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ABSTRACT
This is a research work carried out to evaluate the impact of advertising on consumer behavior with particular reference to De-united Foods Industries Ltd, makers of Indomie noodles. Data for the research were collected through primary and secondary sources. The collected data were analyzed in tables and simple percentages, while the hypotheses were tested using the chi square technique. Given three hypotheses as stated in chapter one, these hypotheses were tested critically  in  chapter  four  to  reveal  the  authenticity  of  responses  by  the respondents to the research questions. In the final analysis, attempts were made to bring to summary the tested research hypotheses, which proved that: 1. Advertising has improved consumer preference for Indomie noodles to other noodles. 2. There has been significant increase in sales of Indomie noodles as a result of advertising 3. De-united Foods Industries Limited has been able to overcome competitors through advertising.
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CHAPTER ONE
1.0 INTRODUCTION
1.1 BACKGROUND OF THE STUDY
We live in a fast-changing and increasingly complex world. The business landscape grows more intricate each day, making decision-making more difficult and risk-prone. Many businesses fail as a result of poor choices, causing investors to lose money and become disillusioned—a trend that negatively affects economic growth. While some companies are emerging and thriving in marketing their goods and services, others struggle to gain traction, likened to a barber’s chair—lots of movement but no progress—as they battle to connect with their target audience. At the same time, consumers face their own challenges, including indecision, skepticism, apathy, and confusion—factors that significantly hinder sales and business growth.
A major obstacle marketers face is how consumers perceive their products. Consumer perception influences every aspect of their behavior, from who they associate with to the brands they choose to purchase. In business, consumer opinions often outweigh marketing messages. How individuals view various brands in a product category determines their purchase decision. Despite significant investments in advertising, sales promotions, and in-store displays, many companies find that consumers fail to recall either the product or its promotional campaign. Ultimately, a consumer's decision to buy depends on whether marketing communications effectively encourage that decision.
Currently, the global economic downturn has taken a toll on the local economy. Reports about financial instability are alarming, and more companies are either closing down or considering exit due to unfavorable business conditions. Amidst this crisis, surviving companies are fiercely competing to win over consumers. Understanding why consumers behave the way they do has become essential for business survival.
This study, therefore, aims to assess how advertising influences consumer behavior, using Indomie noodles—a product of De-United Foods Ltd.—as a case study. Indomie, with its multiple flavors such as Onion, Chicken, and Suya, has grown into a well-known household brand since the late 1990s. Today, even toddlers can fluently pronounce its name, despite the increasing competition from other noodle brands like Chikki, ‘O’ Noodles, Mimi (from May & Baker), and the more recent Golden Penny noodles by Flour Mills Plc. With such intense competition, a large advertising budget becomes vital. This research focuses on evaluating how these advertising efforts affect consumer behavior and perception.
Brief History of De-United Foods Industries Ltd
De-United Foods Industries Ltd began operations in Nigeria in 1995, becoming the country’s first instant noodles manufacturing company, headquartered in Ota, Ogun State. It is a joint venture between the Salim Group of Indonesia and the Tolaram Group of Singapore. The Salim Group, a majority shareholder in PT Indofood Sukses Makmur—a publicly traded company in Indonesia—owns the Indomie trademark and contributes technological expertise in noodle production. The Tolaram Group, based in Singapore, operates in Nigeria and across eleven other countries globally.
According to Mr. Ashish Checker, the company’s Chief Operating Officer, De-United’s vision is to lead the instant noodles market in Africa by satisfying customers through a diverse product range, enhancing value for stakeholders, and investing in human capital and community development. The mission statement emphasizes the company’s goal to dominate the market by delivering a variety of high-quality products that fulfill customer needs.
 1.2 STATEMENT OF PROBLEMS
Advertising is costly; often its effects are uncertain, and sometimes it takes a while before it makes any impact on consumers’ buying behaviour. It is for these reasons that many companies think it appropriate, occasionally to reduce expenditures on advertising or to entirely eliminate it. On the other hand, some companies sometimes consider it unnecessary to advertise when their brands are already enjoying great success without advertisement. Such behavior implicitly fails to consider the fact that advertising is not just a current expense or mere exercise but an investment.
Competition poses another problem area of this study. Prior to year 2004, indomie was the only noodles in the market, which means, absence of competition. Given this situation, the product  recorded  high  sales  within  the  afore-mentioned  period.  Today,  the  massive introduction of the noodles earlier mentioned had made way for competition as so many women who used to sell only indomie noodles now share their resources among the different 
brands in order to maximize profit.  Also, identified was in the area of children who are seen as the chief consumers of indomie noodles. Before now, the indomie jingles (indomie, indomie,indomie noodles, delicious and tasty ……………) was sang often among them. 
Today, it’s amazing how these children now sing the mimi noodles jingles more than the popular indomie jingles. This means that perhaps, these children hear more of the mimi jingles than that of indomie, and as a result, a good percentage of them would no doubt 
change from consumption of indomie to mimi. All these, have resulted in low sales of indomie noodles.
1.3  OBJECTIVES OF THE STUDY
This study is guided by the following objectives.
1. To determine the role of advertisement in marketing of consumer goods
2. To understand consumers’ views and or opinions towards advertisement of consumer products in general and indomie noodles in particular.
3. To measure the extent to which advertisement influences the behavior of consumers of indomie noodles.
4. To ascertain if a consumer good can overcome competition without advertisement
5.  To determine if advertisement increases consumer’s  preference of a particular product to others.
6. To ascertain which medium of advertisement will make greater impact in advertisement of consumer goods

1.4  RESEARCH QUESTIONS
This study seeks to address the following questions:
·   Is advertisement an effective tool in marketing of indomie noodles or just a mere excercise?
· To what extent do other promotional activities undertaken by the company impact positively on the consumers of the product?
· Are there steps taken to ascertain the impact of advertisement of Indomie noodles on consumers?
· Has advertisement improved consumer preference for the product to other noodles?    Has the company been able to overcome competition through advertisement? 
· Did advertisement play any role in defusing the bad publicity that was associated with the poisonous indomie in 2005?
1.5   STATEMENT OF HYPOTHESES
In this work, effort has been geared towards propounding three hypotheses, viz:
·  HO1: Advertisement has not improved consumer preference for Indomie noodles to other brands.
· HO2: There has not been significant increase in sales of Indomie noodles as a result of advert.
· HO3: De-united has not been able to overcome its competitors through advertising.
1.6  SIGNIFICANCE OF THE STUDY
In this work, attempt has been made to identify its significance to: Business organizations, Academics and the Researcher.
Businesss Organizations: The need for prudent management of financial resources in an organization is of great concern. It’s amazing however; that at anytime an organization is going through some hard times 
financially, first thing that runs into the mind of the management staff is a cut-down on advertisement and promotion budget or eliminate them entirely as a step to ameliorate their 
predicament. This study therefore, has been designed in such a way as to aid organizational managers realize that measurement is very important in advertising. Therefore, before decisions are taken on whether to eliminate advertisement or cut-down the budgets, efforts must be made towards ascertaining the impact of such advertisement, hence; a call for checks and balances.
To Academics: Before this study, some past studies found that advert had increasing effect on consumer satisfaction; others found that advert had negative impact and led to consumer dissatisfaction. No research has ever found why conflicting results were obtained in this area of research. To academics therefore, this work will provide a basis for further research works. To further achieve this, relevant and authentic references have been cited.
To the Researcher:
The researcher is an advertising practitioner; hence, embarking on this work will increase his knowledge of media planning. Above all, this study is designed in partial fulfillment of the requirements for the award of National Diploma of the department of marketing, kwara state polytechnic, ilorin
1.7  SCOPE OF THE STUDY
This study was carried out only in Lagos State and the markets within the state apart from few visits made to the company in Ogun State. The study is limited to De-united Industries Ltd and its products indomie noodles. However, efforts were made to identify other competing brands of noodles such as Mimi noodles, Chikki noodles, O’ noodles and the golden penny noodles and at the end, conclusive reports were drawn for the success of this work.
1.8  LIMITATIONS OF THE STUDY
The  researcher’s  efforts  to  obtain  intensive  and  conclusive  information  necessary  for  a comprehensive work on this study were restrained by the following;
· Attitude of Respondents: Most of the responsible officials of De-United were reluctant to divulge some vital information which they claimed might be used in favour of their competitors. The high level of illiteracy amongst the market woman  who sell indomie noodles poised another threat, in that some of these woman felt being disturbed in their businesses and were not ready to waste their time in answering questions that would not profit them. On the other hand, other individuals who sell both indomie noodles and other noodles were just indecisive.
· Cost: Efforts to obtain expensive but very relevant materials were not met due to lack of sufficient fund. This factor also restricted the researcher’s study in only Lagos  State, apart from few visits to the company in Ogun State, as he could not afford the high transportation cost of visiting other areas. Most of the visits in some areas were made on motorcycle with its attendant risks.
· Time: It was also very difficult for the researcher to combine this work with his official duties in the place of work. Sometimes, the few hours permission he got from his superior officer in the office were not enough to carry out a comprehensive study for this topic. Another time constraint was in the area of some respondents giving  attention at their convenience and as a result, the researcher was often asked to come back next time for attention.
1.9  DEFINITION OF TERMS
Advertising: According to Arens (2004:7), advertising is the structured and composed non-personal 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.
Consumer behavior: are those acts of individuals directly involved in obtaining and using economic goods and services. (Nwaizugbo 2004:66)
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 (2007:7).
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 2004:113)
Brand Equity: this refers to the added value endowed to products and services. Kotler & Keller (2006:276)
Brand promise: Is the marketer’s vision of what the brand must be and do for consumers. Kotler & Keller (2006:278).
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 (2000:8)







CHAPTER TWO
2.0 REVIEW OF RELATED LITERATURE
2.1  ADVERTISING: AN OVERVIEW
“Advertising presents the most persuasive selling message to the right prospects for a product or service at the least possible cost.”
The UK Institute of Practitioners in Advertising (adapted from Dogudje 2009).
“Advertise or die” were the words of Kankarofi, the APCON Registrar in a paper he recently presented on Options for Corporate Survival: a seminar organized in Lagos by the Nigeria-South Africa Chamber of Commerce. He emphasized on the need for corporate/business 
organizations to sufficiently appreciate the place of advertisement in the survival of their business.
In the words of Kaufman (1980:3), “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 (2004:181) 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 (1985:3) submitted that advertising is the means by which we make known what we have to sell or what we want to buy.
In other words, the British Code of Advertising Practice (as adapted from Dogudge, Aug. 2009 APCON Seminar), defines advertising as a paid-for communication addressed to the public or a section of it, the purpose of which is to influence the opinions or behavior of those to whom it is addressed.
Whereas, Kotler & Armstrong (2007:426) see advertising as any paid form of non-personal presentation and promotion of ideas, goods, or services by an identified sponsor.
To Anyacho (2007:6), advertising is a form of communication through the media about products, services, ideas paid for by an identified sponsor.
Wright, Winter & Zeigler (1983:8) 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.
Paid Form: When products or services are mentioned favorably in the media, the item appears because it is presumed to provide information or entertainment for the audience. This is called publicity, and no payment is made by the benefited organization. Advertising on the other hand is published or broadcast because the advertiser has purchased time or space to tell the story of a certain product or service.
Non-personal: Personal selling takes place when a personal face-to-face presentation is made. Although advertising complements or substitutes for personal selling, it is done in a non-personal manner through intermediaries or the media.
Ideas, Goods and Services: From this phrase, it’s obvious that advertising is not all about promotion of tangible  goods  as other service  providing organizations  such as banks, Insurance companies, Airlines etc also advertise as aggressively as do other manufacturers of tangible goods.
An Identified Sponsor: This phrase states that advertising must disclose or identify the source of opinions and ideas it presents.
2.2 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.
2.3 PURPOSE OF ADVERTISING
Nwaizugbo (2004:182) 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 (2007:9) 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.

2.4 TYPES OF ADVERTISING
Advertising can be grouped into two large divisions according to Anyacho (2007:9) 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.
2.5 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:
* Consumer advertising: this occurs when the producer tries to reach and influence through the advertising mediums.
* 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.
* Public  Relations  Advertising (Institutional  advertising): Producers  sometimes  use advertising to promote their public relations objectives.
2.  Classification by media type: Classification of advertising according to exposure channels may take any of the following forms.
a)  Print Advertising: these comprise newspapers, magazines, books, pamphlets, leaflets, posters etc.
b)  Broadcast: include radio, television/satellite/cable and home video
c)  Out-of-home Advertising: uses signs, billboards, transit (train, buses, sales van), point of sale materials, mobile megaphone messages etc.
3.  Classification by Geographical Area: this encompasses the following:
a)  International Advertising: this refers to advertising designed to reach several countries and societies. As the concept of world market is becoming interesting to producers, products made in one country find themselves in other countries and advertising is seen to be serving this purpose. Media used here are cable networks, satellite television, international newspapers and magazines, the internet etc.
b)  National Advertising: this has the aim of reaching out to the audience all over a country.  When  a  product  is  designed  to  be  marketed  throughout  the  nation, advertising  follows.  Media  used  are  national  television  and  radio  networks, newspapers, magazines, direct mail, billboards etc.
c)  Regional Advertising: this is advertising intended for specific zones within a country. It is suitable for marketing products confined to specific parts of the country. 
A typical example of such product is the Dudu Osun Soap which is sold in the South-western part of the country.
d)  Local Advertising: this form of advertising is intended for the marketing of products or services within a local environment. It is best suitable for supermarkets, retail shops, food stores etc. Local advertising informs the target audience about where to purchase the goods advertised. This is also called retail advertising. Most common media used are directional signs, signboards, billboards, local newspapers, and local radio stations.
e)  Travel Advertising: this is tourism-related advertising. It enables organizations to reach out to international audience to sell holiday services available. The essence is to make international travelers patronize the resorts centre anytime they visit the country where they are located.
2.6 ADVERTISING STRATEGY
This is an action plan that guides the Advertiser towards accomplishing the advertising objectives. An advertising strategy according to Ehikwe (2006:160) is required to determine the specific marketing tasks that  advertising will have to perform in the sale of a product. Advertising strategy is what the advertiser says about the brand being advertised.
Advertising strategy however, involves four major activities as identified by Terence (2000:266).
1.  Objective setting
2.  Budgeting
3.  Message strategy and
4.  Media Strategy
1. SETTING THE OBJECTIVE: Advertising objectives are the desired goals expected of advertising efforts. These goals are based on the current or anticipated competitive situation in the product category and the problems that the brand must confront or the opportunities that are available for it to seek. Objectives provide the foundation upon which every advertising decision is channelled. The necessity for setting advertising objectives arises for the following reasons:
a)  Advertising objectives are an expression of management consensus. In the course of setting objectives, top management personnel agree on the duration for the advertisement, as well as the task it is to be accomplished for a specific brand.
b)  Objectives setting guide the budgeting, message and media aspects of the brand. This means that how much money to be spent, kinds of advertising message and choice of media are all determined by the set objectives.
c)  Advertising objectives provide standards against which results can be measured. Good  objectives  set  precise,  quantitative  yardsticks  of  what  advertising  hopes  to accomplish. Subsequent results can be compared with these standards to determine whether the advertising accomplished what it was intended to do.
2.7 ADVERTISING MEDIA
The media which is the plural of medium, generally, refers to vehicles used to convey information, entertainment, news and advertising messages to an audience. Advertising Media, according to Wright etal (1982:127) are the means by which advertisers reach their prospective customers with advertising messages.
 The media mix
The choice of media for advertising poses a problem in deciding which medium or media mix that will reach a client’s prospective customers. However, the media mix variables can be categorized into:
a)  The Electronic/Broadcast Media and
b)  The Print Media
c)  Out-of-homes
d)  The new media
The electronic media
The broadcast media such as radio and television are frequently referred to as electronic media. As channels of communication, television and radio are fundamentally different. While television has the features of sight, sound and motion, the radio depends on sound 
alone. These differences notwithstanding, the two forms of media have something in common,   as   both   transmit   messages   through   the   airwave   and   are   received instantaneously. However, the signals transmitted by the two media are transient in nature, i.e. the messages are lost if not received as the broadcast is being made.
a)  The Television:
This, perhaps, is the most popular medium of mass communication. Its strength lies in the ability to transmit video and audio signals simultaneously, thereby appealing to the senses of sight and sound of its audience.
Types of Television Broadcast:
A great deal of change has taken place in the technical aspects of television. Owing to this development, several types of television systems are now available to advertisers for delivery of their messages to their target audience. These television broadcast types are discussed briefly below:
1. Network Televisions: Whenever a programme originates from a single source and the same programme is broadcast simultaneously by more than one station, such broadcast arrangement is known as network broadcasting. For instance, the Nigeria Television Authority which has many stations spread all over the states of the federation, and these stations can on their own originate programmes and air within their coverage areas. On the other hand, the same Television Authority can hook up with these local stations to broadcast network programmes.
2. Cable Television: This is a model of broadcasting whereby signals are delivered to homes through the cable, usually on subscription. In Nigeria today, examples of cable television are DSTV, HITV and most new, the Daarsat.
3. Local Television: A local television station originates its own programme and is affiliated to a network whose programme it can broadcast on arrangement. It is an individual station, broadcasting in a limited geographical area. This may be a better medium of use by many advertisers due to its relatively lower rate than national   television   network   especially   for   brands   targeted   for   specific geographical areas. Examples are the AIT, Silverbird Television, IBC, TVC etc.














CHAPTER THREE
3.0 RESEARCH METHODOLOGY
3.1 INTRODOCTION
This chapter is aimed at highlighting the method employed by the Researcher in carrying out this study.
Research according to Salau (1998:2) has to do with an inquiry into the unknown. In other words, it is a systematic and objective method of finding solution to a particular problem. The word “problem” here can be something most people do not understand or 
something that has been causing anxiety or disagreement or something everybody has been talking about or something that is not clear or a gap in existing knowledge.
In any research work therefore, there must be a procedure to follow. This procedure in general is referred to as Research Methodology. Research Methodology according to Onumonu (1985:3) is defined as a controlled investigation of the theoretical and applied aspects of measurement, mathematics and statistics, and the ways of obtaining and analyzing data.
However, this study by its nature requires much information from a real life of practical situation beyond what various authors in Advertising and Consumer behavior have written, which are essentially more of principles and theories.
3.2 SOURCES OF DATA
Two sources of data were employed, namely
a)  Primary and
b)  Secondary sources of data
Primary sources of data
To achieve this, the researcher undertook personal interviews amongst market women/distributors of Indomie noodles (generally referred to as customers of De-united) and staff of the company in the advert department and top management, all selected at random. Also, questionnaires were used to collect necessary information to avoid bias.
Secondary sources of data
The sources of secondary data used by the researcher include, Library research, Journals and Brochures on related subject, opinions and views of various authors in related subject , conference/seminar papers etc
3.3 DESIGN AND ADMINISTRATION OF QUESTIONAIRE
Taken into cognizance of the difference in assimilation of various respondents, the questionnaire was designed in a very simple way to ensure ease of answers. Also, some of the questions were designed in such a way that gave room for the respondents to answer in the affirmatives, “Yes or No”.
3.4 SAMPLE SIZE DETERMINATION
In determining the sample size, two factors were put into consideration.
a)  The larger the sample size, the more adequate, qualitative and precise will be the information given about the population logically.
b)  Above a certain size, extra information is given by increasing the size.
Given the above factors, the researcher was of the opinion that a sample size need only be large enough to reasonably represent the population. In view of this, 50 persons were initially used for a pilot study, comprising staff of De-united in the advert & marketing 
department, Finance dept, top managers, in addition to customers of the company (both distributors and others). The need for pilot programme was to determine the willingness of the respondents in attending to the questionnaire. The effect was that (39) thirty nine 
out of the 50 were willing to respond while 11 were unwilling, thus given in percentage as follows:
39X100
50 1 =  78%, while 22% declined
In determining the sample size therefore, the formula as given in Asika (1991:59) will be adapted at 5% confidence level.
Thus,  Ns  =  Z2 x p xq 
                               e2
Where
Ns	=	Sample size
Z	=	Constant value (1.0462)
p	=	positive response
q	=	negative response
e2	=	Tolerable error
Therefore, Ns =	(1.0462)2 x 0.78 x 0.22
(0.05)2	=75
Sample technique
The researcher adopted the random sampling technique in order to avoid bias. The population however, shows that a good number of those who have a stake in the company were virtually present for valid conclusion purpose of this work.
3.5 OPERATIONAL MEASURES OF VARIABLES
Recall that in the first chapter of this work, three hypotheses were formulated and stated in null form to guide the researcher in arriving at a conclusive report. 
Here, the variables are stated in their null and alternative forms as shown below.
1.  HO:  Advertisement has not improved consumer preference for Indomie noodles to other brands.
HO1: Advertisement has improved consumer preference for indomie noodles to other brands
2.  HO: There has not been significant increase in sales of Indomie noodles as a result of advertising.
HO2: There has been significant increase in sales of indomie noodles as a result of advertising
3.   HO: De-united has not been able to overcome its competitors through Advertising
HO3: De-united has been able to overcome its competitors as a result of Advertising

3.6 DATA ANALYSIS TECHNIQUE
The collected data were analyzed in tables and percentages, while the hypotheses were tested using the chi square technique. It’s thus applied as follows:

X2c	=	(O-E)2
E
Where,
X2c	=	Chi square calculated
O	=	Observed frequency
E	=	Expected frequency
Consequently, a significant level of 5% was applied while the degree of freedom was ascertained by:
d.f	=	(m-1)(n-1)
Where,
d.f	=	degree of freedom
m	=	number of rows
n	=	number of columns






CHAPTER FOUR
4.0 DATA PRESENTATION AND ANALYSIS
4.1 INTRODUCTION:
Suffice it to say that this study will be meaningless without this important chapter, which deals with a critical appraisal of the data collected for the purpose of this research work. In this chapter, the data collected are analyzed and interpreted for valid conclusion 
purpose of this work. Recall also that in the first chapter of this study, three hypotheses were formulated in the null format. However, in this chapter, both the null and alternative hypotheses shall be considered using the Chi-square analysis as earlier stated.
4.2 DATA PRESENTATION AND ANALYSIS 
Presentation of data: the responses of the sample surveyed from the questionnaire used, and trust of observation made from this study are summarized in tables as we progress.
Data Analysis: This refers to the segregation of data into parts with relevant comments and best of judgments. In other words, it means breaking down and putting in order, the qualitative information gathered through the research exercise. It also involves comparing and contrasting the events, patterns and relationships. As earlier stated in chapter three, the data collected for this study are carefully analyzed in simple percentage and tables, while chi - square statistical technique was used to test the hypotheses. The following are the questions and responses in the questionnaire.
Table 4.1: RESPONSES AS TO THE SEX OF RESPONDENTS
	Sex
	Responses
	Percentage

	Male
	26
	34.7

	Female
	49
	65.3

	Total
	75
	100%


Source: Field Survey, 2025
From table 4.1 above, 26 respondents representing 34.7% were male, while 49 representing 65.3% were female. It’s obvious here that greater percentage of the respondents were female, the core users and distributors of indomie noodles.
Table 4.2: RESPONSES AS TO MARITAL STATUS
	Marital Status
	Responses
	Percentage

	Single
	20
	26.7

	Married
	55
	73.3

	Total
	75
	100%


Source: field survey, 2025
From table 4.2 above, 20 respondents representing 26.7% were single, while 55 representing 73.3% were married.
Table 4.3: RESPONDENTS' ANSWERS ON WHETHER THEY HAVE SEEN/HEARD ANY INDOMIE NOODLES ADVERT.
	CATEGORY
	DISTRIBUTION
	PERCENTAGE

	Yes
	75
	100

	No
	0
	-

	Total
	75
	100


Source: Field study, 2025
From the above question, all the respondents indicated that they have seen or heard indomie noodles adverts.
Table 4.4: RESPONDENTS’ ANSWERS ON THE MEDIUM THROUGH WHICH THEY SAW/HEARD THE INDOMIE ADVERT.
	CATEGORY
	DISTRIBUTION
	PERCENTAGE

	T.V
	35
	46.7

	Radio
	13
	17.3

	Newspaper
	8
	10.7

	Billboard
	17
	22.7

	Others
	2
	2.6

	Total
	75
	100


Source: Field survey, 2025
From the above responses, 46.7% of the respondents saw indomie advert through television, 17.3% heard it on radio, 10.7% read it on newspapers, 22.7% spotted it on billboards, while 2.6% through other media.
Table 4.5:   RESPONDENTS’   ANSWERS   ON   WHETHER   ADVERTISING   HAS IMPROVED THEIR CONSUMPTION PREFERENCE FOR INDOMIE NOODLES

	CATEGORY
	DISTRIBUTION
	PERCENTAGE

	Yes
	62
	82.7

	No
	13
	17.3

	Total
	75
	100


Source: Field survey, 2025
Based on the information above, 62 of the respondents representing 82.7%  were of the opinion that indomie advertisement has improved their preference for indomie consumption while 13 (17.3%) of the respondents hold contrary view.
Table 4.6: RESPONDENTS’ ANSWERS AS TO WHETHER THEY BELIEVE THAT ADVERTISING HAS HELPED TO DIFFERENTIATE INDOMIE NOODLES FROM OTHER NOODLES IN THE MARKET.
	CATEGORY
	DISTRIBUTION
	PERCENTAGE

	Yes
	44
	58.7

	No
	31
	41.3

	Total
	75
	100


Source: Field survey, 2025
From the above data, 44 (58.7%) of the respondents believed that advertising of indomie noodles has differentiated it from other brands of noodles in the market while 31 representing 41.3% responded on the contrary.
Table 4.7: RESPONDENTS’ ANSWERS ON WHICH MEDIUM OF ADVERT AFFECT THEIR CONSUMER PREFERENCE FOR INDOMIE NOODLES MOSTLY.
	CATEGORY
	DISTRIBUTION
	PERCENTAGE

	TV
	44
	58.6

	Radio
	17
	22.6

	Newspaper
	-
	-

	Billboard
	14
	18.6

	Others
	-
	-

	Total
	75
	100


Source: Field survey, 2025
Based on the above 58.6% of the respondents said that TV commercials of indomie noodles influence positively their purchase decisions, while 22.6% opted for radio jingles as 18.6% went 
for billboard.
Table 4.8: RESPONSES ON WHETHER THE CONTINUED INDOMIE NOODLES ADVERT FACILITATES THEIR CONTINUED PATRONAGE OF THE PRODUCT.
	CATEGORY
	DISTRIBUTION
	PERCENTAGE

	Yes
	50
	66.7

	No
	25
	33.3

	Total
	75
	100


Source: Field survey, 2025
From the above data, 50 (66.7%) of the respondents were of the opinion that the continued advertisement of indomie noodles facilitates their patronage of the product, while 25 (33.3%) 
declined.
Table 4.9:  RESPONDENTS’  ANSWERS  ON  WHETHER  THE  PRODUCER  OF INDOMIE  NOODLES  HAS  BEEN  ABLE  TO  OVERCOME  ITS  COMPETITORS THROUGH ADVERTISING.



	CATEGORY
	DISTRIBUTION
	PERCENTAGE

	Yes
	45
	60

	No
	20
	26.7

	No idea
	10
	13.3

	Total
	75
	100


Source: Field survey, 2025
From the above information, 60% of the respondents were of the view that De-united has been able to overcome its competitors through advert, 26.7% of the respondents maintained that the 
company has not overcome competitors through advertising, while 13.3% of the respondents had no idea.
Table 4.10: RESPONDENTS’ ANSWERS ON THEIR OPINION THAT THE INCREASE IN SALES ENJOYED BY INDOMIE WAS AS A RESULT OF ADVERTISING.
	CATEGORY
	DISTRIBUTION
	PERCENTAGE

	Yes
	70
	93.3

	No
	5
	6.7

	Total
	75
	100


Source: Field survey, 2025
The table above reveals that 93.3% of the respondents were of the opinion that increase in sales enjoyed by indomie was as a result of advertising while 6.7% had a different view.
Table 4.11:   RESPONDENTS’   ANSWERS   ON   THEIR PERCEPTION   OF   THE ADVERTISING MESSAGES OF INDOMIE NOODLES.
	CATEGORY
	DISTRIBUTION
	PERCENTAGE

	Very satisfactory
	10
	13.3

	Satisfactory
	20
	26.7

	Very good
	27
	36

	Good
	15
	20

	Indifferent
	3
	4

	Total
	75
	100


Source: Field survey, 2025
From the above information, 10 (13.3%) of the respondents believed that the advertising messages of Indomie are very satisfactory, 20 (26.7%) said they are satisfactory, 27 (36%), maintained that they are very good, while 15 (20%) were of the opinion that they are good. However, 3 representing 4% were indifferent.
Table 4.12: RESPONDENTS’ ANSWERS ON THEIR OPINION IF ADVERTISEMENT OF INDOMIE SHOULD BE STOPPED SINCE IT’S ALREADY ENJOYING HIGH SALES
	VARIABLE
	DISTRIBUTION
	PERCENTAGE

	Yes
	52
	69.3

	No
	23
	30.7

	Total
	75
	100


Source: Field survey, 2025
Table 4-12 above, reveals that 52 (69.3%) of the respondents were of the view that adverts on indomie noodles should not be stopped even if it’s enjoying high sales, while 23 (30.7%) hold that advertising budget of indomie should be channeled into other overheads since the product is already enjoying increase in sales.

Table 4.13: RESPONSES ON THE ROLE OF ADVERTISEMENT IN DEFUSING THE BAD PUBLICITY ASSOCIATED WITH THE POISONOUS INDOMIE IN 2005
	VARIABLE
	DISTRIBUTION
	PERCENTAGE

	Very satisfactory
	18
	24

	Satisfactory
	15
	20

	Very good
	36
	48

	Indifferent
	6
	8

	Total
	75
	100


Source: Field survey, 2025                                                                                                            
From the above information, 24% of the respondents believed that the role advertising played was very satisfactory, 20% said it was satisfactory, 48% maintained it was very good while 8% were indifferent.
Table 4.14: RESPONSES ON WHETHER ADVERTISING GENERALLY INFLUENCES THEIR BUYING BEHAVIOR.
	VARIABLE
	DISTRIBUTION
	PERCENTAGE

	Yes
	65
	86.7

	No
	7
	9.3

	Indifferent
	3
	4

	Total
	75
	100


Source: Field survey, 2025
From the above data, 86.7% of the respondents were of the opinion that advertising influences their buying behavior, 9.3% were of the opinion that advertising does not affect their buying behavior while 4% were indifferent on the matter.
Table 4.15:   RESPONSES   ON   WHETHER   ADVERTISEMENT   CAN   AID RESUSCITATION OF A DYING PRODUCT.
	VARIABLE
	DISTRIBUTION
	PERCENTAGE

	Yes
	69
	92

	No
	3
	4

	No idea
	3
	4

	Total
	75
	100


Source: Field survey, 2025
From the information above, 69 (92%) of the respondents believed that advertisement could aid resuscitation of a dying product, 3 (4%) of the respondent hold a contrary opinion while others (4%) were indifferent.
4.3 TEST OF HYPOTHESES
Predominantly, before testing these hypotheses, it’s very important to note that:
a)  The greater the value of the calculated chi-square, the lower the chance of its occurrence.
b)  The probability of chi-square of any given figure depends upon the number of degrees of freedom.
In consideration of the above, the chi-square computation method is thus shown below.
Expected frequency (E) = R X C
   				       G
Where:
R	=	Total on each row
C	=	Total on each column
G	=	Grand total
In other words,
Expected value = Row total x Column total
                                           Grand total
While, Xc2 = ∑(0 - E)2
                              E
Degree of freedom (d.f) = (m-1)(n-1) Where,
m	=	number of columns
n	=	number of rows
Decision Rule
If Xc2 > Xt2, reject Ho and accept H1 
If Xc2 < Xt2, accept Ho and reject H1 
Where,
Xc2	=>     Chi-square calculated
Xt2	=>     Critical value or Chi-square tabulated
TEST OF HYPOTHESIS ONE
HO1:   Advertising has not improved consumer preference for indomie noodles to other brands.
H1: Advertisement has improved consumer preference for indomie noodles to other brands.

Table 4.15: Observed frequency table
	VARIABLE
	DISTRIBUTION
	PERCENTAGE

	Yes
	62
	62.67

	No
	13
	17.33

	Total
	75
	100


Source: Extracted from table 4.5
Table 4.16: Contingency table
	Variable
	Oi
	Ei
	Oi - Ei
	(Oi - Ei)2
	(Oi - Ei)2
Ei

	Yes
	62
	37.5
	24.5
	600.25
	16.0067

	No
	13
	37.5
	-24.5
	600.25
	16.0067

	Total = 2
	75
	
	
	
	32.0134


Xc2 = 32.0134, while Critical value = 3.841
Decision:
From the chi-square computed above, it is observed that the computed value of X2 is greater than the critical or table value at d.f = 1, thus, we accept the alternative hypothesis, which says that advertisement has improved consumer preference for Indomie noodles.
TEST OF HYPOTHESIS TWO
HO2: There has not been significant increase in sales of Indomie noodles as a result of advertising.
H1: There has been significant increase in sales of Indomie as a result of advertising.
Table 4.17 Observed Frequency
	VARIABLE
	DISTRIBUTION
	PERCENTAGE

	Yes
	70
	93.3%

	No
	5
	6.7

	Total
	75
	100


Source: Extracted from, 4.10

Table 4.18: Contingency table
	Variable
	Oi
	Ei
	Oi - Ei
	(Oi - Ei)2
	(Oi - Ei)2
Ei

	Yes
	70
	37.5
	32.5
	1056.25
	28.1667

	No
	5
	37.5
	-32.5
	1056.25
	26.16667

	Total = 2
	75
	
	
	
	56.3334

	
	
	
	
	
	Xt2 = 3.841



Decision
Based on the computed value of Xc2 = 56.3334 and the table value of 3.841 at d.f = 1, we reject the null hypothesis and accept the alternative hypothesis and therefore conclude that significant increase in sales of Indomie was as a result of advertising.

TEST OF HYPOTHESIS 3
Ho3: De-united has not been able to overcome its competitors through advertising.
H1: De -united has been able to overcome its competitors as a result of advertising.
Table 4.19: Observed frequency
	VARIABLE
	DISTRIBUTION
	PERCENTAGE

	Yes
	45
	60

	No
	20
	26.7

	No idea
	10
	13.3

	Total
	75
	100


Source: Extracted from Table 4.9
Table 4.20: Contingency table
	Variable
	Oi
	Ei
	Oi - Ei
	(Oi - Ei)2
	(Oi - Ei)2
Ei

	Yes
	45
	25
	20
	400
	16

	No
	20
	25
	-5
	25
	0

	No idea
	10
	25
	-15
	225
	9

	Total = 3
	75
	
	
	
	25

	
	
	
	
	
	


Decision
At d.f = 2, the tabulated chi-square = 5.991 with a computed value of 25. Given the decision rule we reject the null hypothesis and accept the alternative, and conclude that De-united has been able to overcome its competitors through advertising.





CHAPTER FIVE
5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY OF FINDINGS.
The study has tried to focus on examining the impact of advertising on consumer behavior with particular reference to De-united Industries limited, makers of Indomie noodles. For valid conclusion purpose of this study, therefore, the following findings were noted.
* Given the first hypothesis, it is noted that advertising of Indomie noodles has in no small measure helped to improve consumer preference for the product to other noodles.
* The second hypothesis indicated that advertising was paramount to the significant increase in sales of Indomie noodles, therefore, should be encouraged.
* The third hypothesis on the other hand, proved that De-united Industries ltd has been able to overcome its competitors as a result of continued advertising.
In spite of the findings from the formulated hypotheses, the following observations were also noted.
* That advertising helps to differentiate one brand/products from others
* It was also discovered from data analysis that T.V advertising influences consumer behavior more than any other medium of advertisement.
* From data analysis, it is advisable that advertisement of the product (Indomie noodles) should not be stopped even as it currently enjoys high sales.
* It was equally found that advertising generally influences a consumer’s buying behavior to a large extent.
* Another observation was made that advertising can aid resuscitate a dying product, hough not a panacea of restoring poor product

6.  It was also found from data analysis that advertising contributed to in correcting the publicity associated with the poisonous Indomie in 2005, though further discoveries revealed that public relations played a vital role in this case.
5.2 CONCLUSION 
It’s obvious that this study has revealed advertising as a primary tool in the marketing decision variables of a firm and effective in the marketing of consumer products, Indomie noodles in particular. Therefore, the answer to the question, “can advertising be evaluated” is unreservedly yes. Every marketing variable of any business concern must be evaluated in terms of the contribution it makes to the growth of the business.
By virtue of this study, it has been discovered that advertising shapes a consumer’s perception about a product.  As the business environment is becoming more challenging and risky, business 
organizations are failing as a result of poor decisions and low patronage, it’s no doubt therefore, to say that advertising could help increase the demand for a product by making it popular in the 
minds of the consumers.
5.3 RECOMMENDATIONS
The following are some of the recommendations from this study.
1. Advertising should be seen as an investment into the future of products and not to be evaluated by its immediate returns.
2. It is not advisable for Firms to entirely eliminate advertising budgets in the event of challenges as advertising may go a long way to restoring their pride. Let’s recall products like Phensic, Cafenol and bongo tea that are virtually out of the market today owing to organizational challenges with little or no advertisement. However, there should be a system of checks and balances as regards the impact of advertisement.
3. Compromise must be discarded for advert to be successful, hence, the need to employ the services of core professionals for the purpose of proper planning and execution of the advert rather than use quacks in order to cut cost.
4. It’s also advisable to identify a target market before advertising, so as to know the  particular medium that will be more useful and cost effective in reaching them. For instance, advertising an expensive car on a billboard will not make much impact as 80% of the target market read newspapers and view cable network.
5. Before advertising, an analysis of the advertising environment must be made. This will focus on understanding:
a)  Physical attributes of various media options
b)  Strengths and weaknesses of various media options
c)  Audience reach capability and
d)  Cost effectiveness

6. There is need to assess how far campaign objectives were met, e.g. if it was to build awareness, what is the awareness level now?
7.  Visuals, words and sounds to be used in the advertisement must be decent and of good public taste.
8.  Advertisers should endeavor there is a media monitoring team/department distinct from its media department or Advertising Agency as the case may be. The main responsibility of this team shall be to ensure that adverts are produced at the agreed time with the media houses. For  instance, there could be cases where an advertiser may pay  for TV  commercials in Sokoto and this may be omitted by the Television house intentionally or 	otherwise; it may be practically difficult for the advertiser whose operating office is in Lagos to find out without a good media monitoring team. It may also be difficult to evaluate the impact of such TV commercial given this situation.
9. Above all, the researcher recommends this topic for further research.
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