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ABSTRACT
This is a research work carried out to evaluate the impact of advertising on organisations performance with particular reference to ostrick bakery, Ilorin. 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 regression analysis. 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 organisation preference. There has been significant increase in sales of Ostrich Bakery as a result of advertising. captaincook has been able to overcome competitors through advertising. Its however recommended that companies such as Ostrich Bakery shouls always embark on advertising as it result in better performance of their businesses.
key words: advertising, marketing strategy, organizations performance
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				CHAPTER ONE
1.0 INTRODUCTION 
1.1 BACKGROUND OF THE STUDY
There has been industrial expansion, which resulted in massive production, competition and aggressive selling. These developments forced producers to seek out buyers for their products; advertising was therefore recognized by business organizations as a profitable method of building demand for their products.
Advertising has been identified as an effective and economical means of influencing consumer demand and build enough product recognition among customers to enable them select among competition products. a delimitation by the institute of partitions in adverting states that advertising presents the most persuasive possible selling message to the right prospect for the product or service at the lowest possible cost.
Small scale businesses are generally regarded as the enquire of economic growth and equitable development in developing economies. They are labour intensive; capital saving and capable of helping to create most of the one billion new jobs that world will need by the end of the century Aremu and Adeyemi (2011). They are also perceived as the key to Nigeria’s economic growth, poverty alleviation and employment generation. But their unimpressive performance in employment generation in research interests on their challenges and prospects. Small scale businesses in Nigeria have not adequately advertised their products and companies which usually results in the poor performance most especially the unregistered small scale businesses. The small scale businesses in Nigeria are facing a number of challenges from the economics such as inflation and adverse competition within the small scale business industry. This alerted every business enterprises of the importance of advertising in its existing marketing efforts. Advertising bridges the gap between products and consumer, it serve as an effective weapon to light competition, create awareness about the existence of a product, and increase in demand and sale of companies. At this point it is important to state that an enterprise most especially small firms need advertising for development and expansion and consumer acceptance of their products.
1.2 STATEMENT OF THE PROBLEM
Despite the numerous studies that exist on small scale businesses, there are still many evident cases of small scale businesses failure. Most small scale businesses die within their five years of existence, a small percentage goes into extinction between the sixth and tenth year while only about five to ten percent survive, thrive and growth to majority; Aremu and Adeyemi (2011). Many factors have been identified contributing to this premature death of small scale business. Key among them include:- inadequate sales, low profitability and market share. 
It is important to note that small scale businesses in Ilorin city are not immune from the aforementioned challenges in their operations hence it becomes necessary to embark on a study that investigates the impact of advertising messages on the performance of small scale businesses especially in terms of sales, profit marketing and market share.



1.3 OBJECTIVES OF THE STUDY
The general objective of the study was to examine the impact of advertising message on the performance of small scale businesses. The specific objectives are as follows:
1. To determine the effect of advertising messages on the sales performance of small scale businesses.
2. To know the extent to which advertising impacts profitability of small scale businesses.
3. To examine whether advertising increases market share of small scale businesses.
1.4 RESEARCH QUESTIONS
To guide the study, the following questions were addressed:
1. Does advertising messages influence sales performance of small scale businesses?
2. To what extent does advertising impacts profitability of small scale businesses?
3. Can small scale business increase its market through the use of advertising?
1.5 RESEARCH HYPOTHESES
This study was predicted on the following hypotheses;
1. H0: there is no significant evidence that advertising messages influence the sales performance of small scale businesses.
H1: there is significant evidence that advertising messages influence the sales performance of small scale businesses.
2. H0: Advertising does not impact the profitability of small scale businesses.
H1: Advertising impacts the profitability of small scale businesses.
3. H0: There is no significant evidence that advertising increases marketing share of small scale businesses.
H1: There is significant evidence that advertising increases marketing share of small scale businesses.
1.6 SCOPE OF THE STUDY
The scope of the study simply means the coverage areas of the study. The areas covered by the study are explained thus:
· The conceptual scope: The conceptual framework of this study is advertising and small scale businesses. The study examines the impact of advertising messages on the performance of the small scale businesses.
· Industrial Scope: The territorial scope is the geographical location or area covered by the study. The study covered manufacturing industry in general and Ostrich Bakery in particular.
· Territorial Scope: The territorial scope is the geographical location or area in which the study was conducted. The study was carried out in Ilorin metropolis. Ilorin is one of the largest cities in Nigeria and it is the capital of kwara state.
· Time Scope: This research work was carried out within the period of 2015- 2017. Any primary data outside the period was not considered by the study except those secondary ones such like the ones collected from the textbooks, internet, journals, and magazines and so on.


1.7 SIGNIFICANCE OF THE STUDY
The significance of the study means importance of the study. This study is of importance to a number of people which could be explained under the following categories:
· Academic: The study would build upon the existing knowledge and would as well serve as a literature to the future researchers who might cherish to do research on the subject matter or other related topics.
· Industry: The study is of importance to the companies in the manufacturing industry most especially ostrich Bakery. This is because the findings and recommendations of the study would assist them in planning, implantation and control of their promotions.
· Society: the study would as well benefit society at large in the sense that if the companies implement the recommendations of the study, it will automatically lead to the better satisfaction of people in our society.
· Researcher: The researcher considered this study as an important exercise because it widens and broadens her knowledge most especially in the area of advertising and even promoting as a whole. Also, the study is important to the researcher because it is required in partial fulfilment of the requirements for the award of Higher National Diploma (HND) in marketing.
1.8 LIMITATIONS AND CONSTRAINTS TO THE STUDY
The study was successful despite the fact that the researcher was confronted with some problems which nearly proved her effort abortive. Among the problems are:
· Respondents Problem: the researcher experienced problem from the respondents in the aspect of data collection. Some of these respondents were illiterates that can’t read and write, this makes them unable to complete the administer questionnaires. Some of the educated respondents were as well reluctant to reveal the required information due to the fact that they felt the information would be used against them. This problem was later solved after the through explanation would be confidentially treated and would be used for the research purpose only.
· Financial constraints: Research of this nature require huge amount of money. Due to the fact that the researcher is not working and she needs money for transportation, downloading, printing, typing and binding of the project she considered finance to be problem. This problem was later overcome with the aid of financial assistance rendered by the parents.
1.9 DEFINITIONS OF TERMS
· Advertising: is an audio or visual form of marketing communication that employs an openly sponsored, non-personal message to promote or sell a project, service or idea.
·  Advertising Message: Meat of an advertising or commercial that attempts to convey that the advertiser intends through word and/ or pictures.
· Advertising Agency: an organization that creates advertising material, contracts for publication space, and undertakes market research on behalf of its client
· Advertising Media: Refers to the various Medias channels through which advertising is done. It is used for show casing promotional content which communicated in various forms such as text, speech, images, videos using TV, radio etc.
· Product: a product is anything that can be offered to a market that might satisfy a want or need.
· Marketing: the activity set of institutions and process for creating, communicating, delivering and exchanging offering that have value for customers, clients, partners and society at large.
· Business: (also known as an enterprise, a company or a firm) is an organizational entity and legal entity made up of an association of people be they natural, legal or a mixture of both who share a common purpose and unite in order to focus their various talents and recognise their various talents and recognise their collectively available skills or resources to achieve specific declared goals and are involved in the provision of goods and services to consumers.










				CHAPTER TWO 
2.0 LITERATURE REVIEW
2.1 CONCEPTUAL REVIEW
2.1.1 AN OVERVIEW OF ADVERSTISING
Advertising is non-personal communication of information usually paid for and persuasive in nature about products (goods, services and ideas) by an identified sponsor through various media (aliede and Benson, 2005). According to Kotler (2003), advertising is any paid form of non-presentation and promotion of ideas, goods or services by an identified sponsor. Chelsford (2003), defined advertising as any written, electronic or printed telephone messages or transmitted medium including film strips, motion, pictures and ideas, published, disseminated or placed before the public directly or indirectly for the purpose of creating an interest or inducing a person to sell a life insurance pursuant to a settlement contract.
Watson (1990), defined advertising as paid, non-personal communication through various mass media by business firms, non-profit organization and individuals who are in some way identified in the message and who are to inform or persuade members of a particular audience. Gillian (1997) also defined advertising in its simplest way, as a means of drawing attention to something or non-formal method of informing somebody of something. Arens (1996) viewed advertising as a non-personal communication of information usually paid for and identified with sponsor through various media. Dyer (1998) stated that advertising is the structured and composed non-personal communication of information usually paid for and usually persuasive in nature about products (goods, services and ideas) by identified sponsor through various media. The advertising practitioner council of Nigeria (APCON) (1998) defined advertising as a form of communication through mass media about product, services or idea paid for by an identified sponsor.
Furthermore, staton (1983), defined advertising as consisting of all the activities involved in presenting to a group a non-personal, oral or visual, openly sponsored message regarding a product, service or idea. This message called advertising is disseminated through one or more media. Some important consideration should be noted in connection with this definition. First there is a significant difference between advertising and advertisement. The advertisement is the message itself, while advertising is a process. It is a programme of a series of actives necessary to prepare the message and get it to the intended consumers. Advertisement on the other hand is directed to groups of people not individuals. This is the more reason why it is not personal. Advertisement could be segmented as it could be for youths, adult, married, unmarried, male, female, retailers, wholesalers, rural and urban educated and uneducated etc, members of a given society. Most advertisements are persuasive so as to win or lure consumers to patronize goods, services, or ideas. Often times, it could be to convince people about a particular product, services or ideas and where they can be purchased (Wikipedia, 2008).
Another point about advertising is that the public knows who is behind the advertising because the sponsor is openly identified. Also payment is made by the sponsor to the media that carry the message. The last two considerations differentiate advertising from public relations. No payment is made even through the purpose may be to improve image and increase sale (Kalu, 1998).
Staton (1983), stated that the only purpose of advertising is to sell something, a product, services or an idea. Sated another way the real goal of advertising is effective communication. The ultimate effect of advertising should be to modify the attitude and /or behaviour of the receiver of the message.
2.1.2 ADVERTISING OBJECTIVES
Osuala (1998) enumerated certain specific objectives of advertising which include to increase the number of product in units to counteract competition from competitors to increase the number of product uses, to remind customers about products to maintain brand loyalty, to build a positive business image, to obtain dealer support and secure leads for assistance to obtain dealer support and secure leads for assistance to sales peoples. Okwandu and Ekerte (2001) also stated the objectives of advertising as follow; increasing demand to the point where economics of scale are achieved, to build “brand” in competitive mature market, to create product awareness in the minds of consumers and to increase profitability in a less tangible way by creating goodwill for the firm as a whole and by raising the moral of workers.
Kotler (2006) explained that advertising objectives can be classified according to whether their aim is to inform, persuade, remind or reinforce. Informative advertising aims to create brand awareness and knowledge of new products. Persuasive advertising aim to create liking, preference, conviction and purchase of a product or service. Reminder advertising aims to stimulate repeat purchase of product and service. For example, difference colours of men’s packet shirts advertisement in a magazine(s) is intended to remind people to purchase the shirts. Reinforcement advertising aims to convince current purchasers that they made the right choice. Kotler emphasised that in developing an advertising program, marketing managers must always start by identifying the target market and buyers motives. Then they can make the advertising objectives? Money; how much can be spent? Message; what message should be sent? Media; what media to be used? Measurement; how should the result be evaluated?  
2.1.3 ADVERTISING MEDIA
An advertising medium is any means to bringing am advertising message to the public (osuala, 2000). Advertising media includes newspapers, magazines, direct mail, television, radio, e-commerce, billboards, public spaces outdoor advertising etc. osuala (1998) opined that newspapers are universal medium. Rich and poor, old and young, men and women, read newspaper. Because of the wide variety of interests of the readers, the newspapers are the best adapted to advertising goods and services that are in more or less general use.
Kotler (2006) explained that newspapers can provide much detailed product information and can effectively communication users and use imagery. At the same time, the static nature of visual image in news papers and magazines makes it difficult to provide dynamic presentations or demonstrations. Daily newspapers are read by roughly three-fourth of the population and tend to be used a lot for local especially retailer advertising. The great virtue of newspaper advertising is flexibility. Stores owner’s can advertise products and carry out sales promotions, national companies can use newspapers for test marketing, small firms can reach their limited customer pool (Osuala, 2000). Newspapers are also good way of distributing coupons, but they are not very intrusive, many advertisement go unseen or unread even by people who buy the paper. Staton (1981) stated that magazines are the best forms when high quality printing and colour are needed. He explained that they reach more diversified market as well as a selective audience with minimized time wastage. This suggests that shopping goods can be best displayed on magazines in order to bring out their colour and high quality. Osuala (2000) stated that magazines are highly flexible National magazines like news match and new times are printed at a number of locations so that both local and regional advertisements are possible.
Anyanwu (1999) stated that direct mails are those media of direct advertising that are sent through the mails. Osuala (1998) explained that marketers use direct mail advertising to reach prospective buyers on an individual basis. According to him, examples of direct mail media include; scale letters, announcements, enclosures, catalogues, calendars and hand bills. Radio and television are broadcast media. Radio and televisions use air waves to transmit their message. Through radio lacks visibility which limits its usefulness in advertising products that are complicated or need demonstration to be fully understood and therefore need to be seen to be fully appreciated (osuala, 1998). Osuala stated that but then, it has its own advantages which include flexibility and timeliness. It can be listened to or heard by listeners who are driving, walking, working or engaged in any number of other activities.
Television commercials tend to have a greater impact on the senses than radio or print commercials because they combine sound, sight, movement and colour (Ray, 1982), George et al (2003) observed that the vast majority of television advertising ranges in length from few seconds to several minutes. Advertisements of this sort have been used to sell every product imaginable over the years, from house hold product to goods (shopping goods) and service. Wikipedia (2008) stated that television advertising has certain characteristics, vizi use of songs/jingles and humour. Many television advertisement features catching jingles (songs and melodies) or catch-phrases that generate sustained appeal, which may be retained in the minds of television viewers long after the span of their own, spawning gaps or raff’s; that may appear in other form of media, such as comedy movies or television variety shows etc. those long lasting advertising elements may therefore be said to have taken place in the pop culture history or the demography to which they have appeared. 
E-commerce is simply any business transaction that takes place via digital process over a network (Osuala, 2004). E-commerce is also way for organization to exchange information with customers or vendors to the benefit of everyone involved. Eventually e-commerce will likely replace the movement of papers within and between organizations as well as between organizations and customers (osuala, 2004). E-commerce is transforming the way products services and information are bought, sold and exchanged. E-commerce also changes the way organizations interact with customers and business partners. E-commerce involves making use of the internet to penetrate new markets, discover or create new sales channels and get closer to customers and business partners through communication channels. Some pioneers achieve real success for both small and large organizations because size matters less low, all organizations stand and even chances because they have access to the same type of resources. However, significant obstacles can pop during e-commerce initiatives (Osuala, 2004).
E-commerce is a tool for reducing costs and cycle time streamlining business process. It is also improves relationships with both business partners and customers. Osuala also explained that newspapers and television together account for almost half of all advertising in industrial countries. Direct mail, radio and magazines are also used. According to him, outdoor advertising account for only one percent. Each of these media has its strengths and weaknesses. Some offer the advantage of intrusiveness, meaning that consumers cannot avoid seeing or hearing the advertisement others are flexible, making it possible to each a target market defined in terms of income region or occupation. Some have the virtue of being cheap. Some are good at closing sale. But no one medium is perfect for all purposes. Kulu (1998) emphasised that in selecting a media for advertising, media circulation, requirement of the message and cost of media. He stated that for example if the objective is to reach people in the rural areas, local newspapers or radio will be the best media to  be used to get the information to them. This will produce maximum result in the test cost.
2.1.4 ADVERTISING RECALL
Advertising recall is a memo ability test that determines how viewers remember something specific about the advertisement and the brand (Aliede and Benson, 2005). Recall can be aided as well as unaided (Till and Baack, 2005). In the aided test, participants are assisted to recall certain information by providing them with a relevant (chelsford, 2003). The relevant cue can be the prospective product category for which a particular product type is used (e.g Lunch, Breakfast, etc.)
On the other hand, in the unaided recall test, participants are simply asked to recall and list the number of brands that appeared in the television commercials. As such, undecided recall is considered as a more challenging test of ‘memory trace’ than aided recall (Till and Baack,2005). Therefore in order to better understand the memo ability of creative advertisements or brand and advertisements with high recall are more likely to put the advertised brand in consumers’ evoked set (stewart, 1989). Hence recall is considered as the most common measure of advertising effectiveness among the advertising researchers. As a consequence, brands in consumers evoked set are more likely to be considered at the time of consumers’ purchase decision (Loudon and Della Bitta, 2002). 
To understand the relative effectiveness of creative advertisements in terms of higher advertisement and brand recall, it is important to know how information is processed, stored and retrieved in human memory.
2.1.5 SMALL SCALE BUSINESSES
There is no single criterion for classifying business enterprises as small or medium scale globally. In a study carried out international labour organization (2005), over 50 definitions were identified in 75 different countries. However, evidence from literature shows that in defining small –scale business reference is usually made to some quantifiable measures such as: number of people employed by the enterprises, investment outlay, the annual turnover (sales) and the asset value of the enterprise or a combination of these measures. At the moment in Nigeria, following the National council for industry (NCI), (2002) classification, small scale business fall within the following categories of enterprises; small scale business, if the enterprises has a capital outlay of between N1.5 million and N50million including working but excluding cost of land and or work force of between 11-100 employees.
Generally, these enterprises engage in the production of light consumer goods that are primarily related to food and beverages, clothing, electrical parts, automotive parts, manufacture leather products, soap and detergents, woodworks. Small scale business in Nigeria are divided into three sectors:1.Production sector including agricultural processing, manufacturing and mining.2.Service sector.3.Trading sector including wholesales and retails (fabayo, 2009) small scale enterprises usually operate in informal and semi-formal sectors (EUROPA, 2003). Ajiebefun et al, (2003) defined small scale enterprises as commercial enterprises that have ten or fewer employees. This study will take on NCI and ajibefun (2003) classification of an enterprises with capital outlay of between N1.5million and N50million including working capital but excluding cost of land and workforce from 11 employees and above.
2.1.6 THE CONCEPT OF PERFORMANCE
Gem, (2004) defined performance as the act of performing; or doing something successfully, using knowledge as distinguished from merely processing it. However, performance seems to be conceptualised, operationalised and measured in different ways thus making cross-comparison difficult. Cooper et al (1992) examined various factors which influence business performance such as: experience, education, occupation of parents, gender, race, age and entrepreneurial goals. While, lerner and Histrich (1997) conducted a study on Israel women entrepreneurs and categorised the factors that affect their performance into five perspectives, that is, motivation and goals, social learning theory (entrepreneurial socializations). Human capital (level of education, skills) and environmental influences (location, sectoral, participation and socio political variables).
Thibault et al (2002) suggest that factors influencing business performance could be attributed to personal factors such as amount of financing, use of technology, age of business, operating location, business structure and number of full-time employees as important factors in examining the performance of small scale business operators. 
The most comprehensive summary of factors influencing performance was noted in a literature review of theo et al (2007) to include: individual characteristics, parental influence, business motivation and goals, business strategies, goals and motives, networking and entrepreneurial orientation. Others include environmental factors.
2.2 THEORITICAL FRAMEWORK
2.2.1 THEORIES OF ADVERTISING
There are several theories or models that have been formulated with regard to advertising. They include traditional responses hierarchy theories, alternative response theory and elaboration likelihood theory. Traditional responses hierarchy theories state that a number of stage have been developed to show or indicate the stage a consumer may not be aware of a company product or brand to actual purchase behaviour (William, 2006). Traditional hierarchy theories consist of AIDA, the innovation model and information process in model. AIDA represent attention, interest, desire and action. This model was developed to represent the stages sales people must take a customer through in the advertising process. The model depicts the buyer as passing through attention interest, desire and action. Advertising must first get the customers attention, interest, desire and action. Advertising must first get the customers attention and then arouse interest in the company product or service (George and Micheal, 2003). Strong levels of interest should create desire to own or use the product. The action stage in AIDA models involves getting the consumer to make purchase commitment. The best known of hierarchies’ response model is the one developed by Robert and Garray in George and Micheal (2003) as a parading for setting and measuring advertising objectives. Their hierarchy of effects model shows the process by which advertising works. It assumes a consumer passes through a series of steps in segmental order from initial awareness of product or service to actual purchase. The basic assumption or promise of this model is that advertising effects occur over a period of time. According to this model, advertising communication may not lead to immediate behavioural response or purchase, rather, a series of effects must occur, and each step must be fulfilled before the consumer can move to the next stage in the hierarchy.
The innovation adoption model evolved from the diffusion on innovations. It represents the stages a consumer passes through in adopting a new product or service like the other models in the traditional hierarchies. It says potential adopters must be moved through a series of steps before taking any action (William 1992). The steps preceding adoption are awareness, interest, evaluation and trial. The challenge facing companies introducing new products is to create awareness and interest among consumers and then get to evaluate the product favourably. The best way to evaluate a product according to hierarchy model is through actual use so that performance can be judged. Marketers of shopping goods, for instance, often encourage final consumers to use a product with minimal financial commitment.  
The information processing model is another model for determining advertising effects. It is developed by William McGuire in William (2006). This model assumes that the receiver is in a persuasive communication situation like advertising is an information processor or problem solver.
Mc Guire suggested that the series of steps a receiver goes through in being persuasive constitutes response hierarchy of effect sequence, attention and comprehension are similar to awareness and knowledge and yielding is synonymous with liking. McGuire’s model includes a stage not found in the other models; retention or the receiver’s ability to retain the portion of the comprehended information that he or she accepts as valid or relevant. This state is important since promotion campaigns are designed not to take immediate action but rather provide information they will use later when making a purchase decision. This is the more reason why advertisers of shopping goods emphases brand recall through frequent advertising.
The hierarchy models of communication response are useful to promotional planners from several perspectives. First and foremost, it stated that series of steps potential purchasers must be taken through to move them from unawareness of a product or service to readiness to purchase it. Second, potential buyers may be not different stages in the hierarchy, so that the advertiser will face different sets of communication problems. The hierarchy models can also be useful as intermediate measures of communication effectiveness.
Ray in Williams (2006) developed a model of information processing which he called Alternative response Hierarchies. He identified three alternative ordering of three- based stages on perceived product, differentiation and product involvement. These alternative response hierarchies are the standard learning, dissonance/attribution and low-involvement models.

2.3 EMPIRICAL REVIEW
2.3.1 EMPIRICAL REVIEW OF ADVERTISING
Not much empirical studies have been conducted in the area of the present study. As a result of its obvious specialization. However, a few studies were located in its various aspects.
Joseph (1982) conducted a study on the effectiveness of advertising of frequency on magazines in the markets of Mossouri and the city of Miwankee (both in the USA). The major purpose of the study was to examine the relationship between opportunities to see advertising in print and advertising effectiveness at predetermined levels of frequency in a controlled real environment. The population of the study consisted of proprietors of magazine shops in Mossouri and Miwaukee market (USA). The study used a survey research design. It was found that greater advertised frequency produced greater advertising effect. However the postulation that at least three exposures are required to make a significant impact on consumers was disproved. Contrary to this assumption, the result showed that while reported levels of awareness of advertising built slowly, reported levels of measures of attitude as brand awareness, favourable brand rating and willingness to buy jumped sharply following the first “opportunity to see” advertising. Joseph study is related to the present study was designed to determine influence of advertising messages on the performance of small scale businesses.
Ibrahim (2008) conducted a study on the influence of television advertising on the consumers of alcoholic products in Taraba state. The major purpose of the study was to determine the influence of television advertising on consumer’s behaviour towards alcoholic products. it was found that television advertising largely influence the way and manner consumers decide on the consumption of the products. Ibrahim suggested that advertisers should always create awareness concerning their products for more patronage. Ibrahim’s study is related to the present study because the study was designed to find out the influence of television advertising just as the present study is design to determine the influence of advertising messages on the performance of small scale businesses.
Oluba (2005) conducted a study on the influence of advertising on the management of selected super –markets in Enugu metropolis. The major findings revealed that through advertising can increase consumer to purchase against their will. Oluba’s study relates to this study in that it used a survey research design and the present research also used survey research design.
Adeolu, Taiwo and Mattew (2005) conducted study on the influence of advertising on consumer brand preference. Adeolu et al study revealed that consumer were influence by advertising in their preference for the brand. The study also revealed that consumers showed preference for bourvita out of the captivating television advertising.
Stephen (2000) conducted a study on values of beer advertising. A look at beer commercials from the Uk, the Netherlands and Germany. The findings of the study showed that anecdotal difference in advertising strategies was not merely a myth and clearly demonstrated that different values were used to promote the same product in difference in advertising strategies was not a merely a myth and clearly demonstrated that different values were used to promote the same product in three geographically close countries.
				CHAPTER THREE
3.1 RESEARCH METHODOLOGY 
3.2 RESEARCH METHODS
Research is the process of getting dependable answers to important questions using systematic method of gathering, analyzing and interpreting evidence. Its end product is knowledge ( Timm et al, 2005). Research is a structured enquiring that utilizes acceptable scientific methodology to solve problems and create new knowledge that is generally applicable. Scientific methods consist of systematic observation, classification and interpretation of date (Dawson, kothan and kumar, 2011). There are three major types of research methods; these are survey research, experiment /observation and ipsofacto research. The survey research method is the research in which questionnaire are used to collect the opinion of people. It is mostly used for exploratory and descriptive research.
3.2 Research Design 
Research design is the step by step process in which the research is carried out. It is actually plan that guides the researcher in his data collection and analytical phase of the research work. The research designs are considered as the blueprint on any research dealing with at least four problems which question to study, which data are relevant. What data to collect and how to analyze the results. The best design depends on the research question. Considering the research objectives of the study and associated problem, this research takes the form of a quantitative design, which is descriptive in nature. This research is quantitative in nature because of the following: hypotheses were carefully generated to indicate the relationship between identified variables, the development of appropriate research instrument focusing on specific and narrow questions, collection of primary data and analysis of data using statistical tools.
3.3 Population of the Study
Population is a set of objects or observations about which conclusion will be drawn. the population of this study was the entire small scale businesses registered under the National Association of Small and Medium Scale Enterprises in Ilorin which ostrich Bakery is one of them
3.4 Sample Size Determination
Ostrich bakery Ilorin was chosen for the study on the basis of convenience and easy accessibility. Two hundred (200) questionnaire were distributed to the staff and customers of ostrich bakery, Ilorin out of which one hundred and eighty four respondents that completed and returned the questionnaire constitute the sample size of the study.
 
3.5 Sampling Techniques and Procedures.
Sampling techniques can be either probability sampling techniques or non-probability sampling techniques. Under probability sampling techniques, each element has a known probability of being included in the sample but the non-profitability sampling techniques do not allow the research to determine this probability. Probability sampling techniques sampling, Chister/area sampling while non-probability sampling include convenience sampling technique in selecting the sample size of the study based on convenience and easy accessibility of the respondents.
3.6  Source of Data
There are basically two ways of sourcing data, these are primary and secondary source. The study gathered data from the two sources;
I. Primary source of data: these are first hand information that was refined for the purpose of this project. The study made use of the questionnaire as a major source of primary data. This is also known as internal source of data.
II. Secondary source of data: this refers to the information already in existence, having been collected originally for some other purposes. These sources from the bedrock of information used for this project. This include the reviewing of articles that have to do with market segmentation, small scale businesses and performance in current journals, textbooks, news papers, internet etc.
3.7 Research collection Instruments
Research instrument are those tools which are used to collect data for the purpose of testing hypothesis and answering research question (ojo, 2005). To enable the collection of data and analysis, the research needs various types of instrument specially designed for multi various purpose. The selection of instrument depends on such factors as the nature of the study. The research instrument for this study was the questionnaire. The first section of the questionnaire did not attach any score to it, since the information gotten from that section were the demographic data of the respondents. The second section that is ‘B’ was ranged from 5-1 point scale in the following pattern; strongly agree 5, agree 4, undecided 3, disagree 2, strongly disagree 1.
3.8 Validity of the Research Instrument
A number of concepts are involved in a discussion of validity. Different types of validity have been identified. These include; the predictive validity which is the ability of an instrument to predict some future events the concurrent validity which is usually measured by the calculation of a correlation coefficient between the distribution of test scores and some concurrently existing criterion measure, the content validity which is essentially determined by the process through which the items were selected, the constructive validity where by a researcher devises an instrument in term of how much the results obtained fit the theoretical formulations that constitute its development, the face validity which is concerned with the extent to which the research believes the instrument is appropriate and the pilot study which is a small study designed to test logistics and gather information prior to a larger study, in order to improve the latter’s quality and efficiency.
A pilot study can reveal deficiencies in the design of a proposed study or procedure and these can then be addressed before time and resources are expanded on large scale studies. 
The research made use of pilot study test the validity of the research instrument used for the study. Participants of the pilot study were contacted by the researcher face to face explaining the research objectives and asked them to participate.
3.9 Reliability of the Research Instrument
Reliability test measures the extent to which the research instrument consistently measures what it intends to measure. There are several methods for measuring the reliability of the research 40 instrument. However, the crobach’s Alpha method was used for measuring the questionnaire reliability. The range of the co-efficient values from 0 to 1. A research instrument with high reliability would tend toward 1, while an instrument of low or no reliability would have a score close to or at.
3.10 Method of Data Analysis
Inferential statistics was used to reach conclusions and make generalization about the characteristic of populations based on data collected from the sample. Descriptive statistics was used to analyze the demographic data Hypotheses were analyzed using correlation coefficient at 0.05% level of significant. The correlation coefficient is an approach employed in establishing the relationship between the dependent variables and one or more explanatory variable examining the relationship between the two.
	















                                  


CHAPTER FOUR
4.0 	DATA PRESENTATION AND ANALYSIS 
4.1 Data Presentation and Analysis
For this study, two hundred questionnaires were administered out of which one hundred and eighty four were complete and returned.
Table 4.1 Gender of the Respondents
	Variables
	Frequency
	Percentage (%)

	Male 
	103
	56.0

	Female
	81
	44.0

	Total
	184
	100


 Source: Field Survey, 2024
The above table shows the gender distribution of the respondents. From the table, it could be seen that 56% of the respondents were male while 44% were female. This implies that the respondents were made up of more men than women.
Table 4.2 Marital Status of the Respondents
	Variable
	Frequency
	Percentage (%)

	Single
	76
	41

	Married 
	85
	46.2

	Others
	23
	12.5

	Total
	184
	100


Source: Field Survey, 2024
The above table shows the marital status of the respondents. It could be seen from the table that 76 which is  41.3% of the respondents were single, 85 which represents 46.2% were married, and 23 which is 12.5% of the respondents entails divorces and / widows.
Table 4.3 Work experience of the Respondents
	Variable
	Frequency
	Percentage (%)

	1-5 yrs
	92
	50

	6-10 yrs
	49
	26.6

	11-15 yrs
	20
	10.9

	Over 15 yrs
	23
	12.5

	Total
	184
	100


Source: Field Survey, 2024
The table shows the work experience of the respondents. The table shows that 50% of the respondents had work experience of between 1-5 years, 26.6% of the respondents had work experience between 6-10 years, 10.9% of the respondents had work experience 11-15 years and 12.5% of the respondents had work experience of above 15 years.
Table 4.4 Educational Qualification of the Respondents
	Variable
	Frequency
	Percentage (%)

	SSCE
	32
	17.4

	HND/BSC
	84
	45.7

	MSC/MBA
	51
	27.7

	Others
	17
	9.2

	Total
	184
	100


Source: Field Survey, 2024
The above table shows the educational qualification of the respondents. One can see from the table that 17.4% of the respondents had just SSCE 45.7% were masters degree holders 29.9% had other forms of educational qualifications.
Table 4.5 Years in Operation with small scale businesses.
	Variables
	Frequency
	Percentage (%)

	5-10 years
	125
	67.0

	11-15 years
	46
	25.0

	16-20 years
	12
	6.5

	Above 20 years
	1
	0.5

	Total
	184
	100


Source: Field Survey, 2024
This table shows the years of operation of the small scale business in which the respondents are part of. This table shows that 67.9% of the business has been in operation from between 5-10 years, 25% 11-15yrs, 65 had been in existence for about 16-20 years and only 0.5% had been in operation for above 20years.
Table 4.6 ostrich Bakery engages advertising marketing of our product.
	Variable
	Frequency
	Percentage (%)

	Strong Disagreed
	4
	2.2

	Disagree
	15
	8.2

	Undecided
	5
	2.7

	Agreed
	70
	38.0

	Strong Agreed
	90
	48.9

	Total 
	184
	100


Source: Field Survey, 2024
The above table shows that 2.2% of the respondents are strong disagreed that ostrich bakery engage advertising in market their products, 8.2% of the respondents disagreed 207% were undecided on the statement, 38% agreed while 48% strongly agreed on the statement.
Table 4.7 ostrich advertising messages benefit the firm in marketing of its products. 
	Variable 
	Frequency
	Percentage (%)

	Disagreed
	20
	10.9

	Undecided 
	9
	4.9

	 Agreed
	72
	39.1

	Strongly agreed
	83
	45.1

	Total 
	184
	100


Source: Field Survey, 2024
The above table shows that 10.9% of the respondents disagreed that ostrich advertising messages benefit them in marketing their products, 4.9% of the respondents were undecided, 39.1% of the respondents agreed and 45.1% strongly agreed that advertising messages benefit them in marketing their products. 
Table 4.8 ostrich Bakery engages the use of advertising
	Variable 
	Frequency
	Percentage (%)

	Disagreed 
	15
	8.2

	Undecided
	6
	3.3

	Agreed 
	87
	47.3

	Strong Agreed
	76
	41.3

	Total 
	184
	100


Source: Field Survey, 2024
 The table above shows that 8.2% of the respondents disagreed that ostrich bakery use advertising in efficient distribution of their products, 3.3% of the respondents were undecided on the statement 47.3% of the respondents agreed to the statement. 
Table 4.9 ostrich Bakery gains more customers due to advertising campaigns done
	Variable 
	Frequency
	Percentage (%)

	Disagreed 
	5
	2.7

	Undecided
	7
	3.8

	Agreed 
	90
	48.9

	Strong Agreed
	82
	44.6

	Total 
	184
	100



Source: Field Survey, 2024
 The above table shows that 8.2% of the respondents disagreed that ostrich bakery use advertising in efficient distribution of their products, 3.3% of the respondents were also undecided on the statement, 47.3% of the respondents agreed and 41.3% of the respondents agreed to the statement.
Table 4.10 ostrich bakery advertisements has made our products more acceptable in the market.
	Variable
	Frequency
	Percentage (%)

	Undecided 
	1
	0.5

	Agreed
	26
	14.1

	Strongly Agreed
	157
	85.3

	Total
	184
	100


Source: Field Survey, 2024
The table above shows that 0.5% of the respondents were undecided about the statement 14.1% agreed and 85.3% strongly disagreed. This simply implies that the majority of the respondents were of opinion that advertising enhances products acceptability.
Table 4.11  the effectiveness of ostrich advertising messages has resulted in more profitability of the firm.
	Variable
	Frequency
	Percentage (%)

	Undecided 
	1
	0.5

	Agreed
	47
	25.5

	Strongly Agreed
	136
	73.9

	Total
	184
	100



Source: Field Survey, 2024
The above table shows that 0.5% of the respondents were undecided on the statement “the effectiveness of ostrich advertising messages has resulted in more profitability of the firm. 22.5% agreed to the statement and 73.9 were strongly agreed to the statement. This shows that the majority of the respondents agreed to the statement. 
Table 4.12 the goodwill of ostrich bakery is enhanced by their advertising messages.
	Variable
	Frequency
	Percentage (%)

	Undecided 
	1
	0.5

	Agreed
	62
	33.7

	Strongly Agreed
	121
	65.8

	Total
	184
	100


Source: Field Survey, 2024
  The above table shows that 2.2% of the respondents strongly disagreed that their market share is expanding as the advertising continues, 8.2% of the respondents disagreed, 2.7% of the respondents were undecided on the statement, 38% agreed while 48.9% were strongly agreed to the statement.
Table 4.13 The sales volume of ostrich bakery increases due to their advertising messages
	Rating
	Frequency
	Percentage (%)

	Disagreed 
	1
	0.5

	Undecided 
	1
	0.5

	Agreed
	64
	34.8

	Strongly Agreed
	118
	64.1

	Total
	184
	100


Source: Field Survey, 2024
 The above table shows that only one respondent which is 0.5% disagreed that the organization’s sales volume increases due to advertising messages, another one respondent did not decide on the statement, 34.8% of the respondents were strongly agreed to the statement while 64.1% were strongly agreed to statement. This implies that the majority of the respondents were in support of the opinion that advertising message increases sales volume of organizations.
Table 4.14 Ostrich market share is expanding as it continuous advertisement.
	Variable
	Frequency
	Percentage (%)

	Strong Disagreed
	4
	2.2

	Disagree
	15
	8.2

	Undecided
	5
	2.7

	Agreed
	70
	38.0

	Strong Agreed
	90
	48.9

	Total 
	184
	100


Source: Field Survey, 2024
The above table shows that 2.2% of the respondents strongly disagreed that their market share is expanding as the advertisement continues, 8.2% of the respondents disagreed, 2.7% of the respondents were undecided on the statement, 38% agreed while 48.9% were strongly agreed of the statement.
4. 2 Hypotheses Testing 
Correlation coefficients were used to measure the contribution of the independent variable to the dependent variable.
Test of Hypothesis 1
H0: there is no significant evidence that advertising messages influence the sales performance small scale businesses.
Table 4.15 Model Summary 
	
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	0.605 (a)
	.366
	.359
	.609


Source: Field Survey, 2024
The table above is the model summary, it shows how much of the variance in the sales volume of small scale businesses that is explained by advertising  message. In this case , the R square value is .366 which means advertising messages explains 36.6% variance is sales volume of small scale businesses. 
Table 4.16 ANOVA
	
Regression 
Residual
	Sum of squares
38.815
67.163
	DF
3
181
	Mean Square
19.408
.371
	F Sig
52.303
	
.000(a)

	Total 
	105.978
	184
	
	
	


Source: Field Survey, 2024
The table shows the assessment of the statistical significance of the result. The ANOVA table tests the null hypothesis to determine if it is statistically significant. The ANOVA table shows the F cal 52.303 at 0.0001 significance level. Hence the null hypothesis is rejected.
Table 4.17 Coefficient (a)
	
	Unstandardized
	Standardized
	
	

	
	B
	Std Error
	
	
	Sig

	(Constant)
Advertising messages influence sales performance
	2.277

176
	.227

0.89
	

.231
	10.033

1.985
	.000


Source: Field Survey, 2024
The coefficient table above shows the simple model that expresses how advertising messages increases the increase volume of small scale businesses. The model is shown mathematically as follows;
Y= a + bx where Y is sales volume of small scale business and x is advertising messages. ‘a’ is a constant factor and ‘b’ is the value of coefficient. From this table therefore, sales volume = 3.409 + 0.294 AD (Advertising messages). This means that for every 100% increase in sales volume, advertising contributed 29.4%.
Interpretation of Result.
Finding from this research showed that advertising messages enhanced sales volume of small scale businesses.
Test of Hypothesis 2
H0: advertising does not impact the profitability of small scale businesses
Table 4.18 Model Summary 
	
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.333(a)
	.111
	.106
	.380


 Source: Field Survey, 2024
The above table is the model summary. It shows how much of the variation in profitability of that is explained by advertising. In this case the R square value is .111 which means advertising explains 11.1% variance in profitability of small scale businesses.
 Table 4.19 ANOVA
	
	Sum of squares
	DF
	Mean Square
	F Sig
	

	Regression 
Residual 
	3.274
26.286
	1
182
	3.274
.144
	22.668
	.000(a)

	Total
	29.560
	183
	
	
	


Source: Field Survey, 2024
This table shows the assessment of the statistical significance of the result. The ANOVA table tests the null hypothesis to determine if it is statistically significant. The ANOVA table shows the Fcal 22.668 at 0.0001 significance level. Hence the null hypothesis is rejected.
Table 4.20 Coefficient
	 
	Unstandardized
	Standardized
	
	

	
(Constant)
Advertising leads to profitability 
	B
	Std error
	F
	
	Sig 

	
	3.409
	.293
	
	11.619
	0.000


Source: Field Survey, 2024
The coefficient table above shows the simple model that expresses how advertising increases the profitability of small scale businesses. The model is shown mathematically as follows;
Y = a+bx where Y is profitability of small scale business and x is advertising , ‘a’ is a constant factor and ‘b’ is the value of coefficient. From this table therefore, profitability = 3.409+0.294 AD (advertising). This means that for every 100% increase in profitability of small scale businesses, advertising contributed 29.4%
Interpretation of Results
Findings from this research showed that advertising increase profitability of small scale businesses.
Test of Hypothesis 3
H0: there is no significant evidence that advertising increases market share of small scale businesses.
Table 4.21 Model Summary      
	
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.628(a)
	.394
	.391
	.521


 Source: Field Survey, 2024
The table above is the model summary. It shows how much of the variance in the market share of small scale business that is explained by advertising. In this case the R Square value is .394 which means market segmentation explains 39.4% variance in the market share of small scale businesses.
 Table 4.22 ANOVA
	
	Sum of squares
	DF
	Mean Square
	F Sig
	

	Regression 
Residual 
	32.137
49.423
	1
182
	32.137
.272
	118.344
	.000(a)

	Total
	81.560
	183
	
	
	


Source: Field Survey, 2024
This table shows the assessment of the statistical significance of the result. The ANOVA table tests the null hypothesis to determine if it is significant. The ANOVA table shows the F cal 118.344 at 0.0001 significance level. Hence the null hypothesis is rejected. 


 Table 4.23 Coefficient
	 
	Unstandardized
	Standardized
	
	

	
(Constant)
Market Segmentation increases market share of small businesses 
	B
	Std error
	F
	
	Sig 

	
	2.211
	.218
	
	10.127
	0.000

	
	.529
	0.49
	.628
	10.879
	0.000


Source: Field Survey, 2024
The coefficient table above shows the simple model that expresses how advertising increases the market share of small scale businesses. The model is shown mathematically as follows;
Y = a+bx where Y is the market share of small scale business and x is advertising, ‘a’ is a constant factor and ‘b’ is the value of coefficient. From this table therefore, market share = 2.211+0.529 AD (Advertising). This means that for every 100% increase in market share, advertising contributed 52.9%.
Interpretation of Results
Findings from this research showed that advertising increases market share of small scale businesses.
4.3	Discussion of findings
The study was carried out to find out the effect of advertising message on the performance of small scale businesses with reference to ostrich bakery, Ilorin. 
The study revealed that highest percentages of the respondents were male. This implies that the majority of small scale businesses in Ilorin metropolis are owned by men. Also, small scale businesses in Ilorin are owned by both married and single entrepreneurs.
The study was carried out to find out the impact of advertising messages on the performance of small scale businesses with reference to ostrich Bakery Ilorin.
The study revealed that the highest percentage of the respondents were male. This implies that the majority of small scale business in Ilorin metropolis is owned by men. Also, small scale businesses in Ilorin are owned by both married and single entrepreneurs. It was found by the study that the majority of the respondents have not less than five years experience not a mere assumption. More so, the majority of the respondents were educated people because the least qualification they possess is SSCE. This makes the research rely heavily on their opinions because it seems they know what they have chosen as option. The study also found that ostrich bakery was in existence for more than a decade. Some of the workers of ostrich Bakery confirmed that the company has experience increase and decrease in profitability, sales and market share.
Furthermore, the study shown that ostrich bakery is engaged in advertisement in one way or the other. The study found that ostrich Bakery has benefited a lot from its advertisements. Testing the hypothesis number one “ there is no significant evidence that advertising messages influence the scales performance of small scale businesses” the study revealed that advertising messages by small scale businesses like ostrich Bakery enhance their sales performance and for every 100% increase in sales volume of ostrich Bakery and other small scale businesses, advertising messages contributed 28.4%.
Testing the hypothesis number two “advertising does not impact the profitability of small scale businesses” the study found that there is significant positive relationship in between the two variables. It was shown by the study that advertising increases the profitability of small scale businesses and for every 100% increase in profitability of ostrich Bakery and other small scale businesses advertising contributed 29.4%
When hypothesis number three was tested, “there is no significant evidence that advertising increases market share of small scale businesses” the study revealed that the null hypothesis was wrong and that market shares of ostrich bakery and other small scale business increase due to advertising strategies. More so, it was discovered through the study that for every one hundred percent increase in market share expenses of small firms like ostrich bakery advertising contributed 52.9%
In a nut shell, it is obvious that the specific objectives of number 1-3 are achieved by the study and even the general objective.







				CHAPTER FIVE 
5.0 SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 SUMMARY OF FINDINGS
The study examines the impact of advertising messages on the performance of small scale businesses in Ilorin.
· The study found that ostrich Bakery engages the use od advertising in marketing of its products
· It was found by the study that ostrich bakery and other small scale businesses gain more customers as they advertise their companies and products 
· The study revealed that small scale businesses in Ilorin most especially ostrich bakery increase in profitability as a result of the advertisements.
· Goodwill of small scale businesses is built and or enhanced by advertisements will result in a corresponding improvement in goodwill.
· Small firms most especially ostrich bakery increase their sales volume through their advertisement.
· Also, it is revealed by the study that ostrich bakery and other small businesses expand their market share with the aid of advertisements.
5.2 CONCLUSION 
Advertising practice is very prominent activity in Nigerian manufacturing industry. There is influence of advertising on the performance of small scale businesses. Implying an improvement in advertising strategy of a small scale business like ostrich bakery will lead to a corresponding improvement in business performance in terms of sales, profitability and market share.
5.3 RECOMMENDATIONS
Based on the findings, the following recommendations were made:
· Ostrich bakery and other small firms should periodically evaluate how consumers respond to their advertisement so as to enhance the competitiveness of their products in the market.
· Small firms should always ensure that their advertisements appeal to their consumers in order to increase sales of their products 
· Since advertising brings real benefit to every small firm that advertise its product; ostrich bakery should always include advertising or promotion in their planning and decision making.
· As advertising plays a key role in marketing of products, ostrich and other small firms should treat advertising with utmost importance in their budgetary allocation. 
· Small scale business should involve in extensive employee’s empowerment through trainings so as to faster the growth.
· Finally, small firms should employ the use of advertising as it enhances sales, profitability and market share.






REFERENCES
Adeolu, T. Taiwo, D. & Mattew, A. (2005). Influence of advertising on consumer brand preference. An unpublished Obafemi Awolowo University. Ile-Ife. 
 Antil. J.H. (1984) Conceptualization and operationlization of involvement. In T.C. Kinnar (Ed) Advances in consumer research London: Macmillan Press 22. 203-209. 
Anyanwu, A. (1999). Marketing management. Benin: Barlog Publishers Ltd. 
Apcon, P. (1998). The code of advertising practice in Nigeria.  Jos: Fon Printers. 
Assil, A. (1998).In Praise of the product. http// Advertising Industry Nenburive .com, Retrieved 19th 	Nov 2009. 
Bacidrillard, J. (1999). El Sitma de Los Objects. Mexico: Sigbo XXL 
Barthes, R. (1990). The fashion system. Calfomia: University of Calfornia Press 
Benson, E. V.  (2005). Advertising: principles and practice. Onitsha A.C. Global Press . 
Block, T & Ridrins, M.L. (1991). Social comparison and the idealized images in advertising. Journal of Consumer Research, 18 : 0993-5301.    
Bone, T. Lowis E Kartz, P.& David L. (1992). Contemporary Marketing.California. University of 	Calfornia. 
Bullon, S. (2005). Longman dictionary of contemporary English. Oxford: New York Berg. 
Cassewell, S & Zhang J.F. (2004) Impact of liking for advertising and brand allegiance on drinking related aggression: A longitudinal study on Alcohol and Public Health Research unit. Runanya:    Wamanga, retrieved 14th September 2009. 
Charles, B. Phillip,R.& Euncan,D. (1979). The practices of advertising. London: Reprinted Heineman 
Chelmsford , B. (2003). Advertising and Competition. Chicago: Richard D. Iruin.  
Coulin, M. (2006). “Shop (in the Name of Love)”  Business Week. 4003.9-9 Academic Search Premier 	EBSCO. NJIT, NEWORK, NJ. 
David, A.& Aaker, L. (1996) Advertising managemen. 5thEd. Clipper Sadle River: N.J. Prentice Hall. 
David, D. & Johnson, M. (1998) The role of self in Third Person effects about body image, Journal of communication. 48. 37-58. 
Dell, B.& Kristina L. (2002). Why the gap keeps getting rushed.  Journal Of Business Management. 3: 50-51. 
Dyer, M. L. (1998). Creative advertising ;Theory and practices. Prentice-Hall :Englewood Cliffs  Eckles, R. W (1990). Business marketing management: Marketing of business product and 	services Englewood cliffs, N.J: Prentice-Hall.    
Enis, B.M & Rooring, K.J. (1986). Product classification taxonomies: Synthesis and consumer 	implications. In C.W. Lamb, & P.M Dun (Eds). Theoretical Developments in Marketing 	Chicago: American Marketing Association  
Entuistle, J. & Wilson, E (2001).Body dressing Oxford: New York Berg. 
 Gail, H. Biljana, J. & Cornwall, N. The relationship of advertising medal attractiveness and body satisfaction to intention to purchase exercise product http/ht/Advertising Industry Answer, Retrieved 15th August 2009. 
Gillan, F. (1997). Advertising. New York: Alexander Hamilton Institute.  
George, E. B. & Michael, A. B. (2003) Advertising and promotion. An in targeted marketing communication perspective. New Delli:  McGraw-Hill Pushing company Ltd.  
Gilso, T.A. (2000). Advertising, promotion and supplemental aspects of integrated marketing 	communications. Masom Ohio: Thomson SouthWestern. Gonzallez, A.M., & Garcia, A.N (2007). Distinction social yimoda (Editors). Pimplona, Eunsa. 
Harry,B. S. & Geoffrey C. (2003). “Customers want”. New York : Crown business,. 
Harris,B. (1996) Advertising principles and practices.India: Private Ltd. 
Heinzl, J. (1998). Internet retailing. Singapore. http://www. Sbaer. Uca.  Edu/research/1998/icsb/k004.html.retrieved on 7 April 2009. 
Horn M.J.Y& Gurel L.M. (1987). The second skin and interdisciplinary study of clothing. Boston: Hanglion Miffin  
Hornsby,A.S.(1995).Oxford university press. Oxford http/Grant/nih/Grants/Guide/ Raffles/Effects of Advertising on Shopping Goods Retrieved 9th August 2009. 
Hotton. R.M. (1987). The distinction between convenience goods, shopping goods and specialty 	goods.  Journal of Marketing 4: 53-56. 
Ibrahim, S. (2008). Influence of television advertising on the consumers of alchol product in Taraba state. An unpublished MED thesis: UNN. 
Jardine, A.(2006) “Taking responsibility.” Marketing Business Source Premier. 48:31-32 
Jonathan M. (1995). Advertising in Nigeria, some fundamental issues. Lagos : William Carew  
Joseph, P. (1982). Effectiveness of advertising of thesis frequency on magazines. An unpublished 	thesis mossouri : U.S.A.      
Kaiser, S. (1996). The social psychology of clothing supersonic Appearances in content. New York:Macmillan Publishing Company. 
Kalu, S.E. (1998). Marketing in perspective. Port Harcourt :Paragraph Nigeria.
Kang, M. (1997). The Portrayal of Women’s Images in Magazine Advertisements. Golfman’s Gender Analysis Resisted Sex Roles. A Journal of Research Gale Group.8:21-25  
Keller, A, S & Wong S. (2002). Principles of marketing Delhi India: Person education Ltd.  
Kervin.,T.J. (1990). Method of social research. Orlando, florida: Harcourt INC. 
Kitchen, S.(1990). Sex appeal. New York, NY: AL/Worth Press 
Kotler P. (2006). Marketing management. U.S.A: New Jersey Pearson Education, Inc 
Kotler, P.  (2003). Principles of Marketing, U.S.A. Practice/Hall International Inc.        
Lambais, J.& Reichert, T. (2003). Sex in advertising. New Jersey: Lawrence Eribain Associates  
Lastoricko. J.H (1999). Questioning the concept of  involvement defined Product Classes. In W. Wilke 	(Ed), Advance in consumer research 14:174-179 
Levy, T. Michael, L. & , Barton, W. (1992). Retail management Il:  “Council of Better Business Bureau” Better Bureau Online http://ww.bbb.org.June 2000 
Ling, H (2005).  Mirror women are supposed to be the farmer sex, but Asian men are spending a lot of money on advertising. Oxford : New York Berg.   
Louisca, H (1995). Media models and advertising effects: Conceptualization and theoretical implications, Journal of Current Issues and Research in Advertising, 15:60-65. 
Michael,L.R. (1982).Advertising and communication management. Englewood Cliffs: Pretice-Hall. 
Modern, L. (1991). Effective frequency. http://enwikipedia.org/miki/ retrieved on 12th June 2009.   
Murphy, P.E. & Eris, B.M (1986). Classifying products strategically. Journal of Marketing, 50: 24-42     
Ogiun, L. Allen, T. & Semenke, O. (2007). Advertising and integrated brand promotion. Ife: Akash 	Press.  
Okwandu, G.A.& Ekerete, P. (2001) Elements of marketing. Owerri: Spring Field Publishers.  
Oluba, M (2005). Influence of advertising in the management of selected supermarkets in Enugu metropolis. An unpublished MBA thesis UNEC.  
Osuala, E.C. (1999). Fundamentals of Nigerian marketing. Onitsha, Cope Publishers International Limited. 
Paul, A.(2007). Corporate communication, Atill,  McGraw  
Petty, K. &  Cacioppo J. (1983). Central routes to persuasion application to advertising . florida: Lyington Books 
Procter, P. (2007). Cambridge advanced learner’s dictionary. South African:Cambridge University press.                      
Ray, S.(1982). Time and money on their looks. Why? Because Their Girls Like Them That Way. Times Magazine, P.14. 
Richard, L. (1996).The match-up hypothesis: physical attractiveness and the role of  brand attitude, intension and brand beliefs, Journal of Advertising. http:/www/access my library. Com retrieved 2Nov. 2009. 
Russel,E &. Laws, S.J. (1996). Sexual Appeals in advertising Journal of Advertising, 30 : 0091-13367 
Sandra, E& Morarty, N. (1998) Creative advertising: Theory and practices Englewood Cliffs, Prenfice-	hall.  
Skelly, G. & Lundstrom, W. (1981). Male sex role in magazine advertising  Journal of communication, 	31: 148-162. 
Stanton, J. (1981). Fundamentals of marketing. New York: McGraw Hill,      
Stephen, P. (2005) value in beer advertising, A look at beer commercial from UK, Nether lands & Germany, An unpublished Article 
Watson, D. (1990) Advertising, its roles in moden marketing. USA: The Bryon Press.                                                                                                                                                                                                                         
Wikipedia (2008). The free encyclopedia. Advertising, http://wikipaedia.org/wiki/advertising.  Retrieved 28/5/09      
William J. S. (1983). Fundamentals of marketing. Tokyo: Mc Grew-Hill 		Inc.  
William, F. A.  (2006). Advertising. Irwin: MC Grew-Hill, . 
William, F. A. (1990). Contemporary  Advertising. Fourth Ed. Richard D. Irurin incorporation.  
Winner, R.D. & Dominck, J.R (2006). Mass media research introduction. (8th ed). Becomes, C.A: Wads worth Thompson. 
Wright,P.(2003). The process of  advertising. London : Macmillian Press







APPENDIX

                                                              DEPARTMENT OF MARKETING,
                                                              KWARA STATE POLYTECHNIC,
                     ILORIN.
                                   8th APRIL, 2024
Dear Sir/Ma,	
RESEARCH QUESTIONNAIRE ON THE IMPACT OF ADVERTISING MESSAGES ON THE PERFORMANCE OF SMALL SCALE BUSINESSES. (A CASE STUDY OF OSTRICH BAKERY, ILORIN)

I am a student in the above named Department and Institution, presently carrying out a research work on the topic “effect of advertising on the performance of small scale businesses in ilorin.”
The questionnaire is drawn to extract the necessary information about your firm to enable me write a project on the above topic in partial fulfilment of the requirements for the award of Higher National Diploma (HND) in marketing.
I will be very grateful if you could assist me in this direction. I hereby attach the questionnaire for your completion. Thanks for your anticipated co-operation.

Yours faithfully,


HND/22/MKT/FT/

 				

QUESTIONNAIRE
SECTION A: PERSONAL DATA
Instruction: Tick in the appropriate box and give answer where necessary.
1. Sex : male (   ) ,  female (     )
2. Marital status : single (    ), married (     ),  Other (    )
3. Work experience : 1-5years (    ) , 6 -10 years (     ), 11 -15years (     ), over 15 years (     )
4. Educational Qualification: SSCE (  ), HND/B Sc (  ), MSc/MBA (  ), other(   )
5. Years in operation : 5-10 years (   ), 11 -15 years (   ), 16 -20 years (    ), above 20 years (   )
6. SECTION B
Please tick as:- 
AS - strongly agreed 
A   - Agreed
D - Disagreed 
SD – strongly disagree
U – Undecided
	6
	Bakery engages advertising in marketing of its products?
	SA
	A
	U
	D
	SD

	7
	Advertising messages benefit the firm in marketing its products?
	
	
	
	
	

	8
	Bakery engages the use of advertising in efficient distribution of its products?
	
	
	
	
	

	9
	Ostrich bakery gains more customers due to advertising campaigns
	
	
	
	
	

	10
	Advertisement has made the company’s product more acceptable in the market?
	
	
	
	
	

	11
	The effectiveness of ostrich advertising message has resulted in more profitability of the firm?
	
	
	
	
	

	12
	The goodwill of ostrich bakery is enhanced by its advertising messages?
	
	
	
	
	

	13
	The sales volume of bakery increases due to its advertising messages?
	
	
	
	
	

	14
	Ostrich’s market share is expanding as it continues advertisement?
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