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CHAPTER ONE
INTRODUCTION
1.1 	Background to the Study
Advertising presents the most persuasive selling message to the right prospects for a product or service at the least possible cost (Dogudje, 2009). According to Kankarofi (2009) any company that doesn’t advertise will die hence, the need for corporate/business organizations to sufficiently appreciate the place of advertisement in the survival of their business. Kaufman (1980) asserts that “advertising is not chemistry, with rules and laws that, if followed with reasonable precision, will lead to predictable results every time. In other words, it’s not a panacea that can restore a poor product or rejuvenate a declining market; it is not a substitute for sound business judgment nor is advertising merely the words and pictures that appear in newspapers and magazines, on billboards and on television screens (Kankarofi, 2009). 
According to Robinson, cited in Ashkan, (2016) advertising is a prominent feature of modern business operations. One can encounter advertising messages, while watching TV, reading magazines, listening to the radio, surfing the internet, or even simply while walking down the street, as advertisement has a stimulating influence on purchasing behavior of the customer. This mammoth surge of advertisements from every possible source is basically to fulfill the urge of marketers to reach to a large number of people so that their product may receive optimum exposure. In addition,  Ashkan, (2016)   asserts that the role of this mass mode of communication in creating brand loyalty, deterring entry and consequently increasing sales revenue and profits of the organization and causing impact on the business cycle has been emphasized at various points of time by different studies {Ozga, (1999); Sundarsan,(2007)}.
Broadly speaking, according to Greunes, Kamershcen, and Kllin,(2000), the role of advertising expenses in an economy can be classified under two heads. According to one school of thought, advertising increases profits and reduces consumer welfare by creating spurious product differentiation and barriers to entry. While the other school of thought focuses on the informative character of advertising, which makes markets more competitive and reduces profits by informing the customers about prices and quality (Greunes, etal.,2000).
In the pre-historic era, advertisement appeared in the form of Egyptian papyrus with the information of the upcoming sale of a slave. Advertising in those days was presented by written or oral announcement touting a particular product or service. The oral advertising was spread by some sort of barker. Besides papyrus scrolls and wax boards, the written advertising was embodied in inscriptions on roadside rocks, as well as on buildings. As nowadays, there was a promotion of almost everything - olive oil and amphorae to keep the oil, oxen, horses and other livestock, tools and weapons (Frolova , 2014) . However, advertisement would probably would not have  expanded so much, without the  era of mass communication. The first impetus for this was typography. Another important development was the invention and subsequent spread around the world of the art of photography in the mid- 19th century. A photograph has served as an irrefutable proof of benefits of the advertised product. (Presbrey, 2009). 
Meanwhile,  the most important developments in the global advertising business were made in the 20th century. It is no exaggeration to say that the 20th century was the “century of advertising”- at that time there were profound changes and innovations in the field of technology and advertising. It was the 20th century when advertising became this so popular – primarily due to the unprecedented growth rate of world industrial production, as well as due to the appearance of more and more sophisticated means of creating and distributing advertisements: multicolor printing, analog and then digital radio, television, satellite communications, and finally, computers and the Internet. Advertising is day to day becoming more professionally organized and more quality performed (Presbrey, 2009).In spite of the import and evolution on advertising,  one cannot deny the fact that ultimate function of advertising expenses is to promote sales revenue. That is why every organization with the expectation of earning return is investing millions of naira or dollars on this mode of marketing communication (Ashkan, 2016).
Advertising can be a veritable source of sales promotion to insurance company who wants to improve on their sales performance and ultimately leverage on the power of advertising. Marketing has been considered as an isolated part from its old image and it has become one of the tasks with insurance business profitability goals. Production, sales and marketing should be together to get the best results(Aduloju, Odugbesan.
Shahram et al (2013) argues that one of the most important factors of marketing in service organizations is advertising. Commercial advertising is a process of communication creation with customers. So that relying on the advantages and benefits and positive features of a product or service does penetrate in thoughts and mental 

1.2 	Statement of Research Problem
[bookmark: bookmark=id.30j0zll][bookmark: bookmark=id.1fob9te][bookmark: bookmark=id.3znysh7]The insurance industry has been bedeviled by several challenges and threatened its existence. At the initial stage, many Nigerians did not understand the industry. The quota the sector contributed to the country’s GDP at a point was below 1%, prompting the government’s minimal recognition of the industry as an efficient contributor to the financial sector. There was also a low awareness of the need for insurance for the public. In addition to this was a poor regulatory framework and inevitably, the public, (which was supposed to be the insurance market), lost confidence in the sector (Odunmoray, 2015).  Besides, according to Ojumah (2013) insurance penetration in Nigeria is still very low, compared to acceptance levels in other countries. Insurance industry been a service industry and Nigeria been a developing country, there is need to align advertisement benefit to the industry growth and performance in term of advertising cost(Odunmoray, 2015).
Nigeria been a middle-income, mixed economy and emerging market, The state of the insurance industry, in 2015 the total asset from an extract from business day was 793.6billion compare to the banking sector  aggregate  credit to the domestic economy at end-January 2015 of  N17.28 trillion, when measured on month-on-month basis and the total asset N27.58 trillion   while the total premium in the insurance industry as at July 2016 is  350 billion compare to the total asset of the  banking sector of N27.43 trillion and the total banking sector credit to Nigeria economy of  N15.7 trillion.
 As march 2016 total government  asset was 18.2 trillion while the total contribution of the insurance industry to national Gross domestic product is 0.6 percent in 2013 while in 2014 the percentage contribution was still below 1% to Nigeria gross domestic product lagging behind some sub Sahara African countries. For south Africa, the contribution of the insurance sector is 15% to the their gross domestic product while Kenya in 2013 their insurance sector contribute 3.4 % to its economy.
Moshiri (2016), points out that the Nigeria oil and gas sector in 2016,  accounted for 20 billion dollars out of the 600 billion dollars investment in the global oil and gas industry in 2014.When you look at the age structure of those likely to take life insurance products between age  15 -64 you have N106,043,377 compare to the total life policy premium income for the industry N108,576,192,000 for 2014 extract from insurance digest of 2014 . The total market capitalization as at may 2017 is 9.718 trillion, insurance company capitalization 28.9 billion, January 16, 2017 business day it was stated that average insurance stock price performance  0.67 while other insurance companies stock price stagnate below N1. Agabi (2015) argue that   data from the  Nigerian Insurers Association released within the year showed that the government only contributes 25 percent to the N300 billion gross insurance premium in 2012 and the 2013 and 2014 figures may not be radically different when they’re ready(Moshiri (2016). 
provide, as well as the rights and obligations that result from an insurance contract. From our research findings, it was discovered that the most common reasons for not having an insurance policy is “unawareness of its benefits”. The Nigeria Insurance Industry Report (2016) Government effort over the years have yielded little gains, as series of recapitalization and enactment of compulsory insurance  have still not developed the sector.
It is based on the aforementioned that this study intends to evlaute and accesses the impact of advertisement on the performance of insurance industry in Nigeria, with a special focus on five selected insurance forms (AIICO Insurance, Anchor Insurance Limited, Capital Express Assurance, Cornerstone Insurance Plc. and Consolidated Hallmark insurance plc). 
1.3 	Research Questions
1. What is the impact of person- to- person insurance policy campaign on sales volume of insurance firms in Nigeria?
2. To what extent is the effectiveness of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria?
3. How has advertising impacted on insurance product awareness in Nigeria?
1.4 Objectives of the Study
The general objective of the study is to examine the impact of advertisement on the performance of insurance industry in Nigeria, the specific objectives are stated below;
1. To examine the impact of person- to- person insurance policy campaign on sales volume of 
insurance firms in Nigeria.
2. To examine the effectiveness of electronic advertising /promotional activities on sales volume of 
insurance firms in Nigeria.
3. To understand and measure the impact of advertising on insurance product awareness  in Nigeria
1.5   Research Hypotheses
Hypothesis One
Ho: Person- to- person insurance policy campaign does not have impact on sales volume of insurance firms in Nigeria.
H1: Person- to- person insurance policy campaign does not have impact on sales volume of insurance firms in Nigeria.
Hypothesis Two
H1: There is no significant effect of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria.
Ho: There is significant effect of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria
Hypothesis Three
H0: Advertising does not have significant impact on insurance product awareness in Nigeria.
H1: Advertising does  have significant impact on insurance product awareness in Nigeria.
1.6 	Significance of  the Study
First and foremost, the study is significant because of its expected usefulness to formulators of insurance policy in Nigeria. Since the enactment of the first insurance legislation in 1961, several insurance policies and guidelines have been formulated, and new insurance regulations enacted to encourage the development and sustenance of insurance consciousness and awareness and ensure the penetration of insurance in Nigeria. Most of these policies and laws have failed to achieve the desired objectives. This study will serve as an eye opener to policy makers by revealing the current level of insurance awareness and factors influencing or militating against the cultivation of insurance awareness/habit in Nigeria. It will also guide them in the formulation and implementation of appropriate insurance policies and enactment of insurance laws that will bring insurance services nearer to the people at the grassroots and inculcate good insurance consciousness and habit into the Nigeria populace. Thus, this study will assist policy makers in formulating policies that conforms to the objectives of enhanced growth and productivity of the Nigerian economy.
Academic Purpose
This study will also be of much use to students and lecturers of insurance, actuarial science, banking, finance and economics, and other researchers who may wish to carry out further studies on impact of insurance or investment of insurance funds or other related topics. The study will serve as a ready-made database for them to begin with. The study will also serve as a further contribution to knowledge in the areas of insurance, banking, finance and national economic development. It will be particularly useful to foreigners who may need to study the development of insurance business in Nigeria as one of the leading developing countries of Africa and the investment opportunities available.
General Public
To the general public, the significance of this study is very crucial because it will enable the general public to better understand the insurance industry and help them to take a decision of taking any type of insurance policy that suit their needs. It also encourage the development of good insurance culture, awareness and penetration of insurance in the rural and urban sectors, the study will help to increase the level of patronage of insurance products, understanding of the benefits of insurance as a financial solution to risks, and the deepening of the density of insurance, and as an efficient savings, credit and investment mechanism. This will in turn lead to increase in the number of insurance policyholders, increase in volume of insurance business, gross premium income, increased contribution to the Gross Domestic Product and economic growth and wellbeing of the populace.
1.7 	Limit and Scope of Study
The study covered advertising as the independent variable and sales performance as the dependant variable, it is limited to the Nigeria insurance sector, We are measuring performance in term of sale of insurance products, attractions of investor to patronize insurance share. This will ensure increase capacity to underwrite risk on all part of our economic both oil and non oil risk, development of the sectors to perform  and enhance our fragile infrastructural through the use of advertisement.
The issue of arriving at actual capital to write insurance business will continues to be an issue in Nigeria but if adequate measure is taking to advertise the sector in this regard to general public on opportunities and benefit, there will be mad rush to invest and the industry will be better for it
The study will depend on both primary sources, questionnaire for gathering data and secondary data like journal, textbook and online sources. Our primary limitation is reluctant of insurance companies to response to our questionnaires and also general public are also reluctant to fill our query.
 There is also the cost consequent of travelling to all the part of the country to examined broad knowledge of insurance and not being able to ascertain the number of life assured in the Nigeria insurance industry. Research  material are limited in scope and also you have few sources you can reviews also lack of accurate statistics is also an impediment. The tool of persuasion was intensively use to lure respondent to responds to our query and will still implore researcher to do same.
1.8 	Operational Definition of Terms
The following terms are defined in line with its use in this study.
Life insurance penetration: This is total life insurance premium divided by gross domestic product.
Non-Life insurance penetration: This equals total non-life premium divided by gross domestic product.
Total Insurance penetration: This equals total life and non-life insurance premium divided by gross domestic product.
Insurance Density: This equals total premium of insurance of life and non-life insurance divided by total population.
Advertising: According to Arens (2004:7), advertising is the structured and composed non-personal communication of information, usually paid for and usually persuasive in nature, about products (goods, services or ideas) by identified sponsors through various media.
Impact: The Oxford Advanced Learners Dictionary defines impact as the powerful effect that something has on something or somebody.
Market: the set of all actual and potential buyers of a product or service. Kotler and Armstrong (2007:7). 
Brand: This is a name, term, symbol, design, mark or a combination of these that identifies the product of a manufacturer or differentiates it from those of competitors. Nwaizugbo (2004:113)
Brand awareness: Is an issue of whether a brand name comes to mind when consumers think about a particular product category and the ease with which the name is evoked. Shimp (2000:8)
                                                   
        









            












CHAPTER TWO
LITERATURE REVIEW
2.1 	Introduction  
This section focuses on the work of others scholars as regards the impact of advertising on performance of insurance firms in Nigeria. Advertisement and promotion are some of the most effective tools of marketing. According to Stanton (1978) cited in Ezeoha(2007) opine that  promotion is an exercise in information, persuasion and influence. Its aim is to reinforce positive behavior or change a negative behavior towards a product. Promotional activities include; Advertising, Publicity, Personal selling, Public relations, Sales promotion, Trade fairs and exhibitions etc. Predominantly, in this chapter, discussions are concentrated on advertising. Modes and methods of advertisement, effects of advertisement on products and literature on how advertisement and promotion can affect insurance policy or insurance firms’ product awareness, the history of insurance industry in Nigeria and the insurance market would be reviewed. Essentially, the conceptual theoretical and Empirical framework of advertising   and its impact on the performance of insurance industry are hereunder discussed;

2.2 	Concept of Advertising
Advertising plays an important role in our everyday life. It mainly determines the image and way of life and it has an impact on our thinking as well as on the attitude towards ourselves and the world around us. Advertising shows us ready forms of behavior in a certain situation. It determines what is good and what is bad. We buy what people say or "advise”. I chose this topic because it is very relevant today and it is interesting by its complexity and psychological essence. Everyone, even without realizing it, is influenced by advertising. We do not notice how it affects us. We have become slaves of scientific and technical progress, and advertising uses that skillfully. 
The pressure of advertisement is growing every day. A significant amount of money is spent on advertising campaigns bringing to the companies multi-billion profits. Moreover, it is a "product of the first necessity" for any enterprise, aimed at a commercial success, and it is becoming more and more expensive. According to statistics media the money spent on advertising in Finland was 1313,1 million euro in 2012 and 1206,7 million euro in 2013. (Finnish Advertising Council, TNS Gallup, Ad Intelligence 2014) 
Advertising is directly linked to politics. It determines not only the purchase of toothpaste, but also the choice of political candidate. In the end it determines the path of political development of the country and the politics itself. This function of advertising is very important in our society. 
Advertisement appeared a long time ago. Its existence in prehistoric times is confirmed, for example, by an Egyptian papyrus with the information of the upcoming sale of a slave. Advertising in those days was presented by written or oral announcement touting a particular product or service. The oral advertising was spread by some sort of barker. Besides papyrus scrolls and wax boards, the written advertising was embodied in inscriptions on roadside rocks, as well as on buildings. As nowadays, there was a promotion of almost everything - olive oil and amphorae to keep the oil, oxen, horses and other livestock, tools and weapons. There was advertising of services as well: in the announcements of that distant era, there were calls to visit a pub that sells unique snacks and wine, or an invitation to visit public baths. (Feofanov, 2004). 
However, the advertising would probably have not expanded so much, if once human had not discovered the era of mass communication. The first impetus for this was typography. Another important development was the invention and subsequent spread around the world of the art of photography in the mid- 19th century. A photograph has served as an irrefutable proof of benefits of the advertised product(Presbrey, 2009). 
However, the most important developments in the global advertising business were made in the 20th century. It is no exaggeration to say that the 20th century was the “century of advertising”- at that time there were profound changes and innovations in the field of technology and advertising. It was the 20th century when advertising became this so popular – primarily due to the unprecedented growth rate of world industrial production, as well as due to the appearance of more and more sophisticated means of creating and distributing advertisements: multicolor printing, analog and then digital radio, television, satellite communications, and finally, computers and the Internet. Advertising is day to day becoming more professionally organized and more quality performed (Presbrey, 2009). 

2.2.1	Nature of Advertising 
Advertising is impersonal communication of information about products, services or ideas through the various media, and it is usually persuasive by nature and paid by identified sponsors (Bovee, 1992). 
The standard definition of advertising includes seven main elements: 
1. Paid form of communication. 
2. The presence of an identified sponsor. 
3. Distribution through the media. 
4. The presence of a specific audience for treatment. 
5. Lack of personalization of distributed information. 
6. Aimed action. 
to pay attention and reaction. Advertising can be very expensive. Some of its types, such as an ad in the newspaper or on the radio, do not require much money, where other forms of advertising, such as television, require significant funding. (Kotler and Armstrong,  2010). 
Each country has its own regulations concerning advertising. Advertising can define a wide number of different aspects, such as placement, timing, and content. For example, in Russia you will not see advertising of alcohol on the TV after 9 pm, and in Sweden and Norway it is totally prohibited. There are countries that do not allow commercials aimed to children under the age of 12, and there cannot be any advertisements five minutes before or after children’s program. In the United Kingdom it is forbidden to promote tobacco on television, billboards or at sporting events. The law of advertising usually describes: 
Some of the general requirements for advertising include the following; 
· List of products, advertising of which is not allowed 
· Public service advertising (PSA) 
· Ways of advertising distribution 
· Special advertising of certain goods 
· Government control and responsibility for the violation of the legislation 
· Etc 
2.2.2 	Classification of advertising 
Since advertising is a sophisticated product for a variety of consumer groups, and is used to implement a wide range of functions, it is not so simple to classify it. It is possible to divide advertising into 8 main categories: 
1. By the method of addressing – an impersonal and personalized. Personalized advertising is represented by well-known personalities or experts of the advertised product, or consumers themselves (Sandage, 2001). 
2. By the method of payment – paid or free. Free advertising is rare. In the most cases it is a public or social advertising, not for commercial purposes. (Sandage, 2001). 
2.2.3. Main Types of Advertising 
Some of the type of advertising include but not exclusive to the following; 
1. Brand advertising – it is usually visual and textual advertising. Such advertising is intended primarily to achieve a higher level of consumer recognition of specific brands. (Sandage, 2001). 
2. Commerce and retail advertising - advertising of this type focuses on the specific production organization or product sales: it can be a service company or a shop. The main task of the commerce and retail advertising is to encourage the inflow of potential buyers by informing them about the place and the main terms of the provision of certain goods or services. (Sandage, 2001). 
3. Political advertising - one of the most prominent and the most influential types of advertising. A positive image of the politician is formed (Sandage, 2001). 
4. Advertising with a feedback – this type involves an exchange of information with potential customers. Most common way is a direct mail to specific recipients that has the greatest interest for advertisers as a possible buyers (e.g. in the form of catalogs). (Sandage, 2001). 
5. Corporate advertising - such advertising almost never contains advertising information (in the conventional sense of the word), and serves for the preparation of the public opinion (a certain segment of buyers) to support the point of view of the advertiser. (Sandage, 2001). 
6. Business advertising - professionally-oriented advertising, intended for distribution among groups formed by their belonging to a particular occupation. Such advertising is spreading mainly through specialized publications. (Sandage, 2001). 
7. Public or social advertising - unlike business advertising, it is oriented to the audience, united mainly by people social status - for example, single mothers, childless couples, teenagers, etc. (Sandage, 2001). 
2.2.4. Functions of Advertising 
There are four main functions of advertising: 
1. Economical function. The nature of the economical function of advertising is first of all to stimulate sales and increase the volume of profits from the sale of a certain product for a certain unit of time. Advertising informs, creates the need for a product or service, and encourages people to purchase. The more people have responded to the ad, the better it is for the economy and the economical well-being of society (Kotler, 2002). 
2. Social function. Advertising information has a significant impact on the formation of the consciousness of each individual. When advertising is addressed to consumers, besides the promotion of a product, it also 
· helps to form ideological values of the society and at the end has an effect on the character of social relations 
· causes consumer instincts, encouraging people to improve their financial state 
· improves the culture of consumption. Comparing different products and services, the consumer, in any case, tends to get really the best (Kotler, 2002). 
3. Marketing function. Advertising is an important component of marketing. Advertising entirely connected to the tasks of marketing, whose final aim is the full satisfaction of customer needs concerning goods and services (Kotler, 2002). 
4. Communicating function. Advertising is also one of the specific forms of communication. It is designed to perform an appropriate communicating function, linking together advertisers and consumer audience by the means of information channels (Kotler, 2002). 
2.2.5 	Planning Of an Advertising Campaign 
 Organization of an Advertising Campaign 
Advertising campaign is the set of promotional activities, developed in accordance with the marketing program and aimed at consumers, representing appropriate market segments, in order to cause their reaction and find a solution for the strategic or tactical objectives of a company. (Evans & Berman, 1995). 
Specification of separate activities during the campaigns depends primarily on the marketing strategy, which can be expressed, for example, by capturing the overall market, its share or segment; introduction into a new niche; retention of previously captured market positions. Marketing infrastructure, human and technical resources, established level of communication and information supply are all worth considering. 
Manufacturer can count on the high efficiency of advertising campaigns only if: firstly, they are prepared and carried out on the basis of preliminary studies, taking into account the dynamic nature of the market. Secondly, promotional products are reasonably created, memorable and properly acting on a pre-selected consumer audience. Thirdly, a sufficiently broad publication is provided by advertising means that are most appropriate for the task. Fourthly, the events in different places and at different levels of sales activity are coordinated. (Hopkins, 1966) .
Each advertising campaign consists of three main stages: preparatory, meridian and the final one. The preparatory stage is the most important one because two others depend on it, as well as the success of an advertising campaign in general. The preparatory phase includes planning of an advertising campaign. Planning considers the situation around the product on the market, and determines the cost of advertising. After choosing the types and methods of distribution and calculating the volume of advertising, it is easy to calculate the cost of purchased place or time for it. (Evans & Berman, 1995). 
When planning the advertising campaigns it is taken into account that the success of market activity depends not only on successful advertising, but also on factors that characterize the product: the product's functionality, price and competitors. 
2.2.6 	Choosing Time for Promotional Activities 
It is good to have an idea how to carry out advertising campaigns in different time periods. Promotional activities may be periodic (before big holidays) or sporadic (as a response to changes in demand, changes of market conditions, etc.). Promotional activities can also be planned for any special occasions, for example, new products, price change of existing products on the market, opening of new branches for the sale. (Samarina & Kalugina, 1999) .
[image: ]
Figure 2 showing Advertising & Promotion Concept
Source: Frolova(2014)
In those cases, if the trade turnover has dynamic seasonal changes, the advertising policy provides the following strategies. managers suggest that employees are more likely to defend the interests of their company than some external organization. The second reason is that advertising departments are more manageable than the advertising agency, whose leaders can have their own views on the organization of the advertising process other than the advertiser. The third reason is to save money, which you can get when placing orders directly to the producers of advertising services. The fourth reason may lie in the specificity of the advertiser’s activities that sometimes cannot be appreciated by other organization. (Lambin, 1966). 





CHAPTER THREE
METHODOLOGY
3.0 	Introduction 		                                                                   
This chapter deals with the method of research adopted in this project work. A research method is the specification of procedures for collecting, analyzing data, necessary to help solve the problem at hand. The areas covered include; Research design, population of study, sampling and sampling procedure, data collection procedure as well as administration of research instruments. The aim of this is to explain in detail the procedures in arriving at the inference of the study.
3.1	Research Design 		            
A research design serves as a guide to the researcher, at the various stages of her research work. A survey is a means of "gathering information about the characteristics, actions, or opinions of a large group of people, referred to as a population" (Pinsonneault and Kraemer, 1991). Survey design was adopted. Survey is the best method to study a population too large to observe directly for descriptive, exploratory or explanatory studies. Careful sampling of respondents and structured questionnaires provide data in the same form from all respondents. 
3.2   	Population of  the Study 
This refers to "a collection of measurement about which we wish to make an inference". The study area and the population is Nigeria, With approximately 184 million inhabitants, Nigeria accounts for 47% of West Africa’s population, and has one of the largest populations of youth in the world. It is a political federation that consists of 36 autonomous states, and a multi-ethnic and culturally diverse society. With an abundance of natural resources, Nigeria, Africa’s biggest oil exporter has the largest natural resources. However, the most populated state in Nigeria is Lagos. This informed the reason the study concentrated on Lagos using it as the location where the insurance firms would be conducted. The study focused on five insurance firms located in Lagos. These include: AIICO Insurance plc, Anchor Insurance Limited, Capital Express Assurance, Cornerstone insurance Plc. and Consolidated Hallmark insurance plc 
A sample of 110 respondents was chosen from an estimated population of 200 Given a significance level of 0.05%,
.3.3    	Sample Size and Sampling Technique		   		         
Sample Size is the number of elements that are included in the sample, Asika (2004),since it is impractical to reach the entire population, a sample is drawn to enable the researcher make an inference. To determine the sample size, a simple Taro Yamen sample size technique would be adopted by the researcher. Using a confidence level of 95%, a sample of 110 respondents was chosen from an estimated population of 200 Given a significance level of 0.05%, the sample size was calculated as:
N
1+ N (e)2
Where;
Total CBN employees (N) is given as 5,844; Confidence level = 95%; and. Margin of error (Significant Level) (e) = 0.05%.
200
=1+100(0.5)2
= 110
=110(Tkro Yamane, 1967)

3.4 	Methods Of Data Collection		                                                
A structured questionnaire is the research instrument for this study. It consists of two parts. The part of the questionnaire contains structured questions about the demographic variables of the respondents. The second part however, consists of structured questions about the respondent’s opinion on the stated items of the questionnaire. Copies of the questionnaire were administered on members of staff of five insurance firms under study in  Lagos Branch.
3.5       Research Instrument		                 
	The research would be carried out by gathering information from primary source. The researcher with the help of members of staff of insurance firms in Lagos. 15 questions of self-administered questionnaire tagged advertising and performance of insurance films in Nigeria (APIFINQ) would be administered to the workers of the organization. The questionnaires would be divided into 2 sections. Section A contained questions meant to obtain respondents Bio data. While sections B of the questionnaire comprised the problem questions on the subject matter. These would be distributed to the respondents. The results would be used to analyze the finding in the successive chapters.
3.5.1  	Validity and Reliability of the Instrument                                
The validity of the constructs of the questionnaire would be based on Cronbach alpha construct validity method which is between 0.7and 0.9 (Nunnally and Bernstein 1994) .The questionnaires would be constructed with the assistance of the Researcher’s Supervisor and his suggestions would be  incorporated into the instrument before it is  administered. 
	Reliability Statistics

	
	Scale Mean if Item Deleted
	Scale Variance if Item Deleted
	Cronbach's Alpha if Item Deleted

	Person- to- person campaign
	63.4074
	122.917
	.965

	Electronic Advertising
	67.9537
	127.671
	.967

	Insurance Policy Awareness
	62.8333
	124.981
	.968


Summary .966 No of Item: 3
Source: Researcher’s Computation.

3.6	 Methods Data Analyses
This researcher would adopt the simple percentage statistical method of analyzing the response on the various elements of bureaucracy tendencies in the study area. Subsequently, in order to test the hypotheses and establish the degree of dependence or independence of variables under consideration, the chi-square statistical technique were used for that purpose using SPSS as statistical package for the analysis. The study adopted the percentage statistical method of analyzing the responses on the various elements of communication in the study area. This is given by the formula: S/n * 100/1 
        Where: S = Response figure				                                              
                     n = Sample size				
Similarly, in order to test the hypotheses and establish the degree of dependence or independence, the chi-square statistical tool would be used for this study. Chi-square test is given by the formula: 
With degree of freedom (N-1)
Where: ∑= the parameter to be estimated
χ2  =  	chi-square distribution
fo = 	the actual number
fe = 	the expected number
N=  	Number of variables




CHAPTER FOUR
DATA PRESENTATION, ANALYSES AND INTERPRETATION
4.0  	Introduction 
This section presents the analysis and interpretation of data collected for the research study. The data collected was based mainly on field survey through questionnaires administration. Out of one hundred and twenty (120) questionnaires distributed to   five insurance firm employees, a total of one hundred and fifteen (115) copies were returned. However, about 7 were wrongly filled; hence one hundred and eight (108) were used for the analysis. This represented 90% of the total copies of questionnaire administered. 
Therefore, hundred and eight (108) questionnaires were used for the data analysis of this study and analyzed with Statistical Package for Social Sciences (SPSS)  20.0 for computing the percentage distribution analysis and Chi Square (χ2).All completed copies of the questionnaires were properly edited and used for testing of hypotheses of this study. The percentage of responses presented in tabular form showed the number of responses’ and the corresponding percentage of each alternative. The method used in analyzing the data was  chi-square, and percentage and frequency distribution analysis. 
Table 3.1 No of Insurance Firms Survey 
	No
	Firms Surveyed
	No of Instruments Returned

	1,
	AIICO Insurance,
	20

	2
	Anchor Insurance Limited, 
	20

	3
	Capital Express Assurance, 
	28

	4
	Cornerstone Insurance Plc.
	20

	5
	 Consolidated Hallmark insurance plc). 
	20

	Total
	
	108



4.2  	Presentation of Results                                                                                                               
4.2.1 	Respondents’ Characteristics and Classification       
This section covers the socio-demographic data of the respondents such as sex, age; marital status, length of service, grade levels, religion, official status as well as educational qualification. These data were analyzed and interpreted. 
	Table 1: Distribution of the respondents according to Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	65
	60.1
	60.1
	60.1

	
	Female
	43
	39.9
	39.9
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field survey, 2025
INTERPRETATION
Table 1 above shows that 65 percent of the respondents are male, the other 43 per cent of the total respondents are female. The result of the study suggests that more of the respondents are   male. That is, there are more males than the female respondents in this st
	Table 2: Distribution of Respondents according to Age 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Below 20yrs
	2
	1.8
	1.8
	1.8

	
	21-30
	60
	55.5
	55.5
	57.3

	
	31-40
	38
	35.1
	35.2
	92.5

	
	41-50
	8
	7.4
	7.5
	100.0

	
	Total
	108
	100
	100
	


Source: Field survey, 2025
INTERPRETATION
From the responses from the questionnaire, about 1.8  percent of the respondents fall below 21 years, 55.5  percent of the respondents fall within the age bracket of 21 – 30 years while 35.1 percent of the respondents are within 31 – 40 years age bracket while 7.4  per cent of the total respondents are within the age bracket of 41-50. The result suggest that majority of the respondents which corresponds to about 94 per cent of the total population are adult and fall within the bracket of the age required for this study. 
	Table 3:Distribution of  Respondents according to  Educational Level of 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	OND/NCE
	35
	32.5
	32.5
	32.5

	
	HND/B.Sc
	57
	52.7
	52.7
	85.2

	
	Post Graduate
	16
	14.8
	14.8
	100.0

	
	Total
	108
	100.0
	100.0
	

	
	
	
	
	
	






Source: Field survey,2025
INTERPRETATION
From table 3 above, the result shows that 32.5 percent of the respondents are OND and NCE holders while about 52.7percent of the respondents are HND and B.sc holders while only about 14.8 percent of   the respondents are postgraduate. The result suggests that about 100 percent of the sampled population have formal education from SSCE and above.

	
Table 4:Distribution of Respondents according to Marital status 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Single
	69
	63.0
	63.0
	63.0

	
	Married
	36
	35.0
	35.0
	98.0

	
	Widowed
	3
	2.0
	2.0
	100.0

	
	Total
	108
	100.0
	100
	


Source: Field survey2025

INTERPRETATION
From table 4 above, the result shows that 63percent of the respondents are not married yet; that means they are single.35 per cent are married while about 2 percent of the respondents are bereaved of their spouse. This indicates that they are widowed. The result suggests that about majority of the respondents are married.
	Table 5:Distribution of  Respondents according to  Length of Experience

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	5 years and below
	65
	60.1
	60.1
	60.1

	
	6-10 years	
	20
	18.5
	18.5
	78.6

	
	11– 15 years 
	16
	14.9
	14.9
	93.5

	
	21 – 25years
	7
	6.5
	6.5
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field survey, 2025
INTERPRETATION                                                                                                                              
The table 5 above suggests that 60.1 percent of the respondents have worked for five years and below in their organization. About 18.5 per cent have worked within 6 to 10 years while about 14.9 percent and 6.5 per cent have worked within 11 years to 25 years. This result suggests that majority of the respondents have worked for the organization within 5 years.
	Table 6:Distribution of Respondents Official Job Status 

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Junior
	57
	52.8
	
	53.0

	
	Senior
	32
	29.6
	
	82.0

	
	Management
	19
	17.6
	
	100.0

	
	Total
	108
	100.0
	
	


Source: Field survey, 2025
INTERPRETATION
From the above result, it can be deduced that about 53 percent of the sampled respondents have junior members of staff in the Bank. 29 percent of the sampled population belongs to the senior staff cadre of the Bank while 18 percent of the total respondents belong to managerial position. The result suggests that almost all the levels of management in the insurance industry are well represented in this research study.
	Table 7:Distribution of Respondents according to Departments

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Administrative
	9
	8.3
	8.3
	8.3

	
	Human Resource
	28
	25.9
	25.9
	34.2

	
	Product &Services
	37
	34.2
	34.2
	68.4

	
	Sales/Marketing
	16
	14.9
	14.9
	83.3

	
	Others
	18
	16.7
	16.7
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field survey, 2025
INTERPRETATION
The above result suggests explicitly that about 8.3 percent of the sampled respondent’s administrative members of staff in the firm. 25.9 percent of the sampled population belongs to HR department in insurance industry  while 34.2 percent of the total respondents belong to products & services. Meanwhile about 14.9 per cents of the respondents belong to the 
Sales/marketing department however, 16.7 per cent belong to other department.  The result suggests that almost all the department. 
4.3.1 Analysis of Respondents Based on Relationship between advertising and performance of insurance industry in Nigeria
Research Question One: What is the impact of person- to- person insurance policy campaign on sales volume of insurance firms in Nigeria?
	Table 8: I have seen insurance markets in my neighborhood several times

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agree
	19
	17.6
	17.6
	17.6

	
	Strongly Agreed
	87
	80.6
	80.6
	98.1

	
	Undecided
	2
	1.9
	1.9
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field Survey, 2025
INTERPRETATION
The table 8 above shows that 19(17.6%) respondents agreed that they have seen insurance marketers in their neighborhood several times. About 87(80.6%) respondents strongly agreed that they have seen insurance markets in my neighborhood several times. However, about 2(1.9%) respondents disagreed that they have seen insurance marketers in my neighborhood several times. From the table above, most of respondents agreed that they have seen insurance marketers in their neighborhood several times. This suggests therefore they that insurance firms through their marketers have renewed efforts to sensitize the public about their products.
	Table 9: Marketing insurance products have become very rampant

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	59
	54.6
	54.6
	54.6

	
	Disagreed
	4
	3.7
	3.7
	58.3

	
	Strongly Agreed
	43
	39.8
	39.8
	98.1

	
	Strongly Disagreed
	1
	.9
	.9
	99.1

	
	Undecided
	1
	.9
	.9
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field survey, 2025
INTERPRETATION
As regards the question to determine if Marketing of insurance products have become very rampant, about 59(54.6%) respondents agreed that Marketing insurance products have become very rampant, about 4(3.7%) respondents disagreed that Marketing insurance products have become very rampant. Furthermore, about 43(39.8) respondents further confirms that Marketing insurance products have become very rampant with about 43 strongly agree. 1(0.9%) respondent each however strongly disagreed and undecided respectively about the ranpant nature of marketing of insurance products in Nigeria. The findings imply that Marketing insurance products have become very rampant.
	Table 10: People often subscribe to life policy of Insurance firms in Nigeria

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	40
	37.0
	37.0
	37.0

	
	Disagreed
	12
	11.1
	11.1
	48.1

	
	Strongly Agreed
	44
	40.7
	40.7
	88.9

	
	Strongly Disagreed
	3
	2.8
	2.8
	91.7

	
	Undecided
	9
	8.3
	8.3
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field survey, 2025
INTERPRETATION
Table 10 shows that about 40(37%) respondents agreed that People often subscribe to life policy of Insurance firms in Nigeria 44(40.7%) respondents strongly agreed that People often subscribe to life policy of Insurance firms in Nigeria. However, about 12(11.1%) percent of the population studied disagreed   that People often subscribe to life policy of Insurance firms in Nigeria while about 3(2.8%) per cent 7(8.3%) per cent strongly disagreed and undecided that People often subscribe to life policy of Insurance firms in Nigeria. The result therefore suggests that the majority which is about 80 percent of the respondents agreed that people often subscribe to life policy of Insurance firms in Nigeria. 
	Table 11 Insurance firms have renewed interest in advertisement of their product through marketers

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	43
	39.8
	39.8
	39.8

	
	Disagreed
	3
	2.8
	2.8
	42.6

	
	Strongly Agreed
	46
	42.6
	42.6
	85.2

	
	Strongly Disagreed
	5
	4.6
	4.6
	89.8

	
	Undecided
	11
	10.2
	10.2
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field Survey, 2025
INTERPRETATION
The distribution above shows that 43(39.8%) respondents agreed that Insurance firms have renewed interest in advertisement of their product through marketers. About 3(2.8%) respondents disagreed that Insurance firms have renewed interest in advertisement of their product through marketers. However, about 46(42.6%) respondents strongly agreed Insurance firms have renewed interest in advertisement of their product through marketers, while about 5(4.6%) respondents disagreed and 11(10.2%) respondents undecided that Insurance firms have renewed interest in advertisement of their product through marketers. The above findings suggest 90 per of respondents believe that Insurance firms have renewed interest in advertisement of their product through marketers. This further implies that Insurance firms have renewed interest in advertisement of their product through marketers.
	Table 12: I am satisfied with the improvement in insurance policy through marketing of their products


	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	39
	36.1
	36.1
	36.1

	
	Disagreed
	19
	17.6
	17.6
	53.7

	
	Strongly Agreed
	36
	33.3
	33.3
	87.0

	
	Undecided
	14
	13.0
	13.0
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field survey, 2025
INTERPRETATION
Table 12 shows that 39(36.1%) respondents agreed that  they are  satisfied with the improvement in insurance policy through marketing of insurance products. 19(17.6%) respondents disagreed that they are  satisfied with the improvement in insurance policy through marketing of insurance products.. About 36(33.3%) respondents strongly agreed that  they are  satisfied with the improvement in insurance policy through marketing of insurance products.. However, 14(13%) respondents are undecided about the statement that they are satisfied with they are  satisfied with the improvement in insurance policy through marketing of insurance products. From the above data distribution, it is evident that they are satisfied with the improvement in insurance policy through marketing of insurance products.
Research Question Two: To what extent is the effectiveness of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria?
	Table 13: I see more of insurance product o TV often

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	36
	33.3
	33.3
	33.3

	
	Disagreed
	1
	.9
	.9
	34.3

	
	Strongly Agreed
	70
	64.8
	64.8
	99.1

	
	Undecided
	1
	.9
	.9
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field Survey, 2025
INTERPRETATION
Table 15 shows that 36(33.3%) respondents agreed that they see more of insurance products on  TV often. Though 0.9 per cent disagreed however, about 70(64.8%) respondents strongly agreed that that they see more of insurance product on TV often. 1(0.9%) per cent of the total sampled population surveyed were undecided about the effectiveness of insurance products advertised on TV. The findings from the above data distribution, suggest that that they see more of insurance product o TV often.
	Table 14: Electronic advert have a wider audience reach

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	35
	32.4
	32.4
	32.4

	
	Disagreed
	15
	13.9
	13.9
	46.3

	
	Strongly Agreed
	45
	41.7
	41.7
	88.0

	
	Strongly Disagreed
	3
	2.8
	2.8
	90.7

	
	Undecided
	10
	9.3
	9.3
	100.0

	
	Total
	108
	100.0
	100.0
	


Source: Field Survey, 2025
INTERPRETATION
Table 14 shows that 35(32.4%) respondents agreed that Electronic advert have a wider audience reach.10 per cent disagreed that Electronic advert have a wider audience reach. About 45(41.7%) percent strongly agreed that Electronic advert have a wider audience reach. However, 15(13.9%) percent strongly disagreed Electronic advert have a wider audience reach, while 10(9.3%) per cent are undecided about the reach of Electronic advert have on insurance products. The findings suggest that Electronic advert have a wider audience reach.
	Table 15: Paid advert of insurance products have a positive impact on insurance products

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	47
	43.5
	43.5
	43.5

	
	Disagreed
	6
	5.6
	5.6
	49.1

	
	Strongly Agreed
	44
	40.7
	40.7
	89.8

	
	Strongly Disagreed
	3
	2.8
	2.8
	92.6

	
	Undecided
	8
	7.4
	7.4
	100.0

	
	Total
	108
	100.0
	100.0
	


Source; Field Survey, 2025
INTERPRETATION
Table 15 shows that 41(43.5%) respondents agreed that Paid advert of insurance products have a positive impact on insurance products. 6(5.6%) respondents disagreed agreed that Paid advert of insurance products have a positive impact on insurance products while about 44(40.7%) per cent strongly agreed that agreed that Paid advert of insurance products have a positive impact on insurance products. However, 3(2.8%)  percent strongly disagreed  and 8(7.4%) per cent were undecided about the  statement that agreed that Paid advert of insurance products have a positive impact on insurance products. The findings from the data distribution above suggest that agreed that Paid advert of insurance products have a positive impact on insurance product
	Table 16: The effects of paid electronic insurance advets cannot be uantified.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	44
	40.7
	40.7
	40.7

	
	Disagreed
	11
	10.2
	10.2
	50.9

	
	Strongly Agreed
	35
	32.4
	32.4
	83.3

	
	Strongly Disagreed
	8
	7.4
	7.4
	90.7

	
	Undecided
	10
	9.3
	9.3
	100.0

	
	Total
	108
	100.0
	100.0
	


Source; Field Survey, 2025
INTERPRETATION
Table 16 shows that 42(40.7) respondents agreed that the effects of paid electronic insurance adverts cannot be quantified. 11(10.2%) respondents disagreed that the effects of paid electronic insurance adverts cannot be quantified. About 35(32.4%) percent strongly agreed that the effects of paid electronic insurance adverts cannot be quantified. However, 8(7.4%) percent and 11(10.2%) strongly disagreed and strongly disagreed while 10(9.3%) per cent of the respondents surveyed were undecided about the statement that the effects of paid electronic insurance adverts cannot be quantified. The result implies that the effects of paid electronic insurance adverts cannot be quantified.
	Table 17: The insurance industry performance have experience growth based on their electronic adverts

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Agreed
	39
	36.1
	36.1
	36.1

	
	Disagreed
	58
	53.7
	53.7
	93.5

	
	Strongly Agreed
	4
	3.7
	3.7
	39.8

	
	Undecided
	7
	6.5
	6.5
	100.0

	
	Total
	108
	100.0
	100.0
	


Source; Field Survey, 2025
INTERPRETATION
From table 17, about 39(36.1%) respondents agreed that the insurance industry performance has experienced growth based on their electronic adverts. 4(3.7%) respondents strongly agreed that the insurance industry performance have experience growth based on their electronic adverts. About 58(53.7%) respondents disagreed that the insurance industry performance has experienced growth based on their electronic adverts. However, 7(6.5%) percent were undecided about that the insurance industry performance have experience growth based on their electronic adverts.The implication of the data distribution above is that the insurance industry performance have experience growth based on their electronic adverts.
Objective One 
To examine the impact of person- to- person insurance policy campaign on sales volume of insurance firms in Nigeria.





Tales 23 Summary of chi square results on  sales volume of insurance firms in Nigeria.
	Variables

	O

	E

	O-E

	(O-E)2

	(O-E)2/E


	
	Agreed
	178
	100
	78
	6084
	60.84

	
	Disagreed
	33
	100
	-67
	4489
	44.89

	
	Strongly Agreed
	251
	100
	151
	22801
	228.01

	
	Strongly Disagreed
Undecided
	8
30
	100
100
	-92
-70
	8464
4900
	84.64
49

	
	
	
	
	
	
	467.38

	
	Total
	500
	500
	
	
	



Expected value = Total observation
                  Numbers of variables
=  100   = 20*5=100
       			      	        5  
X2 	=      
Where: ∑= the parameter to be estimated
X2  =  	chi-square distribution
fo = 	the actual number
fe = 	the expected number       
  χ2 = 467.38
df = (r-1)(c-1)

Where df = degree of freedom
            r = 4	
c = 2
 (5-1)(2-1)
 (4)(1)
df =4
χ2 tab(3, 0.05) = 9.488
At  4  degree of freedom at 0.05 level of significance, the chi-square tabulated value χ2 = 9.488(Gujarati, 2005).
DECISION RULE:
 If the chi-square calculated (χ2cal) is greater than the critical or tabulated value (χ2tab); we accept the alternative hypothesis H1 and reject the null hypothesis H0 and then conclude that the research hypothesis is false. 
CONCLUSIONS: 
From the computation above, the chi-square calculated is 467.38 while the chi-square tabulated is 9.488. Thus, the chi-square calculated is greater than chi-square tabulated. We therefore reject the Null hypothesis and accept the alternative and conclude that there is statistically significant relationship between Person- to- person insurance policy campaign and sales volume of insurance firms in Nigeria. This implies that Person- to- person insurance policy campaign  has positive impact on sales volume of insurance firms in Nigeria.
.Objective Two
To examine the effectiveness of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria
Table 24 showing summary of chi square result of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria
	Variables

	O

	E

	O-E

	(O-E)2

	(O-E)2/E


	
	Agreed
	170
	100
	70
	6074
	56.84

	
	Disagreed
	33
	100
	-67
	4489
	44.89

	
	Strongly Agreed
	259
	100
	159
	22810
	229.01

	
	Strongly Disagreed
Undecided
	16
22
	100
100
	-92
-70
	8464
4900
	84.64
49

	
	
	
	
	
	
	425.26

	
	Total
	500
	500
	
	
	



Expected value = Total observation
                  Numbers of variables
=  100   = 20*5=100
  			      	        5  
X2 	=      
Where: ∑= the parameter to be estimated
X2  =  	chi-square distribution
fo = 	the actual number
fe = 	the expected number       
  χ2 = 425.26
df = (r-1)(c-1)
Where df = degree of freedom
            r = 4
c = 2
 (5-1)(2-1)
 (4)(1)
df =4
χ2 tab(3, 0.05) = 9.488
At  4  degree of freedom at 0.05 level of significance, the chi-square tabulated value χ2 = 9.488(Gujarati, 2005).
DECISION RULE:
 If the chi-square calculated (χ2cal) is greater than the critical or tabulated value (χ2tab); we accept the alternative hypothesis H1 and reject the null hypothesis H0 and then conclude that the research hypothesis is false. 
CONCLUSIONS: 
From the computation above, the chi-square calculated is 425.26 while the chi-square tabulated is 9.488. Thus, the chi-square calculated is greater than chi-square tabulated. We therefore reject the Null hypothesis and accept the alternative and conclude that there is significant effect of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria. This implies that electronic advertising /promotional activities has statistical significant effects on sales volume of insurance firms in Nigeria.
Objective Three
To understand and measure the impact of advertising on insurance product awareness in Nigeria.
Table 25 showing summary of chi square result of the impact of advertising on insurance product awareness  in Nigeria
	Variables

	O

	E

	O-E

	(O-E)2

	(O-E)2/E


	
	Agreed
	151
	100
	70
	6074
	45.76

	
	Disagreed
	42
	100
	-67
	4489
	32.46

	
	Strongly Agreed
	234
	100
	159
	22810
	24.76

	
	Strongly Disagreed
Undecided
	25
22
	100
100
	-92
-70
	8464
4900
	83.34
62

	
	
	
	
	
	
	375.34

	
	Total
	500
	500
	
	
	



Expected value = Total observation
                  Numbers of variables
=  100   = 20*5=100
       			      	        5  
X2 	=      
Where: ∑= the parameter to be estimated
X2  =  	chi-square distribution
fo = 	the actual number
fe = 	the expected number       
  χ2 = 375.34
df = (r-1)(c-1)
Where df = degree of freedom
            r = 4
c = 2
 (5-1)(2-1)
 (4)(1)
df =4

χ2 tab(3, 0.05) = 9.488
At  4  degree of freedom at 0.05 level of significance, the chi-square tabulated value χ2 = 9.488(Gujarati, 2005).
DECISION RULE:
 If the chi-square calculated (χ2cal) is greater than the critical or tabulated value (χ2tab); we accept the alternative hypothesis H1 and reject the null hypothesis H0 and then conclude that the research hypothesis is false. 
CONCLUSIONS: 
From the computation above, the chi-square calculated is 375.34 while the chi-square tabulated is 9.488. Thus, the chi-square calculated is greater than chi-square tabulated. We therefore reject the Null hypothesis and accept the alternative and conclude that there is significant impact of advertising on insurance product awareness in Nigeria.. This implies that advertising has positive ad significant impact on insurance products in Nigeria.
4.3   Discussion of Findings.
The study examined the impact of advertising on performance of insurance industry in Nigeria with a view to understanding and measuring the impact of advertising on sales volume, product awareness and person-person campaign technique of the industry.
The study found that insurance firms through their marketers have renewed efforts to sensitize the public about their products while marketing insurance products  was found to  very rampant beased on person to person campaign. Meanwhile,. based on te majority which is about 80 percent of the respondents agreed that people often subscribe to life policy of Insurance firms in 
Nigeria. Furthernore, More than 90 per of respondents believe that Insurance firms have renewed interest in advertisement of their product through marketers. This further implies that Insurance firms have renewed interest in advertisement of their product through marketers.From the analysis of  data distribution, it is evident that they are satisfied with the improvement in insurance policy through marketing of insurance products and the findings also  suggest that that they see more of insurance product o TV often. The results also show that electronic advert have a wider audience reach. Meanwhile from the data distribution above suggest that agreed that Paid advert of insurance products have a positive impact on insurance products.
In related findings, according to the respondents, effects of paid electronic insurance adverts cannot be quantified while insurance industry performance  was found to have experienced growth based on their electronic adverts.
Further findings suggest that the advertising has impacted greatly on insurance product awareness in Nigeria, meanwhile  the insurance products and their benefits have become well know to the public due to adverts corroborating the initial findings that  the  use of advert has enhanced insurance products awareness in Nigeria.
The study also found that t advertising insurance products has positive impact in insurance products sales while emphasizing the effects of advertising on the increase sales of insurance products suggesting that that Increase in insurance products awareness through adverts has greatly improved.. 
Objective One: To examine the impact of person- to- person insurance policy campaign on sales volume of insurance firms in Nigeria
From the computation above, the chi-square calculated is 467.38 while the chi-square tabulated is 9.488. Thus, the chi-square calculated is greater than chi-square tabulated. We therefore reject the Null hypothesis and accept the alternative and conclude that there is statistically significant relationship between Person- to- person insurance policy campaign and sales volume of insurance firms in Nigeria. This implies that Person- to- person insurance policy campaign  has positive impact on sales volume of insurance firms in Nigeria. This findings corroborates the findings of Consolata N. Ochieno(2013)who found in his study on the advertising campaign especially person to person campaign has positive impact and are capable of generating increase sales for insurance industry in Nigeria. This is possible because of the power of advertising either in the print, electronic or through direct person to person marketing. Advert persuade prospective insurance policy subscriber to engage their service eve when they were not initially persuaded to do so.
Objectives Two: to examine the effectiveness of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria 
From the computation above, the chi-square calculated is 425.26 while the chi-square tabulated is 9.488. Thus, the chi-square calculated is greater than chi-square tabulated. We therefore reject the Null hypothesis and accept the alternative and conclude that there is significant effect of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria. This implies that electronic advertising /promotional activities has statistical significant effects on sales volume of insurance firms in Nigeria. The findings affirms the findings of Cameron,(1998) and Krasz, (2004) who found that Organizational growth performance is also negatively influenced by the loss of organizational knowledge and memory possessed on the one hand by those who are in the management cadre and, on the other hand, by the efforts of the marketers on the field, however electronic advert has become quite phenomenal in increasing organizational products sales. Usually those companies who engage in electronic marketing for their for the purpose of sales volume always have their hands full  which on the long run engenders the improvement experience by firms during products differentiation process.The positive impact of electronic adverts on insurance products sales and volume  captures the power of electronic media and the impact of persuasive adverts,
Objective Three: To understand and measure the impact of advertising on insurance product awareness in Nigeria
In an attempt to find out the impact of advertising   on insurance products awareness in Nigeria,a chi sqare analysis was employed , which the result shows that advertising has a positive impact on insurance product awareness in Nigeria. From the computation above, the chi-square calculated is 375.34 while the chi-square tabulated is 9.488. Thus, the chi-square calculated is greater than chi-square tabulated. We therefore reject the Null hypothesis and accept the alternative and conclude that there is significant impact of of advertising on insurance product awareness in Nigeria.. This implies that advertising has positive ad significant impact on insurance products in Nigeria
This findings corroborate Cameron,(1998), Cascio,(2002) and Krasz, (2004) who found that  advertising can improve organizational sales both in volume and in  richness of awareness across the population. It has been found to reduce negative perception of organization behavior. 


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.0  	Introduction
This chapter will highlight the project summary, recommendations, conclusion, suggestions for further and contribution to knowledge
5.1 	Summary of findings
The main objective of the study was to investigate the impact of advertisement on the performance of insurance industry in Nigeria. Components of advertisement which is the independent variable include person-person advert campaign, electronic camping and insurance product awareness were analysed. The findings suggest that :
The study found that:
1.  Insurance firms through their marketers have renewed efforts to sensitize the public about their 
products.
2. Marketing insurance products  was found to be  very rampant based on person to person campaign. 
3. People often subscribe to life policy of Insurance firms in Nigeria. 
4. Insurance firms have renewed interest in advertisement of their product through marketers. 
5. Insurance firms have renewed interest in advertisement of their product through marketers.
6. People are satisfied with the improvement in insurance policy through marketing of insurance 
products 
7. People see more of insurance product o TV often. The results also show that electronic advert have a 
wider audience reach. Meanwhile from the data distribution above suggest that agreed that: 
8. Paid advert of insurance products have a positive impact on insurance products.
9. Effects of paid electronic insurance adverts cannot be quantified 
10. Insurance industry performance was found to have experienced growth based on their electronic 
adverts.
11. Advertising has impacted greatly on insurance product awareness in Nigeria while the use the  use of 
advert has enhanced insurance products awareness in Nigeria.
12. Advertising insurance products has positive impact in insurance products sales while emphasizing 
the effects of advertising on the increase sales of insurance products suggesting that that Increase in insurance products awareness through adverts has greatly improved.. 

From the objectives of the study, the study achieved the following that:
1.  That there is statistically significant relationship between Person- to- person insurance policy campaign and sales volume of insurance firms in Nigeria. 
2. There is significant effect of electronic advertising /promotional activities on sales volume of insurance firms in Nigeria. This implies that electronic advertising /promotional activities has statistical significant effects on sales volume of insurance firms in Nigeria.
3. That there is significant impact of of advertising on insurance product awareness in Nigeria.. This implies that advertising has positive ad significant impact on insurance products in Nigeria
5.3 Recommendations
1 Nigeria insurance industry should use other forms of adverting like sponsoring events and use of mobile phone advertising. This will increase awareness about the various products produced by the industry.
1. The industry should use different common local languages used in the country so that every individual can get the messages from the adverts.
2. E-marketing should also be used to reach most the people who spend time on the internet and have no timer to listen to radios or watch televisions.
3. The industry should also use celebrities in the country to help them advertise their products for this can attract big crowds from which potential customers can be found
4. The insurance sector has largely stuck to images of happy families, carefree couples and cute babies. We have to use a different route to break the clutter, and humor and endorsement of celebrities is some of the routes available to us
1. Increase the amount spent on advertising since there is s strong positive relationship between advertising and sales performance
2. The look at the actions of competitions.
3. Look at the quality of the services.
4. The industry should choose the most effective media for advertising. A media that is affordable by many people for example radios.
5. The industry should use different common local languages used in the country so that every individual can get the messages from the adverts.
6. E-marketing should also be used to reach most the people who spend time on the internet and have no timer to listen to radios or watch televisions.

5.4     Conclusion
The study shows that advertisement is very much important for any business. A huge amount is paid by companies against advertisement. There are many ways available to give advertisement on which this amount is paid this are TV, Newspaper, Radio, Internet etc. At the initial phase of a company it is important that they give emphasis on corporate advertising because it helps in brand recall .  Giving advertisement in any type of media is not the only medium, there are many other ways also like social service, by way of educating people.  
In the market it can easily be realized that the Television audience had a huge impact of these ads. Although the most popular medium of information gathering has emerged as the arena of media war. But yes the old players news paper and radio are still on their high trying to dominate in the market. Internet being in its youth phase is rapidly reaching in the elite class. 
The survey clearly determines that people are aware of insurance advertisements as most of them have seen Insurance advertisements which could provide them with ample knowledge about the products provided by the insurance companies
It is evident that there are various forms of advertisements used by the organization. But according to the responses there are some forms which are mostly used  than others ,this includes radios and televisions.  
These have helped the organization to raise awareness about the existence of various types of products produced by the company. 
It can be interpreted from  the survey that effective advertising has a great impact  on the decision making process of the consumers for which the advertising has to be effective so as to leave a lasting impact on the consumers’ mind and help them make correct decisions
Insurance ads have undergone major changes over the years. Insurance can help customers against disasters. People are understanding more and more this and they have started buying insurance products
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