of self-persuasion.
2.3	EMPIRICAL REVIEW
Seldon and Doroodian (1989) showed that advertising increases demand of the cigarettes in the US though health warnings reduce the consumption of cigarettes. In fact, the interesting point he made is that the industry reacts to the health warnings by increasing its advertising. Nerlove and Waugh (1961) investigated the relationship between sales and advertising in the US orange industry by stating that industry output must always increase with the increase in the advertisement expenditure. There are also studies that reported the negative relationship between advertisement expenditure and sales like Baltagi and Levin (1986) used a dynamic demand for cigarettes and indicated insignificant income elasticity and significant low price elasticity. Similar negative relationship was worked out in the US cigarette industry by Hamilton (1962).  
Abiodun (2011) examined the impact of advertising on sales volume of Starcomms Plc. The study used frequency tables, percentages and Chi-square to establish relationship between advertising and sales volume of the company.  Despite the attempt made by the study to establish relationship between advertising and sales volume of the company, the study suffers from a number of weaknesses. The study failed to clearly reveal the impact of advertising on the sales volume of the firm because it utilized primary data that does not adequately capture the impact of relationships. Similarly, the sampling procedure of the study and the absence of validity and reliability test for the research instruments may have affected the data collected and by implication the findings of the study. Lastly, the number of questionnaire copies filled and returned was not adequate by any systematic standard for the test of hypothesis. 
In a related study, Akanbi and Adeyeye (2011) examined the relationship between advertising and sales volume of Nigerian Bottling Company Plc between 1999 and 2009.  Using the OLS regression technique and t-test on annual time series data of advert costs and sales volume as surrogates; the study found a significant relationship between advertising and sales volume of the company.  Despite the fact that the study provided a modest attempt to establish relationship between advertising and sales volume of NBC Plc, it is not completely spared of some limitations. First and foremost, the study failed to establish the stationary of the time series data used for testing the relationship. Furthermore, given that the study aims at finding out how advert costs can improve sales, the right proxies to employ should have been advert cost and sales in their absolute values. Thus, it is highly unlikely if the results of the study were not affected by these methodological issues.
Telser (1964) gave empirical evidence to show that there exists an inverse relationship between the intensity of competition and the intensity of advertising. Henry Simons, one of the major critics of advertising summed it up when he wrote that a major barrier to really competitive enterprises and efficient service to consumer is to be found in advertising, in national advertising especially and in sales organization which cover great regional or national areas. 
Olufayo, Ladipo and Bakare (2012) evaluated the relationship between advertising and patronage of a new product using Nestle Plc as a case study. They utilized responses from 170 copies of a questionnaire administered to customers, employees and distributors of Nestle Plc. The descriptive statistics of the various responses were presented and analyzed while the hypotheses of the study were tested using Spearman’s correlation coefficient. The study found that there is relationship between advertising and consumer patronage as well as between budget allocation to advertising and sales volume of the firm. The study suffers from a number of issues which include the use of responses to establish relationships between variables. Similarly, the mere presence of correlation between the variables of the study is not in any way suggestive of the direction of influence since correlation does not reveal which variable influences the other. Lastly, the conclusion of the study may not have been derived from the results obtained from data analysis because of the inability of correlation to explain causality.  In a nutshell, there are relatively few studies that have sought to empirically establish the connection between advertising as a cost element and the behavior of total sales volume of the food and beverages firms in Nigeria.
Boulding et al, (1994) used longitudinal and cross-section PIMS (Profit Impact of Market Strategies) data, in order to assess at the business-unit level the effect of advertising on demand elasticity. They report evidence that current advertising reduces future demand elasticity for firms that price above the industry average. Musa (2003) studied the relationship between advertising and organizational performance in Tanzania using a case study of TTCL Company. He found that advertising has a direct relationship with overall business performance in a company.
The conclusion of Dauda (2015) is not well spell out and contradicts itself as well as creates more complexity in understanding the actual effect of advertising on sales revenue and profitability. Secondly Dauda (2015) fails to explain the proportion of joint variability that the data used for analysis have in common in explaining the impact of advertisement on sales revenue and unemployment. This study will therefore attempt to confirm whether there exist a relationship between advertising expenditure and profitability of a selected commercial company as observed by Dauda (2015) as well as establishing the extent or proportion of the influence on profitability explain or predicted by advertising cost. The study will also examine the trend and strength of this relationship so as to arrive at a dependable solution; hence help in contributing to the body of knowledge available on the literature. The study intends to build on the work of Akanbi and Adeyeye (2011) and Dauda (2015) to help provide a better conclusion and recommendation.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	INTRODUCTION 
This chapter presents the methodology that was used to carry out the study. The chapter describes the proposed research design, the target population, data collection instruments and the techniques for data analysis. 
3.2	RESEARCH DESIGN 
Research design provides the conceptual framework within which research is conducted; it constituted the blueprint or roadmap for the collection, measurement and analysis of data (Kothari, 2007). The research design adopted was cross sectional descriptive design. According to Cooper and Schindler (2000), a descriptive research design is concerned with finding out the; who, what, where, when and how much. Furthermore, a research design is structured, has investigative questions and part of formal studies. The design was appropriate because the main interest was to explore the viable relationship and describe how the factors support matters under investigation. 
A cross sectional study looks at data collected across a whole population to provide a snapshot of that population at a single point in time. Descriptive design method provided quantitative data from cross section of the chosen population. This design provided further insight into research problem by describing the variables of interest.
3.3	POPULATION OF THE STUDY 
Population refers to an entire group of individuals, events or objects having common characteristics that can be observed and measured (Yin, 2003). The population of the study comprised of 8 cosmetics companies registered by Nigeria Association of Manufacturers (2014) operating in Nigeria and all of them participated hence the study was a census. 

3.4	SAMPLING SIZE AND SAMPLING TECHNIQUES
It may be bias if the sample method includes a high proportion of abnormal members of the population .Sample must therefore be representative of the population for which they are drawn. 
The area of study for this research work is Grobin Ventures Nig. Ltd, Ilorin; sampling technique adopted for this study shall be simple random technique. This is to avoid biasness in selection. The staffs of Grobin Ventures Nig. Ltd, Ilorin shall be the respondents; a total of 100 respondents will be drawn.  
3.5	METHOD OF DATA COLLECTION
Different methods are available for collecting data for the purpose of further analysis. The following are the four most popular method of data collection;
1. Direct Observation: Observation is a method of collecting, evaluating information in which the evaluator watches the subject in his/her usual environment without altering that environment. It is used when other data collection procedures such as surveys, questionnaire are not effective. The goal of observation is to evaluate an ongoing behaviour process, event or situation or when there are physical outcomes that can be readily seen. It can be overt when the individual in the environment know the purpose of the observation or covert when the individual in the environment is not aware of the purpose of the observation.
2. Questionnaire: This is a list of a research or survey question that is been asked from respondents and designed to extract specific information.   A questionnaire is defined as most frequent, very concise, preplanned set of questions designed to yield specific information to meet a particular need for research information about a pertinent topic.  The research information is obtained from respondents normally from a related interest area. 
3. Interview: This is a verbal conversation between two people with the objectives of collecting relevant information for the purpose of a research or study. It is particularly useful for getting the story behind a particular experience. The interviewer can pursue in depth information around the topic and it involves asking questions and getting answers from the participant in a study.
4. Documentation: Documentation is evidence provided in form of endnotes, footnotes and entries in bibliography for information and ideas borrowed from others. The evidence includes primary and secondary sources in research studies. Documentation shows the reader what ideas are yours and what information and ideas that are taking from other sources to support the point or issue in view.
Based on the secondary sources of data collection adopted in this research, the method to be utilized in collecting data is documentation method. The study therefore used annual figures for advertising expenses available in the annual report and accounts of the selected commercial company from 2004 to 2014 as a measure of advertising. Further, data relating to the data on the profit after tax or the net profit of the companies which are also available in the annual report and accounts were collected for the purpose of analysis in this research work.
3.6	INSTRUMENT OF DATA COLLECTION
Data collection can be thought of as means by which information is obtained from the selected subject of an investigation. There are various instruments which can be employed. The main instruments employed for this study is self-administered questionnaire.
Questionnaire: This is cheaper than any of the other two methods of primary data collection. This is because much manpower is not used in the questionnaire data collection. However, much more effort needs to be put into the design of questionnaire, since there is often no way of telling whether or not a respondent has understood the question or has answered them correctly. The questionnaire will be distributed directly to the respondents and the collection will be done a week after the distribution.
3.7	METHOD OF DATA ANALYSIS
Method of data analyses ranges from the parametric method such as ordinary least square ANOVAs, regression analysis, correlation analysis etc. and non-parametric data analysis technique such as the Mann Whitney U test, kruskal Wallis, Friedman test chi square test etc.  Also there are descriptive data analytics tool such as the mean, Skewness, Kurtosis and so on. 
The  analysis commenced by first of all testing for the assumption of normality and linearity of the time series data to enable us  apply the parametric method of  Correlation analysis otherwise non parametric method such as chi square, kruskal Wallis, Mann Whitney U test  etc. are best suited for the analysis. The research used descriptive statistics and inferential statistics such as the ordinary least square, Pearson correlation coefficient method of data analysis and the T-test statistic to ascertain the impact of advertising on the profitability of Business organization. 
The researcher uses the R version 3.2.3 statistical software for data analysis to analyze the data and arrived at a dependable conclusion. The R statistical Software is a robust statistical command line programming language with many computational capabilities that cover every area of human endeavor. It has more capabilities since it’s a command line programming language and can be compared if not more powerful than most advanced proprietary statistical software  such as SPSS, SAS, Minitab etc.
3.8	HISTORY OF THE CASE STUDY
Grobin Ventures Nigeria Limited is located in, Ilorin West, Kwara. Our company is mainly into Clothing Cosmetics Perfume Dealers and offering Perfume. It is a Beauty and Skin Care Consulting Firm. Small Business founded by Tara Fela-Durotoye who started in 1997 (an undergraduate at the time) as a Bridal Make-Up Artiste with her first make-up shop. With a Startup Capital of N15, 000.00, she began her conquest of the makeup business world.
In the beginning, she started out by working for a makeup outfit while waiting to gain admission into the university. There she mastered the trade and as a result the Lagos State university world was opened with all hands to welcome this makeup genius. After seeing the amazing impact of touch on people’s faces, she decided to get her first kit for NGN15, 000.00 and the journey began.
The turning point was when she did make up for a naval friend, there she had access to a big network and sales lead followed.
Subsequently, she started a make-up studio Grobin Nigeria Ltd and a make-up school for training and mentoring young women. Four years ago she began her Beauty Range Orekelewa suited for the Black African Woman which has become a resounding success too. She has also launched a fragrance “Be Inspired”.
Dolapo Kukoyi, Partner Designate at Detail Commercial Solicitors in one of her presentations put her tangible Assets (Inventory and cash Inclusive) at over Seventy Million Naira while she holds these IP Rights– Trademarks, Merchandising and Industrial Design Rights.
She enjoys the pioneer advantage, continuously innovates and also brings a personal touch to the business that factor in the needs and mannerism of the Nigerian Woman into consideration. HOT’s marketing strategy creates different channels for revenue streams and so products are also reasonably priced.





CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	INTRODUCTION
This chapter presents the analysis of the data collected for this study. The responses of the respondents to the questionnaire were analyzed by the use of frequency counts, simple percentage and descriptive statistic.
4.2	DESCRIPTIVE ANALYSIS
4.2.1     Demographic information of the respondents
This section analyze the demographic information of the respondents in respect of their age, gender, marital status, level of education, management level and working experience. These analyses are shown below:
Table 4.2.1 	Age Distribution Of The Respondents
	Age Group 
	Frequency
	Percentage (%)

	 21-25 years
26 – 30 years
31-35   years
36 – 40 years
40 And above
TOTAL 
	0
10
20
15
5
50
	0
20
40
30
10
100%


Source: researcher’s survey (2025)
Table  above revealed that out of the 50 respondents sampled, 0 persons (0%) are from21- 25 years, 10 (20%) were between ages 26 – 30years, 20 (40%) falls under age bracket of 31 -35years, while 15 (30%) falls under the age bracket of 36-40years and5 people (10%) are within the age bracket of 40 and above.  


Table 4.2.2	Gender Distribution Of The Respondents
	Gender 
	Frequency
	          Percentage (%)

	Male 
Female 
TOTAL 
	30
20           
50
	             60
             40
           100%


Source: researcher’s survey (2025)
From table above, 30 people (60%) out of the total population sample were male, while 20 people (40%) were female. This indicates that males are more than the female respondents as a result of the nature of that company.
Table 4.2.3	Marital Status Of The Respondents
	Marital Status
	Frequency
	Percentage (%)

	Single 
 Married 
 Divorced 
TOTAL 
	28
16
6
50
	56
32
12
100%


Source: researcher’s survey (2025)
Table above shows that 28 people (56%) from the total population sampled are not married, 16 (32%) are married, while just 6 (12%) are divorced and that the majority of the population sampled are singles which spend much time at the work place.
Table 4.2.4 Level Of Education Of The Respondents
	  Level of Education  
	       Frequency
	          Percentage (%)

	Secondary
Tertiary education  
 Professional 
TOTAL 
	            5
            20
            25            
           50
	             10
             40
             50              
           100%


Source: researcher’s survey (2025)
Table also reveals that 5 people (5%) of the total population sampled has Secondary Education certificates, 20 (40%) had tertiary education certificates and 25 (50%) had professional certificates. This indicate that the company have more professionals which most of them are at the top management level that formulate strategies for the company and thus reliable information is assured to be offered.
Table4.2.4: No of years in the organization
	Working experience 
	 frequency
	          percentage (%)

	  Less than a  year  
 1 – 5 years
 6 - 10years
11 – 15years
TOTAL 
	            9
            10
            19
            12
             50             
	             18
             20
             38
             24
            100


Source: researcher’s survey (2025)
Table above reveals that 9 people (18%) out of the total population sampled have been in the organization for less than a year, 10 people (20%) have been working for 1-5years, 19 people (38%) have been working for 6-10years, and 12 people (24%) have been working for 11-15years from the population sampled. This indicate that respondents that has work for 6-10 years are more than other respondents followed by respondents that has work for 11-15 years which know more about the organizations policy.
Table4.2.5:	Department In The Organization     
	Department  
	       Frequency
	   Percentage (%)

	 Marketing 
 Finance 
 Personnel 
Purchasing 
TOTAL 
	             19
             10
              9
             12      
             50
	             38
             20
             18
             24
            100%


Source: researcher’s survey (2025)
Table above reveals that 19 people (38%) out of the total population sampled are in marketing department, 10 persons (20%) out of the population sampled are in finance department, 9 persons (18%) out of the population sampled are in personnel department, 12 people (24%) out of the population sampled are in purchasing department.  
4.3	DATA ANALYSIS 
Table 4.3.1	Adertising Persuades You To Buy Product 
	Option
	No of respondents
	Percentage (%)

	Strongly agreed
	-
	-

	Agreed
	9
	8

	Undecided
	8
	16

	Disagreed
	29
	58

	Strongly disagreed
	4
	8

	Total
	50
	100


Source: researcher’s survey (2025)
	From the table above, it can be understood that every message an advert communicate is not always believed since 58% ascribe. 
Table 4.3.2	Advertising Run Everyday Is Assumed To Be Continous 
	Options
	No of respondents
	Percentage (%)

	Strongly agreed
	3
	6

	Agreed
	25
	50

	Undecided
	7
	14

	Disagreed
	14
	28

	Strongly disagreed
	1
	2

	Total
	50
	100


Source: researcher’s survey (2025)
	The table shows that half of the respondents (50%) agreed with the statement that advertising with the statement that advertising run every day is assumed to be continuous. However, 28% disagreed, 14% were undecided 6% strongly agreed while 2% strongly disagreed. 
Table 4.3.3	Opinion Distribution Of The Respondents On Whether Continious Advertising Make Customer To Try A Product 
	Option 
	No of respondents
	Percentage (%)

	Strongly agreed
	6
	12

	Agreed
	31
	62

	Undecided
	2
	4

	Disagreed
	11
	22

	Strongly disagreed
	-
	-

	Total
	50
	100


Source: researcher’s survey (2025)
	The table shows that 12% strongly agreed with the statement that continuous advertising. Make customer to try a product (Milo). However, 22% disagreed, 62% agreed, while 4% were undecided. 
Table 4.3.4	Opinion Distribution On The Ability Of Advertising to Create Brand Loyalty
	Option
	No of respondents
	Percentage (%)

	Strongly agreed
	1
	2

	Agreed
	16
	32

	Undecided
	8
	16

	Disagreed
	20
	40

	Strongly disagreed
	4
	8

	Total
	50
	100


Source: researcher’s survey (2025)
	The tabulation above shows that 40% disagreed with the notion the repetition of advertisement persuades consumer to be loyalty to a particular brand. However, 32% agreed with the statement, 18% were undecided 8% strongly disagreed and 2% strongly agreed. 
Table 4.3.5	Opinion Distribution Of The Respondents On Whether Demonstration Arouses Curiosity To Try Product 
	Option
	No of respondents
	Percentage (%)

	Strongly agreed
	11
	22

	Agreed
	30
	60

	Undecided
	5
	10

	Disagreed
	4
	8

	Strongly disagreed
	-
	-

	Total
	50
	100


Source: researcher’s survey (2025)
	The table reveals that 60% of the respondents agreed with the statement that demonstration of product during advertisement arouses the curiosity to try product. More so, 22% strongly agreed, 10% were undecided while disagreed and none strongly disagreed. 
Table 4.3.6	Opinion Distribution Of The Respondents On Whether Price Is A Determinant Of Choice Between Two Competing Products 
	Options
	No of respondents
	Percentage (%)

	Strongly agreed
	-
	-

	Agreed
	9
	8

	Undecided
	8
	16

	Disagreed
	29
	58

	Strongly disagreed
	4
	8

	Total
	50
	100


Source: researcher’s survey (2025)
	The table above shows that 50% of the respondent agreed that price determine to a large extent their choice when confronted with two competing product, 36% strongly agreed on the other hand, 8% disagreed, 4% disagreed while 2% were undecided. 
Table 4.3.7	Opinion Distribution Of The Respondents On Whether Quality Determine The Choice Of Purchase Between Two Product Of Close Substitutes 
	Options
	No of respondents
	Percentage (%)

	Strongly agreed
	30
	60

	Agreed
	18
	36

	Undecided
	2
	6

	Disagreed
	-
	-

	Strongly disagreed
	-
	-

	Total
	50
	100


Source: researcher’s survey (2025)
	The table 4.3.7 above shows that quality to a large extent determines consumer choice when confronted with two competing substitute. 
	The 6% strongly agreed 36% agreed while 4% were undecided and non disagreed. 
Table 4.3.8:	Opinion Distribution Of The Respondents On How Often Radio Advertisement Is Listen To 
	Option 
	No of respondents
	Percentage (%)

	Every time
	15
	30

	In the evening
	3
	8

	In the afternoon
	30
	62

	Occasionally
	-
	-

	Total
	50
	100


Source: researcher’s survey (2025)
	From the above tabulation, it can be observed that majority of the respondent 62% listed to radio advertisement occasionally. 
Table 4.3.9: 	Opinion Distribution Of The Respondents On How Often The Respondents Watch Television 
	Option 
	No of respondents
	Percentage (%)

	Every time
	8
	16

	In the evening
	14
	28

	In the afternoon
	-
	-

	Occasionally
	28
	46

	Total
	50
	100


Source: researcher’s survey (2025)
The table shows that majority as the respondent 56% watch television advertisement occasionally while 28% watch in the evening, 16% do so every time and none in the afternoon. 
Table 4.3.10:	Opinion Distribution Of The Respondents On The effective Medium of Advertising
	Option
	No of respondents
	Percentage (%)

	Newspaper
	4
	8

	Magazine
	2
	4

	Bill board
	3
	6

	Radio
	9
	18

	Television
	32
	64

	Total
	50
	100


Source: researcher’s survey (2025)
	The above reveals that 64% learns about a product that arouse their curiously and persuades them to buy through television. This is followed by radio which as 18%, newspaper with 18% bill board with 6% and magazine 2%.
4.4	TESTING OF HYPOTHESES
Hypothesis One
To test for the significant impact of advertising cost on the profitability of business organization using data obtained from the table above, we employed the correlation method of data analysis to examine the strength and the trend of the variable under study.  The R 3.2.3 statistical software was used in analyzing the time series data collected.
Hoi.	Advertising does not have influence on organizational performance of cosmetic firms in Nigeria. 
Hii.	Advertising have influence on organizational performance of cosmetic firms in Nigeria.
Table 4.3.11 	Correlation result for the variables 
	Test statistics

	
	  Pearson   correlation

	Coefficient 
	-0.06242850

	T-test (9)
	-0.187652

	P-value 
	0.8553



Sources: R 3.2.3 Output, 2018
Table 4.3.12: 	OLS, using observations (T = 11)
Dependent variable
	 
	Coefficient
	Std. Error
	t-ratio
	p-value

	Const
	22803.5
	15698.9
	1.4526
	0.1803

	ADVCOMPANY
	−0.97592
	5.20071
	−0.1877
	0.8553



	Mean dependent var
	 20106.36
	
	S.D. dependent var
	 19907.71

	Sum squared resid
	 3.95e+09
	
	S.E. of regression
	 20943.64

	R-squared
	 0.003897
	
	Adjusted R-squared
	-0.106781

	F(1, 9)
	 0.035213
	
	P-value(F)
	 0.855312

	Log-likelihood
	−123.9501
	
	Akaike criterion
	 251.9003

	Schwarz criterion
	 252.6960
	
	Hannan-Quinn
	 251.3986

	Rho
	 0.383976
	
	Durbin-Watson
	 1.126776


	         Sources: R 3.2.3 Output,  2018
Discussion 
From the analysis of hypothesis one in table 4.3.10 which test for the significance of the impact of advertising and the profitability of business organization, the correlation reveals that there is a very weak negative linear relationship or agreement between advertising of the company’s product and the profitability of the company at % -6. This means that an increase in advertising expenditure of Grobin Nig ltd by ₦1 will lead to a little or no decrease in the profit of the company by 0.06% vice versa. To test for the significance of the impact the t test statistic computed of -0.187652 is less than the critical value of 2.262, this means that we cannot reject the null hypothesis of no correlation. Therefore we conclude that advertising does not have significant impact on profitability business organization even though there is a very weak negative relationship between the advertising and profitability of the company. This means that despite the weak negative relationship between advertising cost and profit of the company we can not say that advertising significantly impacted the profit of the company negatively and that any negative impact that may exist is only due to chance.  
To show whether any relationship exist between advertising of the company and the profitability of the company the ordinary least square regression analysis above shows that for every ₦1 increase in advert expenses the profit made will reduced by ₦ 0.976 or put other way a 1unit increase in advert expenses will lead to a 0.976% reduction in profit. The adjusted R squared   shows that the proportion of variability or variance in profitability and of the company is explained by -10.6% advertising expenditure.
To enable us to reject or do not reject the null hypothesis (Ho) of significant relationship between advertising and profitability of business organization the t-test statistic and p value is computed. The T-test ratio computed of −0.1877 is compared to the T-test critical value of 2.262 and the null hypothesis could not be rejected since the test ratio calculated of -0.1877 is more than ±2.262 critical values at 5% significance level and 9 degree of freedom.  Since the null hypothesis of no significant relationship could not be rejected, we then conclude that advertising of have no relationship with the decrease in profitability of Business Organization. The T-test for significant of the relationship reveals that, there is no significant relationship between the advertising of UBA and its profitability. This means that any form of negative linear relationship that exist is not significant enough and may be due to chance
Hypothesis Two:
Ho2:	There is no relationship between advertising and organization performance in Cosmetic firms in Nigeria
Hi2:	There is relationship between advertising and organization performance in Cosmetic firms in Nigeria

	VARIABLE
	NUMBER 
	MEAN
	S.E 
	D.F
	Z-TEST AT  49, DEGREE                        OF FREEDOM
	CRITICAL VALUE

	
	
	
	
	
	
	95
	90

	The pricing method used by the organization has help in building market share for new product.
	

50
	

   4.5
	
  0.0949
	

   49
	

57.95
	

1.96
	

1.64


Source: researcher’s computation (2018)
		From the table above, it shows that the calculated z-test at 49 degree of freedom is 57.95, when compared to the critical t-value at 95% and 90% are 1.96 and 1.64 respectively. Thus, since the tabulated value 1.96 < 57.95 the calculated value, the null hypothesis (H0) of there is no significant relationship between advertising and organizational performance is rejected and the alternative hypothesis (H1) that there is significant relationship between advertising and organizational performance is therefore accepted. 
Hypothesis Three:
Ho3:	Advertising does not increase organization profitability in Nigeria
Ho3:	Advertising increases organizational profitability in Nigeria

	VARIABLE
	NUMBER 
	MEAN
	S.E 
	D.F
	Z-TEST AT 49 DEGREE                        OF FREEDOM
	CRITICAL VALUE

	
	
	
	
	
	
	95
	90

	Promotion used by company has increase the awareness of the new product
	

    50
	

   4.48
	

0.1421
	

   49
	

   38.8
	

1.96
	

1.64


Source: researcher’s computation (2018)
		From the table above, it shows that the calculated z-test at 49 degree of freedom is 38.8, when compared to the critical t-value at 95% and 90% are 1.96 and 1.64 respectively. Thus, since the tabulated value 1.96 < 38.8 the calculated value, the null hypothesis (H0) of Advertising does not increase organization profitability in Nigeria is thus rejected, and the alternative hypothesis (H1) that Advertising does not increase organization profitability in Nigeria is therefore accepted, this means that there is effect of promotional activities that brings about the new product awareness to the consumer.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.0 INTRODUCTION 
This chapter gives the summary, conclusion and recommendations and limitations of the study. The suggestion for further research was also highlighted. 
5.1 SUMMARY OF FINDINGS 
The study found out those cosmetic companies advertises their products through various medium, however before deciding which medium to use, the companies considers the product features, message characteristics, objectives of advertising, audience characteristics and the cost of medium. The marketplace is evolving so rapidly in many cases that knowing what’s working and what’s not almost as fast as it is happening has great value. Advertising not only helps firms generate awareness among customers for their products and services but also serves as a useful vehicle in promoting brand image of products and services offered at the target market. 
The study established that advertising in the cosmetic industry enables the companies to create good image and promote the reiterate purchase of the product or service, create large market segment which leads to the development of larger market, maintain superior stand in the industry, establish good relationship with potential customers and reduce consumer dissonance. 
The study found out that advertising plays a critical role in the competitive cosmetic industry as it helps the companies create awareness, appeal, creation of standards through competition, conviction, minimize hindrances between the organization and customers and employment opportunities. Performance of the cosmetic companies is influenced by advertisement being undertaken by the company as it enables the companies to achieve its set goals through the non-uses trying to use the product while at the same time encouraging season buying. The survival of the companies in any industry depends on competition and the strategies put in place by the company and therefore the pursuit of advertisement by the companies being one of the strategies will enable the companies to enhance the purchase of organizational products by the consumer, increase volume of sales, increase the profits of the organization and enhance the organization relationship with its customers. 
5.2 CONCLUSION 
Experience has shown that for any organization to succeed or grow and at the same time keep abreast with the rapid changes in today’s business and technological environment, the laws of success must be observed and obeyed as a guiding principle. Otherwise, failure will subsist. Advertising policy is one of the inevitable laws of success in an organization. It is a truism that success or otherwise of any company lies in its ability to evolve the right strategies at the right time. Right strategies at wrong time can spell doom for an organization. Even the right strategies and right timing are not sufficient, the implementation, evaluation and monitoring of the strategies are germane to the success of the company. Advertising is one of these strategies. From the analysis and the findings, it is crystal clear that there advertising has an effect on the performance of cosmetic companies. 
From the study it can be concluded that advertising plays a major role in the performance of an organization as it creates awareness while at the same time encouraging the non-users to try the products or services of the firm and this will make the company to be competitive. Advertising not only helps the companies to maintain superior stand in the industry and profit maximization, it provides information about a products or services and also gives consumers free television and radio programmes. Advertising gives a clear image for any product or service of a company which is a great asset. A well structured and continuous advertising might stand as one of those strategies to sustain a distinct market position. It could also help to identify strong market competitors. No matter how successful a product or service is for a company and regardless of the edge the company has in the industry, advertising is a must and should be a continuous activity.
5.3	RECOMMENDATIONS
The study found out that advertising plays a role in the operations of the cosmetic companies and it is recommended that the companies should endeavour at all time to have a planned and systematic sales promotion programme in place as this would help to make such advertisement implementation effective. Top management should be involved in the continuous evaluation and monitoring of advertising to ensure that the goals and objectives set are achieved and appropriate corrective actions are taken in the event of deficiencies. The companies should harmonize all departments so as to realize the goals and objectives of advertising. 
The study established that the cosmetic companies consider several factors before deciding which medium to use to advertise. It is recommended that as advert campaigns are relayed from different service providers, the adverts should be used to aid the customers to identify the company’s products or service when they are making a purchase decision. The companies should also ensure that advertising agencies place their product adverts on stations and places where the consumers will easily identify with them make a purchase. A good advert should be effective, persuasive and contain the necessary information on the products. Regular and consistent up-to-date training on product information should be given to the advertising agency so that they will have the current knowledge and skills to handle the adverts and also to ensure that product information is being emphasized so as to enlighten the customers. 
As a result of long term benefit of advertising on the economy, the Government should compel all companies operating in the cosmetic industry to educate consumers and the general public about advertisement of their products. This will protect the public from side effects of the various products that are being sold by the companies. The companies should be aware of the fact that there are times when the effective use of advertisements are needed e.g. during festive periods. Companies should take full advantage of such peak seasons by developing an effective and efficient advertising campaign that can arouse consumer’s awareness, thereby leading to increase in sales.
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APPENDIX I
Department of Business Administration
Institute of Finance and Management Studies
Kwara State Polytechnic, Ilorin
P M B 1375, Ilorin, Nigeria
March, 2018.

Dear respondents,
                I am a final year student of the department Business Administration, Kwara State Polytechnic, Ilorin. I am carrying out a research on the Impact of Advertising on Organizational Performance in partial fulfillment of the requirement for the award of Higher National Diploma (HND) in Business Administration.
            The questionnaire is strictly for the purpose to obtain information on the application of strategic marketing planning on new product in manufacturing industry, a case study of Grobin Nig. Limited Ilorin Kwara State.
          Co-operation in answering this questionnaire would be appreciated.


		          Yours faithfully,
			
				
			Cole Deborah Anuoluwapo



QUESTIONNAIRE
SECTION A: (PERSONAL DATA)
Please tick (√ ) the box that correspond to your choice of  response.
1.	Gender (a) male   (  )     (b) female (   )
2 .	Age ( a)21-25yrs   (     ) (b)26-30yrs  (   ) (c)31-35yrs (    ) (d) 36-40  (    )  
(e) 40 and above ( )
3. 	Educational qualification (a) secondary education (  )   (b) Tertiary education ( )                      ( c) professional qualification (   )
4. 	Number of years in the organization?(i) less than 1year in the organization ( )  (ii )1- 5 years (  )   ( iii ) 6-10 years (  ) 11 – 15 years  (  )
5.	Department (I )  Marketing  (  ) (ii )  Finance ( ) (iii)  Personnel  (  )
(iv)  Purchasing (   )


SECTION B
	Please read the following statements carefully and indicate your opinion by ticking ( √) just one of the four options in front of the statement.
	The keys are:
            Strongly Agree      (SA)
 Agree                    (A)
	Indifferent               (I)
            Disagree                  (D)
           Strongly Disagree    (S)
	S/N   
	                                     ITEMS
	SA
	A
	I
	D
	SD

	1.
	Adertising Persuades You To Buy Product
	
	
	
	
	

	2.
	Advertising Run Every day Is Assumed To Be Continues
	
	
	
	
	

	3.
	Opinion Distribution Of The Respondents On Whether Continuous Advertising Make Customer To Try A Produ
	
	
	
	
	

	4.
	Opinion Distribution On The Ability Of Advertising to Create Brand Loyalty
	
	
	
	
	

	5.
	Opinion Distribution Of The Respondents On Whether Demonstration Arouses Curiosity To Try Product
	
	
	
	
	

	6.
	Opinion Distribution Of The Respondents On Whether Price Is A Determinant Of Choice Between Two Competing Products
	
	
	
	
	

	7.
	Opinion Distribution Of The Respondents On Whether Quality Determing The Choice Of Purchase Between Two Product Of Close Substitutes
	
	
	
	
	

	8.
	Opinion Distribution Of The Respondents On How Often Radio Advertisement Is Listen To 
	
	
	
	
	

	9.
	Opinion Distribution Of The Respondents On How Often The Respondents Watch Television
	
	
	
	
	

	10.
	Opinion Distribution Of The Respondents On The effective Medium of Advertising

	
	
	
	
	



