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CHAPTER ONE
1.0	INTRODUCTION
1.1	BACKGROUND TO THE STUDY
	When any manufacturing undertaking springs up, it becomes imperative for its name to be known and whenever any productive activity (firm) face hard time, nothing is more required than for its benefit to be made known and subsequently revived. Also, a firm having no drawback need not relent in its efforts to proclaim the importance of its products and services by increasing consumer awareness over its products and services through promotion.
Promotion pills over into almost every aspect of the Marketing mix which is made up of a set of combined elements or variables which are partially controllable of influencing the consumer in a definite way.
The major promotional tools include sales promotion, advertising, personal selling and publicity. These four major promotional tools aimed at exploiting the availability of demand stimulating element in the marketing mix but, with regards to this study, advertising will be used as an evaluation as a promotional tool in manufacturing industries. However, advertising is a paid form and non personal presentation of idea by an identified sponsor.
It is used to create awareness, educate and persuade current or existing and potential customers of a particular product. Undoubtedly, a splendid product, an exceptionally low piece and an idea retail outlet place would produce negligible revenue and the profit if the promotion systems are not firm market or the general public regarding the company’s product and its benefit.
Finally, recommending ways in which some problems of promotional tools can be  alleviated by industries. Also, to broaden the knowledge of potential businessmen and workers in particular  about the various steps to take before engaging in promotional activities.
1.2	STATEMENT OF THE PROBLEMS OF THE RESEARCH
	In regard to this study, the use of advertising will be evaluated as a promotional tool in manufacturing industries. The researcher want to do critical examination about the use of advertising to the companies.
	Nestle industry limited, will be taking as a case study whether advertising really worth doing or it is a waste of resources.
	Does it really have any positive or negative impact on the sales of companies?
	However, through examination of the usefulness of advertising as a tool for increasing sales during economy depression is what the researcher wants to research on.
1.3	AIM AND OBJECTIVES OF THE STUDY
	The objective of this research project can be enumerated as follows:
i. To evaluate the use of advertising as a tool for increasing sales during economy depression
ii. To know the meaning, benefit and problems of advertising on the potential consumers and also the organization at large
iii. To evaluate the effectiveness of advertising in an organization
iv. To measure the effectiveness of advertising in an organization
1.4	SIGNIFICANCE OF THE STUDY
	This research project will be of great importance to the Department of Marketing and Students of Marketing at all levels, because it studies the evaluation of the use of advertising as an increasing tool.
	It will also broaden the student knowledge in knowing more about promotion
	This project is as well useful to other companies and the Marketing organizations or executives of the company will have one or two point to gain from the report which will be useful to the development of the company.
	The society at large, are not exempted from the benefit of this research project as the study does not cover only Nestle Company who produces the product.
 	Lastly, the project work also serves as part of the requirement for the award of National Diploma in Marketing as regulated by National Board for Technical Education (NBTE).
1.5	SCOPE OF THE STUDY
	Evaluation of the use of advertising as a tool for increasing sales during economy depression is a broad scope which includes the following scopes:
Territorial Scope:	The area of coverage of this research work is centered on evaluation of the use of advertising as a tool for increasing sales and it is going to deal precisely with the contribution of advertising in the development of manufacturing industries in Nigeria.
Geographical Scope:	This area covered in terms of location is a very wide range where are numerous consumer who make use of Nestle products, right from Kwara State to other places where the products are being marketed across the countries.
Industrial Scope:	This research work will cover the industry, using Nestle product as a reference point of firms that produces consumers product are meant to satisfy human needs and wants in dream of providing and promoting sound health.
Time Scope:	As a result of the limited time, this project will only take a period of one year and with life or validity of the outcome will be enable to two and half years as a result of change in market condition.
1.6	LIMITATIONS AND CONSTRAINTS OF THE STUDY
	One of the important problems encountered by the researcher while undertaking this study of Nestle industry limited and to gather enough data.
	The researcher also faces the secrecy being attached to information by business organization in Nigeria. Nestle industry limited is inclusive and consequently had adverse effect on the realization of information and data needed in this study
	It is not all that easy to combine the writing of this project with the school lecture, test and the forthcoming examination because of the limited time.
	With all these constraints and limitations, the researcher will still be successful.
CHAPTER TWO
2.0	LITERATURE REVIEW
REVIEW OF PAST RESEARCH REPORTS ON THE SUBJECT MATTER
	The use of advertising as a promotional tool authentically can be disproved. The statement “nothing happen until somebody sells something” express rather well the place of promotional activities in today’s business scene. Yet promotion is the most criticized of the marketing activities because some advertisement  are misleading as some sales people act in poor state. However, we should not confuse the tool with the users, misuses are not the fault of advertising as a tool, but that of the people who are using it in abnormal way.
	From the facts of those findings, one will be able to deduce that nearly everyone is a promoter. It is not only marketers that embark on promotional activities but almost every professional like Doctors, Lawyers, Pastors and many others.
	Churches advertise and promote to gain favour and increase the number of the congregation college and Universities promote to create favourable image attract more students and increase their endowments. Doctors and Lawyers advertise and publicize to create awareness of their services and so increase patronage.
2.1 MEANING OF PROMOTION
	The term promotion is subjected to different interpretation by different scholars and authors. Some of the obtained it in their right perspective but all are pointing at the same direction.
	Bell (1972), states that “Promotion describes all types of marketing designed to stimulate demand and therefore to communicate and convince”.
Also, Afolayan (2000), states that promotion means “to push forward” to advance an idea in such a way to give acceptance and approval for it.
Making (1989) states that promotion in the broad sense consists of co-ordinating seller initiated effect to establish channels of information and persuade to foster the sales of goods or services ort the acceptance of ideas or pointing view. This is to say that the quantity and quality of information taken on organization is determined of how marketer can use promotion to maintain positive relationship with environmental factors.
Jolson (1978) defines promotion as the process of persuasively informing prospects about the other PS in the marketing mix, promotion provides the information or stimulation needed to convince the consumer to reach a decision favourable to the sellers.
From the above, it could be deduced that the authors are aiming at the same goal but from different dimension in essence promotion could neither convince nor be complete except through communication.
2.2 TYPES OF PROMOTION TOOLS
	Promotional elements are the element that marketers used to create awareness, impact knowledge and persuade a present potential market about a particular products, goods or ideas. The cost of media space, time and advertisement production is bone by the sponsor or sponsors.
	Arowomole and Ebeloku (2002) defines advertising as promotional tool that helps sell brands of products and ideas and help to build confidences. Also, advertising is used by organization and institution that are non profit in nature such organization includes: Red Cross organization, Armed Forces, Police, Universities and Polytechnics, Mosques and Churches, Public Health organizations, Local Government, e.t.c. such organization do not look to advertising to increase profit  through increase sales because they are not citizen to do or to support those things which the organization is devoted, usually perceived to be in the public interest.
Publicity
	Afolayan (2000) defines publicity as the activity of securing additional space as diverse from paid space in all the media, read, viewed or heard by an organization’s customer or prospects for the specific purpose of assisting in the meeting of sales of goods. When the organization create events and news around a marketable entity, it is using publicity. In most cases, the result are impressive.
	Arowomole and Ebeloku (2002) also said that for a product, services or business until by planting commercially significance news about it in a published media or obtain favourable presentation of it on Radio, Television or stage that is not paid for by the sponsor. Certain decision has to be made when a company is considering how to use product publicity messages and vertical to be used and how to evaluate the publicity result.
Finally, publicity is used to promote various brands products persons, place ideas activities organization and even action. It can also be used to launch new product, nation have employed publicity to attract more tourist, foreign investment or international support.
Sales Promotion
	This is a catch of all phrases that includes all methods of stimulating demand not specifically identified as advertising or selling, Spillard, 1978, defines sales promotion as special offers, special in the services that they are direct proposition the acceptance of which from part of a deal.
	Ibrahim and Olorunlambe (2001) defines tools for increasing sales as promotional activities rather than other four which stimulates interest, trial or purchase by middlemen or even at company’s own sales force. It can be summarized as given same thing in anticipation of positive disposition towards company’s product or services.
Personal Selling
	This is a personalized methods of getting a message to individual consumer , Afolayan, (2000) defines personal selling to take the form of prospective purchases for the purpose of making  personal selling is to bring the right products into contact with the right consumer to certain that ownership transfer takes place.
Arowomole and Ebeloku (2002) sees personal selling as direct face to face contact between buyers and the sellers for example oral presentation of goods and services to customers by sales representative. Ibrahim and Olorunlambe (2001) states that personal selling involves direct face communication between sellers and potential customers
2.3 MEANING OF ADVERTISING
	Advertising is a means of discriminating information about a product and services of an organization.
	The word “Advertising has been defined in so many ways, for instance, the American Marketing Association (AMA) defines it as “any paid form of non-personal presentation and promotion of ideas, goods and services by an identified sponsor” each of the main elements of deserves at least a sectional glance.
	Secondly, it is non-personal in the advertising message usual spoken via written are directed at a mass audience and not directly at individual as in the case of personal selling.
	Finally, the person sponsor of the message must identifiable. Also, advertising can be described as a social tool that encourage public support of various government institutions and other nonprofit organization by conveying accurate and compelling  information to consumers about the needs and goals.
	According to Stanton (1983), advertising consists of activities involved in presenting to a group, an impersonal or visual display sponsored message regarding a product, service or idea, the message called advertisement is communicated through one or more media and is paid for by an identified sponsor. In the above definition, there is a distinction between advertising as a process that is a programmed or series of activities necessary to people the message and get to the intended audience. Another point is that the public knows who is behind the advertising because the sponsor is openly identified in the advertisement.
2.4  THE RATIONALE FOR ADVERTISEMENT
	Advertising’s traditional primary reason is to increase sales. However, while increasing sales in the chief reason of most advertising. It also has more specialized goals brandly speaking it seeks to modify behaviors in such a way as to stimulate goods increase acceptance of a product, a service or an idea promotion or create good will.
a. To increase the number of unit of the product. This kind of advertising is often combined with special packing and lower price, facial soap. For example frequently sold in four or more units.
b. To counteract competition: the main reason for many advertising is designed to attract new consumers more are simply tries to induce consumers to switch from on brand to another.
c. To increase sales during off seasons: many advertising companies are designed to stimulate sales all the year round  for example, manufacturers of all conditioning systems encourage customers to buy during the rainy seasons and save money by increasing sales during slack seasons. Producers can utilize production crews and facilitates more fully and reduces storage cost.
2.5 TYPES OF ADVERTISING
	Advertising can be categorized into different form based on the objectives that advertisement want to achieve and intending target audience the advertisement want to reach the types of advertisement are:
Product Advertisement
	This is persuasive force that aims at changing customer attitude and pattern of behavior to a product or service (by use of the mass communication media) in ways which would be favorable to the target audience. This is necessary since consumers need and wants changes as the different stages of the family life cycles.
Classified Advertising
	This is a form of advertisement that have been used by individual who want to change their name or small companies or organization that want to tender for supplying of certain material or equipment. The classified columns are made available by newspapers or magazines
Adversarial Advertising 
The is a  type of advertising that present the organizations position usually on some social issues for instant Mobbi Oil company, Shell Oil company in Nigeria have effectively use the adversarial advertisement to convey the company’s stance or variety of issues such as giving scholarship to some selected Nigeria Students, provision of social amenities to certain oil company.
2.6 THE BENEFIT OF ADVERTISEMENT TO BUSINESS ORGANIZATION
	The following under listed benefits are what an organization derived from advertising:
Advertising create awareness and build consumer interest in new products, new ideas, new technology and new companies in convince actual and potential buyer of the superiority and benefit of the company’s product or services over that of competitors. Advertising remains customers and potential buyers constantly of the availability of existing products and companies and how they compare with other products or companies. It provides useful information to customer, basic information that are needed by actual and potential buyers of a product are provided by the advertisement.
It also encourages and educates the public on various activities of the company and also encourages public support of various governmental and non-profit organization activities.
	Advertising helps to reduce customers dissonance some dissatisfaction after purchasing a product, many people become highly selective of the advertisement to which they expose themselves. These advertisement tend to re-assure them and they often find information in the advertisement of the product.
2.7 THE PROBLEM ASSOCIATED WITH ADVERTISING DURING ECONOMIC RECCESSION
1.	Advertising is concerned as unnecessary marketing expenses which has contributed to the increase in general price level.
2.	It may unduly influence the sales if a company’s product are opened such company to the abuses of monopoly.
3.	It is believed to be persuasive and many regrettably lead to impulse purchase by consumers.
4.	Advertising usually places emphasis on small and insignificant differences among products
5.	Exercise number of commercial on Radio and television interrupt good programming
2.8 THE NEED FOR ADVERTISING IN ‘MILO’ COMPANY
The overall purpose of advertising is to increase profit by stimulating sales beyond the unit and Naira level otherwise possible. More specifically, the products or seller hopes that additional units sold as a result of advertising will contribute to overhead cost on amount greater than the cost of advertising.
An advertising effect should come before it goes out to the public to ascertain the sales measures that is sales or how advert is to be reviewed by the audience should be determined either through the aid of text marketing to ascertain the extent of the suitability. Deceptive advertising should be avoided to advert wrong impression on brand personally. Each advertisement effect the consumers perception of the  brand, if any advertisement conflict with the perception, it will cause at least a neutral at worst a negative feeding.
Finally, the message to be disseminated must be delivered and profitable statement may be demonstrated and must not be misleading anything that can be misunderstood. Too many, thought, too much impression will confuse and lose the consumerist attention. The executive should be simple and expression unambiguous through the manager of presentation. Many involve in most always be felt to be obtainable.
2.9 HYPOTHESES FORMULATION
1.	Ho:	Advertising does not have any impact on sales
Hi:	Advertising has any impact on sales
2.	Ho:	Advertising does not create awareness about the product
Hi:	Advertising creates awareness about the product

CHAPTER THREE
3.0 RESEARCH METHODOLOGY
	Research methodology is an explanation and justification of conducting research. This chapter examines the specific procedures utilized in the course of obtaining data for the research topic under discussion. It also explains the method and strategies techniques utilized in the treatment and analysis of data collected with a view to providing the basic for easy understanding of the contents of the subsequent chapter.
3.1 RESEARCH DESIGN
Data used in this research work were collected from both primary sources of data and secondary sources.
Primary sources:	This is related to data obtained from the company the data were obtained through oral interview from the head of the administration, quality control manager, marketing manager and some of the staff of the company.
Secondary sources:	This on the other hand relates to data obtained from related text, company write up and personal texts.
3.2 RESEARCH POPULATION AND SAMPLE SIZE
	The research study is the evaluation of the use of advertising as a promotional tool in manufacturing industries and Nestle Industries limited is used as a case study. The research, however limit exercise to cover the management and staff of the industry.
Sample Size:	A sample is precisely part of the population the procedure for drawing samples from a population is known as “sampling” therefore, sampling is taking any portion of a population or universe. Adedo, M.A. (2006).
3.3 SAMPLING TECHNIQUE
	The question asked during the interviews were precise enough to allow for one simple answer they are designed in a very simple way that both the interviewees (the Management and staff) and interviewer did not find it difficult to ask and to answer. They are designed to be unambiguous.
3.4  METHODS OF DATA COLLECTION
The following methods are the instruments used by researcher:
a. In-depth Interviews were conducted with some staff of the company. The interviews were structures to give room for less versatility and record the spot adaptability on the part of the researcher having located the respondents, the researcher explained precisely why and for whom the result will be of interest and also what is expected to emerge research survey conducted. The study sample size for the company is 45 respondents that I 45 respondents (employees) were used the courses of this research exercise.
	The sample size of the company is divided by computation 10% from the study population i.e. 10% of 450 is 45. Responses collected from the interview were recorded while the researcher was alerted for vague and genviene answers. The result was recorded this impression and observation in the course of interview which were later used for the analysis stage.
b. Observation:	This is another primary sources used  in collection data in any natural scientist, it implies the use of one eye, it may be planned or unplanned. In this process, the researcher was able to observe some changes that have taken place in the company and some that need proper implementation as earlier discussed.
c. Documentation:	Information obtained through secondary method i.e use of library and journals are vitally essential as it from the bedrock of all the research work. In this method, relevant text books, handout and the company’s records were used.
3.5 METHOD OF DATA ANALYSIS
	Statistical techniques were used to present and analyzed data for the purpose of achieving clarity, compactness and completeness with the mechanical limitations of the typescripts.
	The statistical techniques used are:
Frequency distribution table, which, is the fundamental importance in analyzing data. It is a summary method of presenting data. A frequency distribution table is one in which particular variable of interaction form the basic classification and the entries are frequencies.
	They show the frequency or amount of time in which a particular variable or events occurs. It is valuable for summarizing a set of data which might be more difficult to identify by looking at the whole. In constructing the table, the overall range of variable in a set of data is divided into a number of classes are counted.
	Percentage: One of the analytical tool that provides for effective comparison, a base of 100% was set upon which frequency occurrences were determined.
	Chi-square (X2) test will also be used 
X2	=	∑(O-E)2
		    E
∑	=	Summation
O	=	Observation value
E	=	Expected value














CHAPTER FOUR
4.0 DATA PRESENTATION AND ANALYSIS
	In this chapter, I would be made to analyze the data collected in regarding of survey, each of the questions will be analyzed and discussed.
Note:	Resp		=	Respondent
	A		=	Agreed
	SA		=	Strongly Agreed
	D		=	Disagreed
	SD		=	Strongly Disagreed
	NI		=	No Idea
4.1 BRIEF HISTORY OF PRODUCT PROMOTION AT NESTLE NIGERIA PLC
	Nestle Nigeria Plc is a food manufacturing and marketing company. The Company is engaged in manufacturing, marketing and distribution of food products, including purified water throughout the country. It operates through two segments: Food and Beverages. The Food segment includes production and sale of Maggi, Cerelac, Nutrend, Nan, Lactogen and Golden Morn. The Beverages segment includes production and sale of Milo, Chocomilo, Nido, Nescafe and Nestle Pure Life. It manufactures and markets a range of brands, which include Infant Formula-Nestle NAN, Infant cereals-Nestle NUTREND, Nestle CERELAC, Family cereals-Nestle GOLDEN MORN, Confectionery-Nestle CHOCOMILO, Bouillon-MAGGI Cube, MAGGI Mix'py and Table Water-Nestle PURE LIFE. Its products include MAGGI Star Cube, MAGGI Crayfish, MAGGI Chicken, Ginger & Garlic, Golden Beef and Classic. It promotes food cultures through MAGGI Star Cook participatory cookery program in neighborhoods, and MAGGI Women Forum, a home management program.
Nestlé's products include baby food, medical food, bottled water, breakfast cereals, coffee and tea, confectionery, dairy products, ice cream, frozen food, pet foods, and snacks. Twenty-nine of Nestlé's brands have annual sales of over CHF1 billion (about US$1.1 billion), including Nespresso, Nescafé, Kit Kat, Smarties, Nesquik, Stouffer's, Vittel, and Maggi. Nestlé has 447 factories, operates in 194 countries, and employs around 339,000 people. It is one of the main shareholders of L'Oreal, the world's largest cosmetics company. 
Nestlé was formed in 1905 by the merger of the Anglo-Swiss Milk Company, established in 1866 by brothers George and Charles Page, and Farine Lactée Henri Nestlé, founded in 1866 by Henri Nestlé (born Heinrich Nestle). The company grew significantly during the First World War and again following the Second World War, expanding its offerings beyond its early condensed milk and infant formula products. The company has made a number of corporate acquisitions, including Crosse & Blackwell in 1950, Findus in 1963, Libby's in 1971, Rowntree Mackintosh in 1988, and Gerber in 2007.
Nestlé has a primary listing on the SIX Swiss Exchange and is a constituent of the Swiss Market Index. It has a secondary listing on Euronext. 
In 2011, Nestlé was listed No. 1 in the Fortune Global 500 as the world's most profitable corporation.[12] With a market capitalization of US$239.6 billion, Nestlé ranked No. 11 in the FT Global 500 2014.
4.2 DATA ANALYSIS
Table 1: Sex Distribution of the respondents
	Option 
	No of Respondents
	Percentage

	Female
	45
	63

	Male
	26
	37

	Total
	71
	100


Source: Field Survey, 2025
From the table above, out of 71 of the respondents, 45(63%) of them are females, while the remaining 26(37%) are males.
Table 2: Marital Status of the respondents
	Option 
	No of Respondents
	Percentage

	Single
	26
	37

	Married
	30
	42

	Divorced
	15
	21

	Total
	71
	100


Source: Field Survey, 2025
	From the above table, 26(37%) of the respondents are single, 30(42%) respondents are married while 15(21%) are divorced.
Table 3: Age Distribution of the respondents
	Option 
	No of Respondents
	Percentage

	20-30
	10
	14

	30-35
	16
	23

	35-42
	7
	10

	42-50
	20
	28

	50 and above
	18
	25

	Total
	71
	100


Source: Field Survey, 2025
	From the table above, 10(14%) respondents are between the ages of 20-30 years, 16(23%) are between the ages of 30-35 years, 7(10%) are between the ages of 35-42 years, 20(28%) are between the ages of 42-50 years while 18(25%) respondents are between the ages of 50 years and above.
Table 4: Respondents Category
Q1:	Does Advertising persuade you to buy things you do not really need?
	Option 
	No of Respondents
	Percentage

	A
	12
	17

	SA
	15
	21

	D
	26
	37

	SD
	18
	25

	NI
	-
	-

	Total
	71
	100


Source: Field Survey, 2025
	From the above table, 12(17%) of the respondents agreed, 15(21%) respondents strongly agreed, 26(37%) disagreed, 18(25%) strongly disagreed.
Table 5
Q2:	Do you agree that outdoor advertising encourages materialistic attitude in the society while neglecting important value?
	Option 
	No of Respondents
	Percentage

	A
	22
	31

	SA
	28
	39

	D
	14
	20

	SD
	7
	10

	NI
	-
	-

	Total
	71
	100


Source: Field Survey, 2025
From the above table, 22(31%) of the respondents agreed, 28(39%) respondents strongly agreed, 14(20%) disagreed, 7(10%) strongly disagreed.
Table 6
Q3:	Do you agree that advertising convey false and misleading information?
	Option 
	No of Respondents
	Percentage

	A
	13
	18

	SA
	8
	11

	D
	16
	23

	SD
	24
	34

	NI
	10
	14

	Total
	71
	100


Source: Field Survey, 2025
From the above table, 13(18%) of the respondents agreed, 8(11%) respondents strongly agreed, 16(23%) disagreed, 24(34%) strongly disagreed, while 10(14%) have no idea.
Table 7
Q4:	Did the current advertising meet and satisfy your need?
	Option 
	No of Respondents
	Percentage

	A
	30
	42

	SA
	5
	7

	D
	12
	17

	SD
	11
	23

	NI
	8
	11

	Total
	71
	100


Source: Field Survey, 2025
From the above table, 30(42%) of the respondents agreed, 5(7%) respondents strongly agreed, 12(17%) disagreed, 11(23%) strongly disagreed, while 8(11%) have no idea.

Table 8
Q5:	Has Advertising affect the price of the product or services?
	Option 
	No of Respondents
	Percentage

	A
	38
	54

	SA
	11
	15

	D
	22
	31

	SD
	-
	-

	NI
	-
	-

	Total
	71
	100


Source: Field Survey, 2025
From the above table, 38(54%) of the respondents agreed, 11(15%) respondents strongly agreed, 22(31%) disagreed, 0(0%) strongly disagreed, while 0(0%) have no idea.
Table 9
Q6:	Do you think that Advertising is very important compare to the other promotional mix?
	Option 
	No of Respondents
	Percentage

	A
	20
	28

	SA
	30
	42

	D
	15
	21

	SD
	6
	8

	NI
	-
	-

	Total
	71
	100


Source: Field Survey, 2025
From the above table, 20(28%) of the respondents agreed, 30(42%) respondents
strongly agreed, 15(21%) disagreed, 6(8%) strongly disagreed, while 6(8%) have no idea.4.3 TESTING OF HYPOTHESIS
	Here, the hypothesis formulated in chapter one of this research will be treated.
Ho:	Advertising has no significant impact on sales
Hi:	Advertising has significant impact on sales
Decision Rule
	Reject the null hypothesis if the computed value of chi-square is greater than the tabulated value of chi-square.
(r-1)(c-1) degree of freedom 
(3-1)(4-1)
(2)(3)
= 6
Expected value is 98/4	=	24.5
	
	O
	E
	O-E
	(O-E)2
	(O-E)2/E

	SA
	40
	24.5
	25.5
	650.25
	26.5

	A
	10
	24.5
	-4.5
	20.25
	0.8

	SD
	10
	24.5
	-10.5
	110.25
	4.5

	D
	11
	24.5
	-6.5
	42.25
	1.7

	Total
	71
	
	
	
	X2 = 33.5


X2 = 33.5
Decision Rule
	Since X2 calculated i.e 33.5 is greater than the table value i.e 12.59159, we can then accept Hi which states Advertising has significant impact on sales and reject Ho which states otherwise.
4.4	DISCUSSION OF FINDINGS
	From the finding, it was discovered that outdoor advertising is an important tools which a company i.e. Nestle can use in order to enjoy prompt sales of its product and services. Therefore, the company uses some means to motivate its customers such as direct advertisement and erection of Bill Boards to reach its customers.
	More so, from the respondent, it was discovered that current advertising meet and satisfy their need i.e. outdoor advertising motivates them about company’s product and services to ease the sales of nestle services.
	Meanwhile, the company also engages in other promotional activities like National Promotion for the people or customers to be awarded of their services and products.


CHAPTER FIVE
5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
	Evaluation of advertising as a tool for increasing sales during economy depression is very important because often times, consumers’ decision as regards what to buy is motivated by what has been seen, heard of or practically used.
	Advertising helps in that it carries the message far and wide to a scattered target audience that the advertiser or producer could not have reached it at once so easily. It was gathered from the responses of the respondents who filled the questionnaire that the organization is unrelenting in its efforts to ensure effective advertising programmes for their various serves and products. In the mind of the consumers the company was also using advertising strategies suitable for the company as well as the market in which it exists.
	More so, the findings reveals that the advertising position of a product or service is strong in the mind of the consumer in order to encourage repeated purchase of the product, so that the completion will not have an edge over them. This also creates brand loyalty and product differentiation.
 	According to various sources, the past experience and state of mind of the person subjected to advertising may determine the effect that advertising has on him/her. In an effort to improve messaging and to gain the audience’s attention, advertisers create branding and moments that will resonate with target markets and motivate the audience to purchase the advertised product or services.
5.2 CONCLUSION
	This research study critically shows that the use of advertising as a promotional tool especially in manufacturing industry is not a wasteful exercise, i.e. it really worth doing in any manufacturing industry to adopt the use of advertising activities as a promotional tool. This will definitely enhance and increase the sales level of the company’s product. Nestle production industry is therefore advice to continue in making use of advertisement which has really contributed greatly to the economic growth of the organization.
	However, advertising has helped the organization in providing useful information to the customers and also it has helped them to regain the lost customers.
	In conclusion, advertising as promotional tool is very useful and important in all the manufacturing industries and it is advised to adopt by all the organization in order to improve the sales level of the organizations aims and objectives.
5.3  RECOMMENDATIONS
	Considering the fact that advertising is an effective means of bringing the product nearer to the people which is way of contributing to the sales level. Nestle production industry and its line of production should be increased in order to create more awareness for their customers.
	I can really recommend that more of the company’s advertisement should be placed on every available advertisement medium so as to bring its product nearer to the people. 
It is also recommended that frequency at which the company’s advert are heard be increased. This is born out of the fact that not all television station receives network signals regularly as a result of signal problem with domestic satellite of the Nigeria television Authority (NTA) network should be strongly used for advertisement.
In conclusion, it would be economical and cost effective with more positive effect to use other local effective with more positive effect to use other local stations available to bring  the products to the grassroots.
Again, organization should not rely largely on advertising alone but on other promotional mix, so as to boost their sales level.
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