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CHAPTER ONE
BACKGROUND OF THE STUDY
1.1 INTRODUCTION
In an attempt to achieve the set goals of an organization, the organization must effectively communicate to the potential consumers and create awareness as to the existence of the product and the benefits to be derived from its usage. All these are of vital importance.
The concept of marketing is gaining more attention from various firms and companies, institutions, nations and from various exchange institutions.
Basically, marketing focuses its attention upon certain variables that serve as a tool of function in which advertising as a means of communication happen to be one of them and it can best described as a leading role of an organization project. It is said that consumers have every right to be adequately informed about any product of their choice.
Therefore, effective communication to consumers, increase their awareness as to product existence and benefit derived from their usage which is paramount to various marketing oriented companies.
Advertising is a process of getting an idea about a brand into consumer’s head, (i.e an idea which will move him or her towards purchase). A basic fact of life about marketing is that a product cannot sell itself: even a product that is designed perfectly to meet buyer’s desires and offered in affordable information about its availability and benefits are provided. For this to occur, we must understand both the brand and the consumer. The extent in which audiences receives and interpret advertisement determines the effectiveness of advertising.
Advertising must be received before it can be acted upon. Advertising is a major tool that firms adopt in reaching their customers. Firms use advert to alter or change their attitude and behaviors of their customers. Organization use advertising to persuade customers to buy what they do not really need.
1.2 STATEMENT OF THE PROBLEM
Despite all the benefits derivable from advertising and the need to keep up with stiff competition in market places, many organizations especially, in developing countries stiff fails to accept advertising as a marketing tool to be reckoned with. Rather, advertising budgets has been regarded as a waste and drain on their profits. Besides, critics of the marketing tools sees it as an evil that has eroded all rational thinking of the consumers’ reaction to purchase and increase sales.
1.3	RESEARCH QUESTIONS
1. What are the forms of advertising used by 7up bottling company?
2. What is the level of sales performance of 7up bottling company?
3. What is the relationship between advertising and sales performance in 7up bottling company?
1.4 OBJECTIVES OF STUDY
The research will be carried out to find out the adverting philosophy in our industries.
The study is specifically undertaken to know the role and importance of global advertisement on consumers attitudes and preference in the firms products and also to know the reasons for recent increase in the advertisement both by the manufacturing and services of the company.
To study consumers reactions towards the product and as well to study consumers reaction the company advertisement.
The study will help to know the image that the company commands, generally in the market and the image it creates in consumers concerning certain products of the organization.  The marketing activities are becoming complex as a result of increasing stiff competition from various manufacturers to support their existence in the market places.
A lot of product are now struggling for the few earned by consumer naira. One must focus more attention on the importance of advertising, which is to inform and persuade consumer towards products and attribute benefits.
Manufacturing organization are making serious effort to motivate people towards purchasing their products and at the same time protect goods image of the organization. While focusing attention on advertising it must be equally, borne in mind that consumers are often irrational, unpredictable and erratic in their behaviours.
Therefore, there is need to understand the behaviour of consumers. However another significance of this research work includes:
1.	It creates mass markets that encourage economic of scale in production.
2.	It reduce distribution costs by pre-selling goods
3.	It contributes to the maintenance of high quality standard by making the public aware of the identifier of the manufacturer.
4.	It also provides information about old and new product.
1.5	RESEARCH HYPOTHESES
Ho: Impact of advertising on sales of consumer of product does not contribute significantly on the performance of business organization in Nigeria.
Hi: Impact of advertising on sales of consumer of product do contribute significantly on the performance of business organization in Nigeria.

1.6	SIGNIFICANCE OF THE STUDY
The findings of the study were expected to benefit the following:
The findings of the study were used as references for future research work.
The results of the study are of surmountable information when drawing measures which would in turn lead to capture of substantial market share.
The study can be the source of references on how to revive and adopt and also follow the adverts according to the dynamic markets.
1.7	SCOPE OF THE STUDY
CONTENT SCOPE
The study covered advertising as the independent variable and sales of consumer product as the dependant variable.
GEOGRAPHICAL SCOPE
The study was centered at the 7up Bottling company industry in Ilorin Kwara State because it is the headquarter of the industry where marketing plan is carried out, and it has large sales volume. 
TIME SCOPE
The time scope of the study is between 2018/2025
1.8	DEFINITION OF TERMS
	VARIABLE: This variable means different tools or method use in carrying out advertisement.
BRAND: Brand represents the various types of products talking about the size, the colour, the packing e.t.c.
PHILOSOPHY: This implies the ways and manner by which advertising activities are been carryout to inform, to aware, and to persuade consumers.
STIFF COMPETITION: This implies a situation where we have very strong competitors producing the same or similar products at a very high rate.
MOTIVATION: This means, encouraging the potential customers to buy their products in other to safeguard the organization products.	
PROFIT: This implies all the gains and reward from all capital invested.
PRODUCT: Product means the total good & services produce.
VALUE: This means the amount or worth or capital invested to produce goods & services
SOPHISTICATED: This implies a very good ways of persuading both the potential and immediate customers to retain their loyalty towards the product.
POTENTIAL BUYER: This implies old and long term customer that has been loyal to the product.
COMMUNICATION: This means the process of disseminating or processing of passing useful information about the product.
SAMPLE: A small part or quality intended to show what the whole is like.
CHAPTER TWO
LITERATURE REVIEW
2.1	INTRODUCTION
This chapter looks at advertising as the independent variable, sales of consumer product as the dependent variable and the relationship between the two variables.
The review of literature is to enrich knowledge through a systematic investigation into human experience of sales promotion activity. it is to provide a clear understanding of the whole that will guide out through in understanding the topic under discussion. The study highlights some of the related its entire ramification.
2.2	CONCEPTUAL FRAMEWORK
The overall advertising objective is to help build customer relationship by communicating customer value to a specific target audience during a specific period of time. 
Identifying advertising objectives is the first step taken in developing an advertising program me. These objectives should be based on past decisions about the target market, positioning, and marketing mix which define the job that advertising must do in the total marketing position.
[bookmark: _Toc295843995]FORMS OF ADVERTISING
According to Kotler and Armstrong, there are various forms of advertising that is informative, persuasive and reminder advertising. Informative advertising is used to inform the customers about a new product or feature and to build the image of the company. (Kotler and Armstrong,2025).
Persuasive advertising is one used to build selective demand for a brand by persuading consumers that it offers the best quality for their money. It persuades a customer to accept sales calls and to purchase now (some persuasive advertising has become comparison advertising, in which a company directly or indirectly compares its brand with one or more other brands. 
Reminder advertising is one used to keep consumers thinking about the product or service .it is important for mature products or services. It reminds customers that the products May be needed in their near future, where to buy the product and maintaining top of mind product awareness.
[bookmark: _Toc295843996]ADVERTISING MEDIA
Advertising may be done through various media like visual, audio and print media. Visual media may include television, bill boards, posters, prices with company product name and broachers’ .print media may include newspapers, brochures, stickers, magazines, business cards, new letters, and mobile vehicles. Audio media includes radios.
Other tools of advertising may include; infomercials, sponsoring events, taking part in trade shows, celebrity advertising ,email advertising , placing corporate logos and the side of boaster rockets and international space station, personal recommendations like; “bring a friend”, “ sell it”  ,mobile phone adverts like multimedia messaging service  picture ,video messages advergamer,2D  bar-code and social network advertising (www.wikipedia, org/wiki, advertising)
[bookmark: _Toc295843997]STEPS IN CHOOSING AN ADVERTISING MEDIA
Armstrong specifies four major steps taken into consideration when choosing an advertising media, these are deciding on reach, frequency and impact of the medium selected. Reach is the percentage of people in the target market who are exposed to the ad campaign. Frequency is the measure of how many times the average person in the target market is exposed to the message. 
Media impact is the qualitative value of message exposure through a given medium for example for products that need to be demonstrated, messages on television may have a great impact than those on radio since television has both sound and sight. In choosing the type of media, the reach, frequency and impact of the major media types include newspapers, televisions, direct mail, radios and magazines. Media choice is affected by the media habits of target consumers that is, media that reaches target consumer effectively. Nature of products that is some of products and services are best advertised on televisions and color magazines.
Types of messages that is a major sale may require radio or television while a technical sale requires magazines, and direct mailing or on line. Cost is another major factor in media choice. This looks at the total cost of using a medium and the cost per advert exposure
Selecting specific media vehicles with in each general media type such as specific magazines, televisions , television shows or radio programmes ,a company must consider or complete the cost over thousand persons reached by a vehicle, cost of producing adverts for different media and also balance media cost measures against several media impact factors. 
Deciding media timing is last step in choosing an advertising media. The company must decide how to schedule the advertising over the course of a year. Continuity or pulsing patterns may be chosen. Continuity means scheduling the adverts evenly within the given period while pulsing means scheduling adverts unevenly over a period of time.
[bookmark: _Toc295843998]STEPS TAKING IN SETTING AN ADVERTISING BUDGET
Kotler and Armstrong further highlight the steps considered when setting the advertising budget .stage in product life cycle, new products typically need large advertising budgets to build awareness and to gain customer trail. Mature brands usually require lower budgets as a ratio to sales. 
Market share, high market share brands usually need more advertising as a percentage of sales than do low market share brands. Building the market or taking the share from competitors requires larger advertising spending than does simply maintaining current share. Competition and clutter, in a market with many competitors and high advertising spending, a brand must be advertised more heavily to be noticed above the noise in the market. 
Advertising frequency; when many repetitions are needed to represent the brands message to consumers, the advertising budget must be larger. 
Product differentiation .A brand that closely resembles other brands in its product class requires heavy advertising to set it apart.  When the product differs greatly from competitors, advertising can be used to point out the differences to consumers.
According to David et al 1988, effective advertising decisions are aimed at supporting the marketing strategy for a company’s products and also influences purchase decision. The first step in creating effective advertisement messages is to decide what general messages will be communicated to consumers. This involves developing an effective message strategy that begins with identifying customer benefits which can be used as advertising appeals. You can then create a compelling idea or concept that brings the message strategy to life in a distinctive and memorable way. This in turn guides the choice of appeals to be used in an advertising campaign.
ADVERTISING CAMPAIGNS HAVE THREE MAIN CHARACTERISTICS;
Meaningful, they should point out benefits that make the product more meaningful to the customers. 
Believable, customers must believe that the product or service will deliver the promised targets.
Distinctive; be able to tell how the product is better that competing brands.
Pride and Fewel 2006 suggest five significant decisions to be considered when drawing advertising programme; these include what media should be involved?
What message should be conveyed? What should be the companies overall advertising budget? How does the firm know that the advertising is achieving its objectives?
The only reason for advertising is to sell something that is product, service or even an idea (William J.s et al 2018). Scheme and smith 1980 insists that it is not enough to produce a good product, and you do not make it, advertising only makes it accessible to customers and stimulates consumption and purchase.
Advertisement also facilitates the introduction of a new product ,expands the industry sales and the company, supports personal selling, reaches  people inaccessible by sales force, , builds good will of the firm hence improving its reputation and consequently sales are improved. However advertising is costly and may not be as persuasive as a company’s sales person. 
Many companies used straight forward method in determining advertising applications like percentage of sales, standard expenditure per unit, the task method / market share relations between advertising and sales revenue since there are mainly other factors that determine the sales revenue of a company like price, perception towards the product (kotler and Armstrong).
[bookmark: _Toc295843999]SALES PERFORMANCE
Sales in business terms are the actual sales in money values, a company receives after necessary collections are made from different sales channels of the original total production put on the market (Mc Cathy et al, 2014) .it is sales that stimulate production in a company and consequently profits which are affected by various factors some of which are controllable like quality and others are uncontrollable like competition and general price changes. 
Sales performance is an integrated frame work that enables organizations to plan and model sales strategies and ensure timely execution of sales initiatives while ensuring both front line sales people and decisions-markers have visibility into performance. Sales performance represents the next generation of best practices for sales. (Michael D, 2006).
Sales performance also refers to the total amount of firm’s output sold to the market especially on monthly or annually basis .this is affected by many factors including customer relationship, marketing management of the firm and sales force skills and motivation and even the pricing of the goods and services (Amanda, 2002). 
Sales revenue is the total amount of money that the firm gets from the sale of all its goods and services in a given period of time. This is usually six months or a year if a firm produced only one product or service, the sales revenue will be the price of the product multiplied by the number of products sold. In the case of more than one product or service the revenue from each needs to be added together (Wood, 2016).
The figure for sales revenue in profit and loss account does not necessarily mean that the firm has received all the money because although they may have sold that quantity of the product, they may still be owed some of the money as debtors (Baker 2001).
Sales performance refers to consistent and satisfactory turnover of goods and services produced and put on the market by an organization or company. It is the sole economic goal of companies to have as much goods sold on the market. This facilitates the rate of goods turn over and consequently revenue and increased production. 
2.3	THEORETICAL FRAMEWORK
According to Chicago American marketing association (2000), marketing is defined as performance of business activities that directs the flow of goods and services from producers to the consumers who are the end users.
A journal of marketing (2001), defines marketing as the process in a society by which the demand structure for economic goods and services s are enlarged and satisfied through the conception, promotion, exchange and physical distribution of such goods and services.
According to Philip Kotler (2000) “marketing is the social and management process by which individuals and grounds obtains what they need through creating and exchanging products and value with others.
Kotler (2000) “Marketing consist of a set of principles for choosing target markets. Measuring their needs developing wants-satisfying products and services and delivering them at a value to the customer and a profit to the company.”
Marketing is relevant into only to economic institution such as manufacturing companies, wholesaler, and retailer but to every organization “that has something to sell” accountant, lawyers, administrator and management consultant are increasingly using marketing ideas to expand their practices, colleges, hospitals, museum and performing arts, group are turning top marketing in the face of low or declining demand for their services.
Stanton (2000) defines advertising as a programme or series of activities necessary to prepare the message and get it to the intended market. Another point that the public know who is behind the advertising because the sponsor is openly advertised/identified in the advertisement.
According to stein (2006) it is believed that the right sales approach consists of sales training that supports a company’s sales methodology and related processes.
According to Hardesty (2006) , sales training programs encompass a variety of necessary components ,things like company policies , sales paper work, customer relationship management ,sales force automation  orientation, sales processes ,company services ,sales skill training and product features  and benefits . stein 2006 further urges that , even when companies do decide that sales training is a step in the right direction, they do not always proceed forward for the right reasons in the right order ,or in a way that results in them, driving  more sales revenue companies have learned how to employ sales training as a strategic tool. 
Griffith (2001) states that profitability of a business is the justification of good performance. He further says that, profits of a business are the end results of operations and an indicator of good performance. Therefore, profit is a basic yardstick with which the success of the business can be measured. It is a reward for enterprise innovation and taking risks. 
Dunn (2000) points out that the market needs and conditions are changing; therefore there is need for creativity in selling. This will show the company what to produce so as to satisfy the needs of the users. When companies produce such a commodity and they advertise, there is an automatic high response in consumption. Thus showing the relationship between advertising and sales performance. 
	Penchman (2005) found out that advertising has a greater potential of building awareness of people hence obtaining a high preference in the market share because a big percentage of the population has one or more of the mass medium such as radios and television. This fact introduces the advertised company to many people. If the advertising is satisfying it will lead to increase in volume of sales. 
Pride F et al (2002) observes that advertising often stimulates demand thus stimulating sales. For advertising to have a direct relationship with sales revenue, the entire market mix must be viewed by the customer as the right one. 
Gordon (2003) states that companies advertise in order to compete in a new and aggressive way with in the marker, to increase their market share through increased customer , utilize the low cost way of teaching customers to create marketing approaches. 
David et al (2005) recognizes that many scholars have heard different views on the effect of advertising on sales performance .however most of them agree that effective advertising will eventually increase revenue. 
Jefikins (2000) has stated that in a competitive society there is not only competition between rival advertisers but choice between their rival products and services. Also people forget very easily and therefore the biggest advertiser in the world will get bankrupt very easily if he stopped advertising. 
 


CHAPTER THREE
METHODOLOGY
3.1	INTRODUCTION
Research methodology is dependable solution to a research problem through a planning and systematic method of collecting, analyzing and interpreting date. Research aims at discoloring the relation existing between or among events or variables of the world in which we live. This research methodology tries to explain the procedure of conducting the research.
3.2	RESEARCH DESIGN
The research work was design to proffer solutions to problem facing advertisement in an organization using 7up Bottling Company as a case study. The method used to accomplish the objective of this research work is descriptive method which is set to gathered integration analysis summarized and defines particular purpose of this research work.
	This research was designed in such  a way that information obtained in the course of the study was through the use of primary and secondary data, from the primary data interview method was employed which the respondent were asked simple questions and their responses was noted in preparing the chapter four.

3.3	INSTRUMENTS OF DATA COLLECTION
	The research made use of various form of tools to gather information in order that the aims of study may be achieve. The data were gathered both from primary and secondary source. 
	The tools employed include personal observation the use validated questionnaire and personal interview. 
QUESTIONNAIRE 
	This is an important tool which research customer used for the collection of data. Through this the researchers was able to obtain reliable data on information of the subject matter. The questionnaire was designed in such a way that all relevant information required for the research project was easily obtained. The questionnaire was carefully drawn in order that all require information would be supplied either directly or indirectly. Embarrassing or insulting questions were avoided to ensure maximum cooperation of the respondents. 
INTERVIEW
	This is method of data collection which involves a face to face contact between two parties. This enable the research to interact directly with those personnel concerned of the required information. 



3.4	RESEARCH POPULATION AND SAMPLE
The research population for this study cost of the manufacturing organization in Nigeria while the sample size twenty (20) workers from the 7Up Bottling Company, Ilorin.
	Random Sampling techniques were employed by the researcher because of the following considerations.
a. Nature of the research
b. The purpose of the research procedure
The procedure on tails dividing the whole population into different parts from which samples are randomly but independently selected to represent the population.
3.5	METHODS OF DATA COLLECTION
The researcher made use of various methods for  the collection of information needed which includes questionnaire and personal interview.
QUESTIONNAIRE: A questionnaire is one of the instruments that was employed its gather relevant information from the respondents. The questionnaire contains two sections.
SECTION 1: of the questionnaire containing questions relating to personal data of the respondent. 
SECTION 2: Comprises of 10 (ten) questions, which covered relevant aspects of the sales promotion and its impact on the objective of business organizations in Nigeria.
PERSONAL INTERVIEW
	The researcher conducted a face to face or verbal interview with some of the staff of 7Up Bottling Company, Ilorin to know their opinions about the sales promotion and its impacts on business objective.
	Although, there were satisfying quick response due to face to face contract with the respondents, but respondents were not always available at the time of the research exercise.
3.7	METHODS OF DATA ANALYSIS
The activity of data collection was through interview and observation relevant materials and textbook consultation etc. the outcome of data collection activity depend some the nature decision, the unit providing the information, method of approach and the degree of sophisticated.
	The type of data for this project work were obtained from both primary data which includes the use of personal interview of the staff and secondary data which includes the uses of relevant materials or textbooks consultation written by authors.
	A large percentage of data were collected from secondary source because primary source of data collection were faced with some short coming, however effort were made to analyze the available data to establish the relationship among different variable observed.
3.8	HISTORICAL BACKGROUND OF THE CASE STUDY
The seven–up (7up) bottling company started business in Nigeria in 1960 as a limited liability company. The seven up (7up) bottling company plc is one of the largest independent manufacturer and soft drinks in Nigeria from nine manufacturing plants.
A Lebanese Mohammed El – Khalid who came to Nigeria in 1962founded the company. Mohammed is the father of the current company current chairman Faysal El – Khalid .the company metamorphosed from a very successful transport business (El- Khalid transport) in a bid to diversify the then largest transport company in west Africa. In the early 2000’s when Pepsi international took over seven – up (7up) international, the company introduced the Pepsi brand in Nigeria.
Before the establishment of seven up plant in Ilorin, it used to be a depot under Ibadan seven up bottling company, but when the demands and that was seven up bottling company decided to upgrade Ilorin depot to a plant. As a matter of fact work started on the project in 1973. The 7up situated at Asa Dam road at the southern part of Ilorin metropolis stated production with an initial output of 10,000 crates per day.

CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1	INTRODUCTION 
	In the course of carrying out this research a set of well-structured questionnaires were distributed to respondents a total number of 20 copies of questionnaire were administered to the respondent, all the copies were duly completed and returned. 
DATA PRESENTATION, ANALYSIS AND INTERPRETATION OF FINDINGS 
SECTION A 
TABLE 4.1: DISTRIBUTION OF RESPONDENTS BY GENDER
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	Male
	16
	80%

	Female
	4
	20%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS 
	The above table (1) shows that the male gender 16 (80%) are those that consume the company products the more, compare to the female gender 4 (20%), and the male and female percentages are seen as 80% and 20% respectively.



TABLE 4.2: DISTRIBUTION OF RESPONDENTS BY AGE 
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	10- 15 years
	2
	10%

	16- 24 years
	5
	25%

	25- 35 years
	8
	40%

	35 and above
	5
	25%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS 
  	The above  table (2)  shows that among the  various  age range  in the questionnaire, the age 25- 35 years  had the highest  number of the product consumer  with a total of  8 people that  represent 40%, age range between 10-15 years had 2 people  with 10%, 5 (25%) respondents were  between 16- 34 years, and another 5 ( 25%) respondents were  between  35 years  and above. 
TABLE 4.3:  DISTRIBUTION OF RESPONDENTS BY MARITAL STATUS  
	ATTRIBUTES
	RESPONSE
	PERCENTAGE

	Single
	8
	40%

	Married
	5
	25%

	Divorced
	4
	20%

	Widower
	3
	15%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
 ANALYSIS 
 	The above table shows  that there  are more single respondents which  are 8 at the rate  of 40% while married is 5 at  the rate 25%  and also  divorced, 4 at the rate  of 20%  and widow are 3 at the rate of 15%  of marital status  respondents 
TABLE 4.4: DISTRIBUTION OF RESPONDENTS ON OCCUPATION
	ATTRIBUTE
	RESPONDENTS
	PERCENTAGE

	Civil servants
	7
	35%

	Traders
	3
	15%

	Student
	10
	50%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS 
 	The above table (3) indicates that student  actually dominated the respondents  with 10 of them which constitutes 50% of the whole, while  the civil servants were 7 representing about 15%.
TABLE 4.5: DISTRIBUTION OF RESPONDENTS BY EDUCATIONAL QUALIFICATION.   
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	First school leaving  certifier
	2
	10%

	WAEC/GCE
	3
	15%

	OND/HND
	10
	50%

	BS.C/B.A
	5
	25%

	TOTAL
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS 
  	This table  revealed  that first school  leaving  certificate  is 2 at the rate  of 10% while 3 respondents  is 10 at the  rate 15%  for WAEC/GCE and OND/HND respondents is at  the rate 50% and  b.sc/B.A respondents  is 5 at  the rate  of  25% this shows that OND/HND respondents is the  highest  respondents.
SECTION B
QUESTION 6: DO YOU TAKE 7UP BOTTLING COMPANY PRODUCTS OR NOT?
TABLE  4.6     
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	Consumer
	15
	75%

	Non-consumer
	5
	25%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS
The above  table analysis  shows that the 5 were  non-consumers and they represent 25% of the whole people  given  the questionnaire  while  Is people remaining  were consumers that gave  the  researches much needed  information  and they represent  75% of the people.
QUESTION 7: WHICH PARTICULAR  PRODUCT  DO YOU TAKE?
TABLE 4.7
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	7up
	8
	40%

	Teem
	4
	20%

	Pepsi
	5
	25%

	Mirinda
	3
	15%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS
The table (6) above indicates that the consumer of 7up and Pepsi are the highest of the product available with 8 of them representing 25% while Mirinda with teem's are 4 and 3 people respectively also had 20% and 15% respectively of the whole.
QUESTION 8: WHY DO LIKE YOUR CHOICE?
TABLE 4.8
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	Gas
	4
	20%

	Flavor
	7
	35%

	Taste
	9
	45%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS
	The above table (7) shows that consumer choice of the taste of the product is been highly appreciated by respondent 9 (45%) respondent which 45% of the whole people prefers the product the product because of this while the flavor and gas represent 335% and 20% respecting.




QUESTION 9: DOES THE ADVERTISEMENT INFLUENCE YOUR CONSUMPTION?
TABLE 4.9
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	Yes
	12
	60%

	No
	8
	4%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS 
The table (8) above shows 12 consumers of the company products are influenced by advertisement of the product while the remaining people affirmed that they never Does the advertisement influence your consumption 
QUESTION 10: HOW DO YOU GET INFORMATION ON THE PRODUCT OF YOUR CHOICE?
TABLE 4.10
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	Radio
	8
	40%

	Newspaper
	2
	10%

	Television
	6
	30%

	Friends
	4
	20%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS 
The above table shows that most of the consumers of products gets their information on the product from the radio and they represent 40% of the whole while 6 gets there’s from the television, newspaper 30%, while the remaining get heirs from friends and newspaper with 20% and 10% respectively.
QUESTION 11: DOES ADVERTISING STIMULATES PRODUCTION IDENTIFICATION AND CUSTOMER LOYALTY?
TABLE 4.11
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	Yes
	6
	80%

	No
	4
	20%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS 
	The above (10) shows that advertising of the product stimulates and gives the customers its due loyalty. This because 80% of the responses actually testified to that whiles the remaining 20% 4 people feel it does not.
QUESTION 12: HOW DOES IT STIMULATES YOU?
TABLE 4.12
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	Highly Stimulates
	8
	40%

	Stimulates
	5
	25%

	Not Highly Stimulates
	2
	15%

	Not Stimulates
	4
	20%

	Total
	20
	100%


Source: Researcher’s field survey, 2025

ANALYSIS 
	The table (10) above shows that 8 people affirmed that they are highly stimulated, 5 are stimulated, while 3 are not highly stimulated and 4 are not stimulated respectively.
QUESTION 13: DOES ADVERTISEMENT INFORM YOU ABOUT THE EXISTENCE OF A PRODUCT?
TABLE 4.13
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	Strongly inform
	9
	45%

	Inform
	4
	20%

	Strongly not inform
	3
	15%

	Not inform
	4
	20%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS 
This table reveals that consumers are intensively informed about a product during advertisement analysis shows that 9 respondents at the rate of 45% were strongly informed while 4 respondents at the rate of 20% were inform and another 4 respondents with 20% rate were not informed and  15% of respondents which are 3 in numbers were strongly not informed.



QUESTION 14: DOES THE ADVERTISING INCREASE YOUR REVENUE?
TABLE 4.14
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	Yes
	15
	75%

	No
	8
	25%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS 
	This table shows that 15% of respondents revenue is increased at the rate of 75%, while 5 respondents revenue is not increased at the rate of 25%.
QUESRIOKN 15: DOES ADVERTISEMENT HAVE A POSITIVE IMPACT ON YOU?
TABLE 4.15
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	Agreed
	7
	35%

	Disagreed
	4
	20%

	Strongly Agree
	7
	35%

	Strongly Disagreed
	2
	10%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS 
The table 14 above shows that 7 respondents agreed and 7 respondents also strongly agreed at the rate of 35% respectively that advertising has a positive impact on life of individuals. 4(20%) disagreed and 2(10%) strongly disagreed.
QUESTION 16: DOES ADVERTISING ENCOURAGE AND MANAGE CONTINUOUS RELATIONSHIP?
TABLE 4.16
	ATTRIBUTES
	RESPONDENTS
	PERCENTAGE

	Agreed
	8
	40%

	Disagreed
	4
	20%

	Strongly Agree
	6
	30%

	Strongly Disagreed
	2
	10%

	Total
	20
	100%


Source: Researcher’s field survey, 2025
ANALYSIS 
 	The table (15) shows that 8 at the rate of 40% agreed and 6 at the rates of 30% strongly agreed. 4(20%) disagree and 2 (10%) strongly disagreed respectively.
DISCUSSION OF FINDINGS
A closer look at the solution provided by the consumption level of soft drinks indicates on over greater performance by NBC relative to other brands.
This under- validity test shows that within the sample region NBC has a large share of the market size.
the reason, proffered for this high share are NBC has a liquid content greater than most of its competitors and there is even the choice of lying i liter 50cl, 35cl, or 25cl, bottle.
Also it was noted that the promotion programmers engaged by the produce r is vigorously enticing to consumer, which leads to increase performance of the pat in the market.
To ascertain the extent of participation level of NBC product contestant a was seen to be out but the test goodness of  of chi-squre prove otherwise.
The test of the extent of the commensuration of the effort to record also proved low while consumer make more purchase with hope of winning some prize. The prize that come with such purchase are very low.
Infarct, consumers are not taking interest in the participant longer. The reason may be that since efforts are not well rewarded people are not showing greater interest in the contest to won a gift in the bargain. The few that are still participating may be the deal – loving type.
However, the respondent still agrees to the fact that their interest in the product is accused. They do not doubt finding the gimmick an interest in the product are caroused. They do not doubt finding the gimmick an interest.



CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATION
5.1	SUMMARY OF FINDINGS 
	This research work shows that a lot of benefits derived from the use of advertising by the company to arouse their customers in buying more than one product. It was observed that during the process f this study that 7up bottling Company branches Lagos, Ilorin advertised its product. It made use of different strategies to respond to the market which was accessible.
	Another observation is that when company was limited they make use of some variables to advertise presently, they have introduced another set of variables which enhance their profit making. It was also discover that during their sales promotion behaviorist variables periodically.
	Moreover, it was introduced that the strategy used by company was a give less work. The managers decide to the researcher that the actual experts who are in good position to advertise the company because the past experts were not properly paid.
5.2	CONCLUSION
	Advertisement should be seen as the major key determinants of the sales of an organization in Nigeria. This is because it is a means of reaching the main and targeted consumer of the product.
	Also advertising equally serves as a communication medium between the company and the prospects. It is also seen that the company can rely on advertising in terms of correcting product deficiency effectively. This is because it is a means of reaching the main and targeted consumer of the product.
5.3	RECOMMENDATIONS
	Based on the finding of this research topic, vital and feasible recommendations are very essential in order to put is place necessary improvement as regards advertisement of 7up Bottling company product. 
	The following recommendations are therefore offered to 7up Bottling company manufacturers.  
There is need for carrying out proper research study before production of products 
Advertising message should be attractive and interesting  
Local languages should be used in the advertisement of the product (7up, Teem, Pepsi etc.)
Advertisement should be made at the shortest possible time and should be able to convey all the necessary information in a straight and explanatory way.
Sales department staffs should be given proper training for achieving high sales of the product.
Television and bill boards’ advertisement should be employed to supplement the radio advertisement.   
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APPENDIX 
Kwara State Polytechnic
Department of Marketing
Institute of Finance and Management Studies
Ilorin 
Kwara State. 
					27th, June, 2025
The Managing Director,
7up Bottling Company, 
Ilorin 
Kwara State. 
Dear Sir,

I am a final year student of the Department of Business Administration, Institute of Finance and Management Studies, Kwara State Polytechnic Ilorin. 
As part of the conditions for the award of National Diploma (ND) in Marketing. I am conducting a research work on the Impact of Advertising on Sales of Consumer Product.  Using your company as the case study. I solicit your support in completing the attached questionnaire to enhance the successful completion of this project. 
Anticipating your unnerved assistance. 
					Yours faithfully		








QUESTIONNAIRE
Instruction: please, indicate the answer of your choice by ticking a mark () where appropriate 
1. Please, indicate your sex. Male (    ) Female (    )
2. Please indicate your age range 
(a) 10-15 (   ) (b) 16-24 (   ) (c) 25-35 (   ) (d) 35 and above (   )
3. Marital status; Single ( ) Married (  ) Divorced (   )
4. Occupation: (a) Civil servant (    ) (b) Trader (   ) (c) Student (   )
SECTION B
5. Do you take 7up Bottling company products or not? Yes (   ) No ( )
6. Which of the following products do you take? (a) 7up (   )
 (b) Teem (   ) (c) Pepsi (    ) (d) Mirinda (    )
7. Why do you like your choice? (a) Gas (   ) (b) Flavour (   ) (c) Taste (   )
8. Does the advertisement influence your consumption of the products? (a) Yes (   ) (b) No (   )
9. How do you get information on the products of your choice? 
(a) Radio (   ) (b) Newspaper (   ) (c) Television (   ) (d) Friends (   )
10. Does advertising stimulate product identification and consumers loyalty? (a) Yes (   ) (b) No (   )
11. If your answer to question 10, above is yes, how does it stimulate you? (a) Highly stimulates you (   ) (b) Stimulated (   ) (c) Not highly Stimulated (   ) Not stimulated (   ) 
12. Does advertising inform you about the existence of a product? (a) Strongly informed (   ) (b) Informed (   )  (c) Strongly not informed (   ) Not informed (   ) 
13. Does advertising increase your revenue? A. Yes ( )  B. No (  )
14. Does advertising have a positive impact on you? (a) Agreed (   ) (b) Disagreed(   ) (c) Strongly agreed (   ) Strongly disagreed (   ) 
15. Does advertising encourage and manage continuous relationship? (a)  Agreed (   ) (b) Disagreed (   ) (c) strongly agreed (   ) strongly disagreed (   ).   
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