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ABSTRACT

Thepurposeofthisstudyistoexaminethecontributionof
marketing research to business organization, particular
referencewasmadetoUnileverNigeriaPlc.Thisstudyaimed
to obtain information about the controllable and non-
controllablefactorasregardstothemarketingofgoodsand
services.Theinformationhelpsthemanagementtoreduce
the riskin businesstherebysolving managerialproblems.
Hence,inconductingtheresearch,theresearchermadeuseof
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oralinterview and questionnaire,she also reviewed other
relatedliteraturenecessarytoprovidetherequireddataforthe
study,thedatacollectedforthestudywereanalyzedintable
usingsimplepercentageandchi–square.Inthisstudy,the
researcherattempted to make a historicalsurvey ofthe
contributionofmarketingresearchtobusinessorganization. 
The findings were that marketing research increases
profitabilityanditenabletheorganizationtoformulatepolicies
thataim atprovidingtheircustomerwiththerightproductsat
the rightprices butabove these,there is stillneed for
improvementinmarketingresearch.Recommendationswere,
however,made that marketing research is essentialto
business organization. And thatgovernmentshould on a
regularinterval,organizationseminarsformanagementand
staffoftheorganizationandotherbusinessorganizationto
educatetheontheimportanceandapplicationofmarketing
research.

Key Words:Marketing,Marketing Research,Organisations
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Thischapterconsistsofbackgroundtothestudy.Statement

ofthe problems,aim and objective ofthe study,research

question,researchhypothesisandsignificanceofthestudy.

1.1 BACKGROUNDOFTHESTUDY

Advertising appealgives a reason to buya product,an

advertisingcampaignmayhaveoneormoreadvertisingappeal

oneappealcanbeusedanditcanhavesubthemesanadvertising

campaignAppealneedstobeuniqueandneedstogivespositive

impressionabouttheproducttothetargetaudienceeveryappeal

thatisusedbythecompaniesintheadvertisingisaspertheir

competitors.

Anotherimportantaspectofappealisthatitneedstobe

believablebytheaudience(Kumar,1998)Audiencegetsattentive

whentheadvertisementistheretheytrytocomprehenditandthen

finallytheirpurchasebehaviourisinclinedtowardsthebrand,when

audiencebehaviourismoldedbytheadvertisertowardsthebrand,

theonlytheirpurposeofadvertisementisachieved,inordertodo

soadvertiserissettounderstandthepsychologicalaspectsofthe

audienceandthentrytodeveloptheappealwhich canchange

theirattitudetowardsthebrand.

Foradvertiseritisveryimportanttounderstandhow the

diffusionofthemessagethattakesplaceinthetargetaudience

andinordertohaveapositivediffusionadvertisercreatesaa
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favourable environmentwords play an importantrole in the

advertisingmessageasitdirectlyaffectsthemindofthetarget

audience.Psychologistfeelsthatallthehumanactivitiesarebased

ontheneeds(Lambetal.1992,scheme,1987)

Consumers may have different types of needs like

physiologicalphysicalorlatent.Anindividualwhohasaspecific

needalwayslookfortheinformationfrom themarketingword.

Whenthereiscue whichisaspertheneedoftheconsumerthen

anindividualrespondsfortheproduct.Driversthatarepresentin

anindividualveryatthedifferentlevelsconsumermaybeinclined

towardstheproductbecauseofthetownofprestigewhichis

associatewiththeadvertisingappeals.

Advertising appealis the main centralmessage in the

advertisingmessage.Itarousesthedesiresandaddressesthe

human need thatcan be satisfied by the productwhich is

advertised.Appealistheunderlying contentin theadvertising;

advertiserappealand execution areusuallyinterdependentbut

advertising.Appealcanbeused inalltypesofmediabutthe

executionstyleisdifferentfordifferenttypesofmedia.Advertising

appealis thatsomething which attracts the consumers and

develop interestin them some common consumerappealare

esteem,sex,fear,securityandsensorypleasure.Advertiseruses

thewordappealtoemphasisonthecreativity.Advertisingcreate

desirefortheproductand appealspersuadetheconsumerto
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investintheproduct.Appealsnotalwayshavealltheproduct

attributedbuttheycreateanatmospherewherethetargetaudience

desiresareevokedtowardtheproduct.Forexample,ifthereisa

productforthehousewivestheproductforexample,ifthereisa

productforthehousewivesthentheappealwouldberelatedto

Family.

Kotler(1997)pointedoutinHisstudythatadvertisingappeal

inthethemeofanadvertisement.Tomaketheaudiencereceivea

necessarymessage,advertisershavetoputsomedrivingpower

intothemessagethedrivingpowerisappealeveryadvertising

appealrepresentsanattraction,whicharousesconsumersdesire

whatkindofvappealdesigncanattractconsumersmoreeasily

andeffectively?Tohighlightacommodityimagemanycompanies

finddifferentwaysofappealingtothecustomersinconvincing

them abouttheirproductsandservices.

Advertisingattitudesreflectpersuasivepsychologicaleffects

andactasimportantindicesformeasuringadvertisingeffects.

1.2 STATEMENTOFTHEPROBLEMS

Manyorganizationtodayfailtocreatesignificanteffectson

advertisingattitudemoreeffectivelywiththistheyluckinexamine

therelationshipamongadvertisingappealsandpurchaseintention.

Secondly,they also notcare aboutcombining different
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approaches of advertising appeals with different types of

consumers behaviours,which is more effective in creating an

impactofadvertisingappealinincreasingpurchaseintentionsthus,

advertisingattitudescreateacertaininfluentialpoweronpurchase

intentions,whichisyetanothermanagementissuethisresearch

studywanttolookintoandexplore.

1.3OBJECTIVESOFTHESTUDY

Like themarketingphilosophypointedout,everymarketing

orientedfirm ororganizationmustmotivateandappeal tothe

customersthroughadvertising.Inthelightofthis,objectivesofthis

researchstudyare;

1.Toexploreandcomparetheinfluenceofdifferentadvertising

appealsonadvertisingattitudeandpurchaseintention.

2.Toinvestigatedifferenttypesofadvertisingappealsadoptable

inamarketorientedcompanylikeNigeriaBottlingcompanyplc.

3.To find out customer purchase intention after proper

advertisingappealsoncoca–colaproducts.

4.To revealthe impactofadvertising attitude on purchase

intention.

1.4RESEARCHQUESTIONS

Inthisresearchstudy,thefollowingareresearchquestions
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thatitintendstofindsolutionto

i. Whatare differentadvertising appeals on advertising

attitudeandpurchaseintention

ii. Whataredifferenttypesofadvertisingappealsadoptablein

amarketorientedcompanylikeNigeriaBottlingcompanyplc?

iii. Which measuring tool determines customer purchase

intentionafterproperadvertisingappealsoncoca– cola

products.

iv. How can advertising attitude have impacton purchase

intention.

1.5RESEARCHHYPOTHESIS

Thefollowingaretheresearchhypothesisinthisresearch

studytheseare;

Hypothesis1

Ho1:Advertisingappealdoes nothavesignificantimpacton

purchaseintentiononcoca–colaproducts

H2 1:Advertising appealhas significantimpacton purchase

intentiononcoca–colaproducts.

HypothesisII

Ho:Advertisingappealdoesnotsignificantlyincreaseproductivity
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inNigeriabottlingcompany

Hi:Advertisingappealsignificantlyincreaseproductivityin Nigeria

bottlingcompany

1.6SCOPEOFTHESTUDY

Theimpactofadvertising appealsandpurchaseintentions

isabroadscopebuttheresearcherwillundertakethisresearchit

term ofthefollowing;

 THEORETICAL SCOPE:theareaofcoverageofthisresearch

work is centered on the advertising appeals and purchase

intentions.

 GEOGRAPHICALSCOPE:theareacoveredintermsoflocation

inIlorin,KwaraStatewhereNigeriaBottlingcompanyplcis

situatedatcoca–colaroad,offunityroad,Ilorin,KwaraState

 INDUSTRIALSCOPE:Thisresearchworkwillbefoodanddrinks

industry

 TIMESCOPE:Asaresultofthelimitedtime,thedataobtained

willbewithinaspanof3– 5yearsandthevalidityofthe

outcomecanonlybetenableforthedurationoftwoormore

years.

1.7SIGNIFICANCEOFTHESTUDY

Thesignificanceofthisstudycomesin fourfoldsasit
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affectsthefollowing

 TO MARKETING DISCIPLINE: this study brings firsthand

informationneededbylecturersandstudentsofmarketingwho

maywanttoresearchintotopicorrelatedtopicsofthisnature

aboutadvertisingappealandpurchaseintention.

 TOTHECASESTUDY:Thiswillserveasaguideorreferenceto

themanagementandstaffofNigeriaBottlingcompanymaker

ofcoca–colaproductsinIlorin,Kwarastate.

 TO SOCIETY:The outcome ofthis study willbe ofgreat

advantage to the society in having the knowledge about

advertisingappealsandcustomerspurchaseintention.

 TOTHERESEARCHER/WRITER:Thesignificanceofthestudy

cannotbeoveremphasizedtothewriters,asitwillhelpin

puttingtheundergraduateexperienceintousage.Itservesasa

pre–requisiteforandawardofnationaldiplomainmarketing

1.8LIMITATIONANDCONSTRAINTOFTHESTUDY

Incarryingoutaresearchstudyofthissensitivenature,one

cannotaffordtoexpectsomeconstraintswhichtendtohinderthe

gatheringofaccurateandupto–date.Thelimitationare

 FINANCE:Since the research involved reading ofseveral

textbooks,journalfiles,magazine,news papers,article and

otherpublications,mostoftheseare:capitalrequirementwhich
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isnotreadingavailableitrequiredalotofhumanandmaterial

effortwhicharemoneyconsuming.

 ADMINISTRATIVEBOTTLENECK:thestaffofNigeriaBottling

companyplcIlorinwerenotwillingtoreleaseofvitaldatawhich

in turn make the work a hellofan ordealtheyfeelthat

information given may be used against them by their

competitive rivals in the industry,because as the major

companywhichproducesnon–alcoholicdrinkforyears.

 TIME: As a resultofthe shortacademic programme,the

research work is encountered with little available fordata

collectionaswellaslecturethetimefortheprojectisveryshort

as schedule in the academies calendarofthe school.But

despite allthese limitationsand constraints,the researcher

ensuresthatproblem encounterdidnotaffectthevalidityand

reliabilityoftheresearchwork

1.9DEFINITIONOFTERMS

Thefollowingtermsareusedintheresearchstudy

 ADVERTISING:advertisingisameansofcommunicationwith

theusersofaproductorservice.Advertisementsaremessage

paidforbythosewhosendthem andareintendedtoinform or

influence people who receive them,as defined by the

advertisingassociationoftheUK.
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 APPEAL: Thepowerorabilitytoattract,interest,amuseor

stimulatethemindoremotions.

 PURCHASE:Apurchasemeanstotakepossessionofagiven

asset,propertyitem orrightbypayingapredeterminedamount

ofmoneyforthetransactiontobecompletedsuccessful.In

otherwordsit’sanexchangeofmoneyforaparticulargoodsor

service.

 INTENTION:Anintentionisdealthatyouplan(orintend)to

carryout.Itisadeterminationorplantodoaspecificthing

 MARKET:-Anopenplaceoracoveredbuildingwherebuyersan

seller’sconvinceforthesaleofgoods.

 MARKETING:Marketing isdefinedbytheAmericanmarketing

associationastheactivitysetofinstitutions,andprocessesfor

creating,communicating,deliveringandexchangingofferings

thathavevalueforcustomer,clients,partners,andsocietyat

large.

 MAXIMIZATION :maximizationrefersto theactofmaking

somethingaslargeorgreataspossible

 BUSINESS:Anorganizationoreconomicsystem whatgoods

andservicesareexchangedforoneanotherorformoney

 SMALLSCALEBUSINESS:Thisisabusinessthatemploysa

smallnumberofworkersanddoesnothaveahighvolumeof
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sales.

 POPULATION:Thenumberofpeopleinageographicarea.

CHAPTERTWO

LITERATUREREVIEW

2.0INTRODUCTION

Thischapterisliteraturereview,i.ereview ofpastscholars.

Therefore,thischaptercontainsconceptualreview,theoretical

reviewandempiricalreview.

2.1CONCEPTUALREVIEW

2.1.1ADVERTISING

Advertising has become one of the most important

commercialactivities in the modern competitive environment.

Companiesspendalargepartoftheirbudgettoproduceandrun

advertisementforpromotionstocommunicateinformationabout

theircompanyandproducts.Companieshopethatconsumerswill

purchasetheirproducts duetotheadvertisements,whichdeliver

messageaboutacertainbrandanditsproducts.Thorsonand

Leavitt(1992)Stated thatthe bestprophetforpurchase is

advertising.Technologiesprogressrapidlydaybyday,contributing

totheconstantrenewalofchangesinbroadcastingforms.Among

thoseforms,advertisingmediaiswidelyused.Advertisementare
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usefulfortherepresentationofacommodity’sImagetheyalsoact

asannouncementfoethecorporateimageandproductpositioning.

Advertisementareakindorpersuasivecommunicationthatoffers

productinformationtoeveryconsumerviainstitutionsinchargeof

production orsupply.In a complete study ofmarketing and

promotionalactivities,advertisingusuallyplaysthemostimportant

role.Thereforetheadvertisingeffecthasbecomeakeyissue.

Kotler(1997)pointedoutinhisstudythatadvertisingappeal

is the theme oran advertising appealis the theme ofan

advertisement. To make the audience receive a necessary

message,advertisershaveto putsomedriving powerinto the

message,thisdrivingpowerisappeal.Everyadvertisingappeal.

Everyadvertisingappealrepresentsanattraction,whicharouses

consumers desire whatkind ofadvertising appealdesign can

attractconsumersmoreeasilyandeffectively?

The rightchoice ofadvertising spokesman is a critical

elementin successfuladvertising does an advertising spokes

person influence consumers’attitudes or enhance purchase

intentions? Thisiswhatthis peoplewillexplore.Advertising

attitudesreflectpersuasivepsychologicalbeeffectsandactas

important indices for measuring advertising effect Thus,

advertisingattitudescreateacertaininfluentialpoweronpurchase

intentions,whichisyetanothermanagementissuewewantto

exploreinthispaper.
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2.1.2ADVERTISINGAPPEAL

Advertisingappealreferstopackagingproducts,services,

organizations,orindividualinaVarityofwaysthatclearlydelivera

certainbenefit,stimulation,identification,orreasontoexplainwhat

consumersarethinkingaboutandwhytheybuyproducts(Kotler,

1991).

BerkmanandGilson(1987)definedadvertisingappealasan

attemptatcreativitythatinspire

Consumersmotivesforpurchaseandaffectsconsumerattitude

towardsaspecificproductorservice.

SchiffmanandKanuk(2007)definedadvertisingappealas

supplier application ofapsychologicallymotivatingpowerto

arouseconsumers’desireand action forbuying whilesending

broadcasting signaltochangereceiversconceptsoftheproduct.

Hence,advertising appealis applied to attractthe consumers

attention,tochangetheconsumersconceptoftheproduct,andto

affectthem emotionallyaboutaspecificproductorservice(Belch

and1etch,"1998,ShiffmanandKanuk,2007).

Tomeetthevaryingdemandsoftheirtargetconsumers,

advertiserscommodityuse rationalappealandemotionappealin

theiradvertisinginanattempttoinfluenceconsumerbehavior(Chu.

1996) by rationaladvertising appeal,the product can be
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emphasizedbitsbenefitsinwhichtheconsumers’self-benefitis

thekey proposition and thefunction orbenefitrequested by

consumersoftheproductorserviceisarticulatelypresentedin

advertising ontheotherhandemotionaladvertisingappealplaces

stressonmeetingconsumers’psychological,socialorsymbolic

requirementwheremanypurchasemotivescomefrom.

Kotler(1991)definedrationalappealasrationallyoriented

purchasestimulatedbydirectlygivingexplanationofaproduct’s

(advantages.Rationalappealfocusesonthebenefitsconsumers

mayenjoyin anadvertisementitemphasizethataproductor

servicecouldachievethefunctionandbenefitsconsumersdesire

hedefineemotionalasthestimulationofconsumers’purchase

intentionsbyarousingtheirpositiveornegativeemotionpositive

emotionappealcovershumor,love,happiness,etc,whilenegative

emotionalappealinvolvesfear,asenseofguilt,andsoon.Attitude

isanessentialconceptinpsychology,butitisalsowidelyappliedin

thesocialscienceandmarketing.

Fishbelin andAjzen (1975)definedattitudeasalearning

orientationbasedonwhichastateofconstantlikeordislikeis

generatedtowardsacertainobject.Kotler(1991)suggestedthat

attitudereferstoanindividual‘slong–lastingperceivedevaluation

oflikedislikeemotionalfeelings,andactionintentiontowardsan

objectoridea.SchiffmanandKanuk(2008)statedthatattitudeare

apsychologicaltendencyaccruedfrom learningandacontinual
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evaluationtowardsasubjectlin(2008)definedadvertisingattitude

asacontinuouslyreactiveorientationlearnedfrom acertainobject.

Suchanorientationrepresentsanindividualpersonalstandards

suchaslikeanddislike,andrightandwrong.Theattitudehelpby

consumercaused by advertising can be classified into two

components:cognition and affection.Cognition and affection

standforthinkingandfeeling,respectively(VakratsasandAmbler,

1999).

Allport(1995)pointedoutthatthedifferencebetweenthe

twocomponentstie;inthat cognitionstandsforanindividual

evaluationtowardsexternalstimulationwhileaffectionreflectsan

individualsinternalfeelings.

AccordingtoBelchandBelch(1998),advertisingappealis

appliedtoattractconsumer’sattention.Advertisingappealaim at

influencing consumers attitude and emotions abouta related

productorservice

2.1.3PURCHASEINTENTION

Consumers‘stated purchase intentions are one ofthe

primaryinputsthatmarketingmanagersusetoforecastfuture

salesandtodeterminehow theactionstheytakewillimpact

consumerspurchasingbehavior. Between70and90percentof

clientsofmarketresearchsuppliersindicatedinastudythatthey

regularlymeasureandusepurchaseintentions(jamiesonandBass,
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1989).

Tomeasure consumersintentions,theretypicallysurveya

sampleofconsumersandaskthem torespondtoapurchase

intentionsquestions.

Insomecases,purchaseintentionsareusedtomeasure

consumerdemandfor new productsusingconceptandproduct

tests.Thesestudiesaretypicallyconductedto assetswhether

enoughconsumerswillbuyanewproducttojustifyitslaunchand

ifso how to bestuse the elements ofthe marketing mixto

maximizesalemarketingmanageralsousepurchaseintentionsas

aleadingindicatoroffuturedemandfortheirproductsandto

assesshowtheirmarketingactionswillimpactthosefuturesales.

While managers widespread use ofpurchase intentions

measuresuggestthattheybelievetheyaregoodproxiesforwhat

consumerwilldointhemarketplacewehavelongknowthatthey

arecorrectedwithbutareimperfectpredictoroffutureconsumer

behavior(Namias,1998)

Consumers often have every intention ofpurchasing a

productinagiventimeintervalforexampletheyhaveplanto

replacetheircurrentcarwithanewonewithinthenextsixmonths,

buttheymayfailtofulltheirintentionsthismayhappenbecause

theirpersonalcircumstanceschanged,forexample,iftheylost

theirjob,ortheirhomerequiredmajorrepair,andthereforetheyno
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longerhadenoughmoneytopurchaseanew car.It couldalso

happenbecause ofmarketer–relatedormoregeneraleconomic

reasons.

2.1.4NIGERIABOLLINGCOMPANY

Coca-ColafirstarrivedinNigeriain1951.Thatsameyear,the

Nigeriabottlingcompanylimited(NBC)wasincorporatedtobottle

and sellcarbonated non-alcoholbeverages.NBC has the sole

franchisetobottleCoca-ColaproductsinNigeria.Thecompany

hasthefranchiseforthebottleofCoca-ColasoftdrinksinNigeria.

Itbecameapubliccompanyin1972withitsshareslistedinthe

NigerianStockExchange.

Coca-colawasaninstanthitwiththeNigerianconsumers

andremainedsooverthenextsixdecades,NBChascontinuedon

itsjourneykeeping itspromise,promise ofkeeping refreshing

consumersstrengtheningitscommunities,enrichingtheworkplace

andpreservingtheenvironmentwhilerecordingmanymemorable

milestonesalongtheway.Tomentionafew

(i) In1953,productionofcoca-colabeganatabottlingfacilityin

Ebute-meta,LagosState.Thesameyear,thecompanyopenedits

firstbottlingplantinApapa.

(ii) In1960,theyearNigeriagainedindependentNBCexceeds

theonemillioncasesayearmark.
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(iii) In1961,itcommissionsitssecondbottlingfacilityinIbadan,

OyoState.

(iv) In1991,itacquiredtheEvapremium waterandSchweppes

brand.

(v) In 2010,the operation stands at13 facilities and 59

departmentacrossthecountry.

2.2THEORETICALREVIEW

2.2.1THEORYOFPLANNEDBEHAVIOUR

In explaining the relationship ofattitude and behavioral

intentionkeyconcepts,theTheory

(TPB) proposed by the Ajzen and his contemporaries

discussedthattherelationshipofattitudeandbehaviorintention

servesasawiderangeofexplanationsandpredictionstowardsthe

behavioralintentionsontheaccountandpredictionstowardsthe

behaviorintentionsontheaccountoftheattitude.

TPBhypothesizesthat,onthedescriptionoftheaccuracyof

theattitudecontributeasaapotentialantecedenttopredictthe

behavioralintention.Therefore,behavioralintentionisconsidered

asthedependingfactorontheattitudeandpremisebehavioural

intentionasarationaleprocessinwhichindividualcourseand

makeuseofthepresentedinformationtoreachataintention

consideration(Donald,Cooper,andConchie,2014).
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Whatismorethepreviousstudiesindicate,thereisavariety

ofthe inconsistencyin the resultofrelationship between the

attitude and behavioralintention in terms ofcontradictory in

variancewhichsuggesttoconductmoreresearchandcontribution

inthisarea(Glasmanandlbarracln,2006).ArmitageandConner

(2001)found afterthemata–analysisof185previousstudies

carriedoutontheTPBandfoundvariancerangingfrom 27% to

39%. Furthermorehesuggestthatadditionalinvestigationsare

essentialtogiveimprovedunderstandingandexplanationctthe

otherpotentialfactorswhichmayinvolveintherelationshipofTPB

keyconstructs.Therefore,thiscurrentarticleaddressestheafore

said issuesasa contribution to testthe importantforerunner

factorslikeAdvertisingappealinvolvedinthedevelopmentofthe

attitudebehavioralintentionlink.

2.2.2AIDAMODEL

AccordingtoWright(2006),theAIDAmodelisanadvertising

effectmodelisanadvertisingeffectmodel.Itdescribestheeffect

ofadvertisingmedia.Thesalesprocessshouldbesustainably

optimizedonthebasisofthismodeltheacronym

AIDAstandforthetermsAttention,Interest,DesireandAction.it

wasdevelopedbyanAmerican businessman andhasintheuse

sincethelate19th century.Ithasbeenreviewedandmodified

multipletimeovertheyearsbothinmarketingandpublicrelations
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Attention

Interest

Desire

Action

SOURCE:Wright(2006);ESt,E/MoLewis,introducedtheAIDA

modelin1898

BACKGROUND

WhenAmericanbusinessman,E:.St.ElmoLewis,introduced

theAIDAmodelin1898,thebusinessmanwasmainlyaddressing

the optimization ofsales calls.He specificallyreferred to the

interactionbetweensellerandbuyerconcerningtheproduct.

Lewiscanbeconsideredapioneerwhenitcomestotheuse

of scientific methods for designing advertising and sales

processes.Atthesametime,itwasveryimportanttoLewistoview

advertisingasatypeof“training”Thatassistedthebeneficiary.

Lewistheoreticalexplanations ofadvertising theoryrested on

extensiveexperience. Hewasfor example,marketingheadat

various companies and advised organizations as well as

companiesintheconceptionofadvertisingmeasures.Heshares

A

I

D

A
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hisknowledgeintheform ofvariouspublicationsbothinwritten

form andinseminarsatusuniversitieshisAIDA modelcanbe

perceivedasakindoflegacy,becausetheformulaisstillused

morethan100yearsafteritsfirstappearance,forexamplein

onlinemarketing

THEFORMULA

TheAIDA modelisbased on fourindividualstagesthat

attractinterestedpartieswhoaredecidingonaproductorservice.

1.Attractattention:Theproductmustattractattention.Thisis

doneviatheadvertisingmaterials.Itis of“eyecatcher."

Examples:astrikingly-designedwindow,asensationalYouTube

clip,orthemednewsletteroragraphiconalandingpage.

2.Maintaininterest:Inthefirstphase,theattentionofthepotential

customerispiquedtheirIntelintheproductorserviceshouldbe

aroused.

Example:detailed information on the productpresented,for

exampletheproductdescriptiononawebsite.

3.Createdesire:Ifinterestintheproductisaroused,itisthe

seller'stasktopersuadethecustomertoownthisproduct.Inthe

best– case scenario,the advertisementorthe productitself

createsthedesiretopurchaseforthe beneficiary.
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4.Getaction:Assoonasthedesiretobuyisaroused,thismustbe

transferredintoanaction,thatisthepurchaseinthecaseofonline

shops,thiswouldultimatelybetheshoppingcartprocess,ina

customerisleadtoaconversion.Thesedays,theAIDAformulais

frequentlysupplementedwithanforsatisfaction.Because,inthe

end,the productboughtshould also satisfy the purchaser.

Ultimately,customersatisfaction does notlie solely with the

advertisingputratherwiththeproductitself.Therefore,thebasic

constellationofthefourphasesisonlytheprerequisiteforthesale

withtheinsertionofthe“confidence”(Thatistrust)factorasixth

elementcanalsobeaddedmanymarketersalsowordtheAIDCAS

modeltooptimizesalesprocessesandadvertisingeffectiveness.

APPLICATION

TheAIDAmodelhasnowshapedtheviewsonmarketingand

salesstrategiesforover100yearstheformularcanstillbefound

incurrentstandardmarketingtextbooks.Butbeyondthat,AIDAis

also used in PR to plan and analyze the effectiveness ofPR

campaigns.moreover,the AIDA modelstillprovides valuable

informationfortheroughanalysisofadvertisingmessages.The

advertisingmessages.Thebenefitofthissimpleformulacanbe

foundinitssimplicityandflexibleapplication possibilitiesinareas

otherthanstore-basedorstationarysales.Thereforeyoucould,for

example,examinetheeffectivenessofthisformularinthefieldofe

-commercebyanalyzingtheproductpresentationofanonline
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shopintermsofthefouraspectoftheAIDAformula.

CRITICISM:-

Foralongtime,theAIDAmodelwasviewedasexemplaryfor

asuccessfulsalesprocess.Buttodaythereisgeneralagreement

thatusingthispurelylinearsalesmodelaloneisnolongersuitable

inmodernsalesprocessesforexample,theemotionthatisoften

addressedinadvertisingandrecognizedbyadvertisingpsychology

aselementarydoesnotplaya role in the AIDA formula.The

previousplanningstepssuchastargetingarealsomissing.This

includesforexample considerationson the socio-demographic

background.In addition,the AIDA modeldoes nottake into

accountthatdifferentpointsofsaleexist.Thesalesplanningfora

customervisitinganonlineshopwillbequitedifferentthatfornew

acustomerwantingtofindoutaboutanewcaratthedealership.

ThereisalsotheDAGMARmodelthatappearedin1961and

isalsoover50yearsold. Whenadvertisertodayworkwiththe

AIDA model,theyshouldalwaysbeawareofthefactthatitis

actuallyaphasemodelthatcannotrepresentallindividualaspects

of the purchase process or advertising impact process.

Nevertheless,Lewis workwas important,presumableasthefirst
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topresentthesalesprocessasaphasemodelandthuslayingthe

groundworkformodernadvertising.

2.3EMPIRICALREVIEW

2.3.1ADVERTISINGAPPEALANDPURCHASEINTENTION

Shamdasani(2001)revealedthatpurchaseintentionsarethe

possibilityofaconsumerbuyingsomethingorthedegreetowhich

he/shemakesarecommendationofaproduct.Schiffmanand

Kanuk(2007)elucidatepurchaseintentiontobethedecision-

makingprocessconsumersexhibitintheirrequestforinformation,

purchase,evaluation useanddisposalofaproductorserviceto

meettheirdemands.Blackwelletal.(2006)perceivedpurchase

intentionaspeople’sdirectparticipationinobtainingandusing

economic goods,including various decision-making procedures

beforepurchase

Fishbein and Ajzen (1975)pointed outthatattitude can

influencepurchaseintention.Inappropriatescenarios,attitudes

furtheraffectconsumers‘practicalpurchasebehaviors.Theyreflect

consumers’preferences forsomething.When consumers hold

goodattitudestowardsanadvertisementandhappentoneedsuch

product,purchaseintentionareformed throughthevariableof

requirement.

Kotler (2003) suggested that consumers‘ advertising
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attitudesstandforthe cognitiveevaluation,emotionalfeelings

andactionorientationthatrepresentlong-lastinglikesordislikes

towardsaproductbrandorgeneralfeelinginaadvertisement.The

afore observation explains thatadvertising attitude is closely

associatedwithpurchaseintention.

2.3.2ADVERTISINGAPPEALANDADVERTISINGATTITUDE

Tung(1998)pointedoutinherstudythatthecombinationof

advertisingappeal andspokenpersonsignificantlyinteractwith

advertisingattitude,commodityattitude,andpurchase intention

rationalappealcombinedwithanexpertspokepersonworksbest

inadvertisingeffectiveness.Tsai(2001)foundinherstudyonthe

impactofcombininganadvertisingspokespersonwithadvertising

appealonadvertisingeffectiveness,thatacelebrityspokenperson

combined with emotionalappealcreates the bestadvertising

attitudeandpurchaseintention.

2.3.3ADVERTISINGATTITUDEANDPURCHASEINTENTION

Behavioralintentionisdefinedastheindividual’sperceived

chanceofthelikenessorsubjectiveprospecttoadoptorengagein

the certain behavior. Moreoveritis supposed as the instant

forerunnerof thebehavior theasitdesignatestheindividual’s

willingness to an individualbehavior,buton the otherhand
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formulation of the behaviouralintention depends on some

predictors as mention in the (TPB),the attitude towards the

behaviorisoneofthesignificantpredictoroftheintention(Kidwell,

2007).

Despitethefactthatthedirectrelationshipofattitudeand

behavioralintention is highlyexamined and in manyprevious

studiesandfounditsignificant.Whileontheotherhand,thereis

enough evident literature which indicates the of certain

antecedentstoformulatetheattitudetowardstheintention.Thus.

thesefactsimprovethe initiativetoexaminethemediatingroleof

attitudeintoexplaintherelationshipofbehavioralintentionwith

thefactorsinvolvedintheattitudeformationliketheAdvertising

appeal.(Kidwell,2007).

2.3.4 ADVERTISING APPEAL AND ATTITUDE TOWARDS THE

BRAND

Advertisingappealisthedefinedasthemanagementand

arrangementofthe advertisement tothepotentialpurchasers.

Advertisingappealisalsoconsideredasthekeyobjectiveofthe

advertisingasittemptedgiveappealtothetargetedaudience.The

Advertisingappealisgivenbyseveralmodesoftheadvertising

rangingtom thetelevision advertisingtothebillboards.Therefore,

thisisalsotheaim oftheanyadvertisertoenhancethenumberof

theAdvertisingappealasitcanprobablyincreasethefrequencyto



34

attainthebasicobjectivesoftheadvertising[18]. Furthermore,

repetitive Advertising appealhelps to seek the objective to

motivatetheconsumersto pursuetowardsthepritctorthe

servicesdesiredbytheadvertiserasitdirectlyaffectstheattitude

oftheindividualbymanipulatingideas(CranoandPrislin2008).

Whereas,attitude isconsidered asan expression ofthe

goodwillorthedisapprovalforthe idealorthe personattitudeis

alsodescribedasthepositionoftheindividualbasedonitsinternal

evaluationinrespect ofthetendencyortheorientationtowards

theperson,characterortheobjectanddependsontheexperiences

aridmotivation

Furthermore,attitudediffersonthebasesofthemotivation

askedtowardsthespecificstimulusintheform ofanidea,person

orproduct,sothattheattitudeformulationishighlydependenton

thepositionoftheaskedphenomena.Therefore,theattitudeofan

individuallearnsandgetsaffectfrom theAdvertisingappealasit

motivates theindividualtowardsthedesired position ofthe

attitudebythemanipulatingthethinkingofanindividual(Dianoux,

Linhart,andVnouckova,2014).

Pastresearch has also suggested thatthe advertising

impactstheattitudeoftheaudience istothepersuasivenatureof

theadvertising.Furthermore,Advertisingappealleadstheattitude

whichindeedaffectsthe behaviorintention.However,inadequate
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inquirieshavebeendoneinthepasttoaddresstherelationshipof

the attitude as a driverofbehavioralintention in resultof

Advertising appeal.Advertising appealcan be the potential

influentialfactorinthedevelopmentofthebehavioralintentionas

ithasadirecteffectontheattitude,butitremainedunclearinthe

pastliteratureassystematicinquiryisneededtounderstandthis

mediatedrelationship.(Dianoux.Linhart,andVnouckova,2014).

2.3.5EMOTIONALANDRATIONALAPPEAL

AccordingtoBelchandBelch(1998),advertisingappealis

appliedtoattractconsumers’attention,advertisingappealaimsat

influencing consumers’attitude and emotions abouta related

productorservice.Itis classified into rationaland emotional

appeals(Chu,1996;BelchandBelch,1998).SchiffmanandKanuk

(2007)indicatedintadvertisingappealmaychangeconsumers’

attitude.By-usingbroadcastmessagestotriggerconsumers’inner

momentum psychologically,consumers are likelyto echo and

recognize the advertising messages and furtherchange their

attitudetowardstheadvertised product.Rayand Batra (1983)

pointed outthatemotionalidentification comes before ration

identificationduringacognitive process.Emotionalmessagesare

morevividandthusrationalappealworksbetterthan emotional

appealinattractingconsumers’attention.AakerandNorris(1982)

foundthatthe advertisingattitudecreatedbyrationalappealis

betterthanthatbyemotionalappeal.Rationalappealappearsto
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provideinformation explicitlyand directlyrelated to a product,

whichattractsconsumers’attentionmoreeasilyandgeneratesa

betteradvertisingattitudebasedontheaboveliteraturereview

2.3.6ADVERTISINGAPPEALANDBEHAVIOURALINTENTION

Thereareenoughtracesintheliteratureprovidingevidence

tounderstandandexplaintherelationship betweenadvertising

andbehavioralintentionHsiaoandChang,(2013).However,att:;e

sametimeitremainslessexplanatoryinterm ofmediationofthe

attitudeinthedynamiclinkbetween bothconceptsin previous

studiesitisfoundthatAdvertisingappealresultstohavepositive

behavioralintentionitpositivelyinfluencetheattitudeorviceversa

whichisevidentofthefactthatthereisalinkbetweenadvertising

andbehavioralintention withthemediationorfacilitationofthe

attitudewhichneedmoreexplanationbyconsideringitforfurther

empiricalresearch(Myers,,Royne,andDeitz,2011).

Itisindicatedinastudythattheelementsoftheadvertising

likeinformationtothepeopleabouttheadvertisedthingor idea

workinthepositivedirectiontohaveaninfluenceonthebehavioral

intentionofthepeople.Healsosuggestedthattheperspectivesof

the entertainment and credibility of the advertising results

significanteffectonthebehaviorintention,buthealsofoundsome

otherfactorswhichmayinfluencetherelationshipofAdvertising

appealandintent.Thereforeitmaybeassumedonthebasisof
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manystudiesaccessibleinthepreviousliteraturewhichindicated

involvementofcertain factorslikeattitudeasthepredictoror

mediatorbetweenthelinkoftheAdvertisingappealandintention

butremainsdetached(Ling,Piew,Chai,2010).
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CHAPTERTHREE

RESEARCHMETHODOLOGY

3.0INTRODUCTION

Thischapterdiscussestheresearchmethodologyemployed

tocollecttheprimarydata.Researchdesigniscoveredinthefirst

partofthischapterfollowedbypopulationofthestudy,sample

frame,samplingtechniques,samplesizesdetermination,method

ofdatacollection,typesofdatacollected,sourceofdatacollection

andfinallymethodofdatapresentationandanalysis.

3.1 RESEARCHDESIGN

Aresearchdesignisthestepbystepguideofthe

researchprocedure.

Thedesignadoptedforthestudyisexploratory

surveydesign.Theexploratorysurveydesignpermitsthe

use of a well-structured research instrument for

obtainingprimarydatathatwasusedforthisstudy.

3.2 POPULATIONOFTHESTUDY

A populationisanycompletegroupofentities

thatshare some common setcharacteristics.

The population of the study comprises 100



39

consumersUnileverNigPlcinIlorinWestfrom

Jan–July2018.

Thedesignfollowsaccordinglypopulation.

3.3 SAMPLINGTECHNIQUE

The study adopted sampling technique. All

membersofthepopulationwererepresentedequally.

3.4 SAMPLESIZEDETERMINATION

Thesamplesizereferstothenumberofelements

from theuniverseorpopulationthatwasselectedto

form partofthestudy.Thestatisticalformularadopted

is

N=Z2 2

12

Wheren=samplesize

Z=theresearchpopulation

=standarddeviation

D=tolerancelimitorallowableerror

3.5 METHODOFDATACOLLECTION

Therearevarioussourcesofdatawhichcouldbe

categorizedintotwomainsourcesnamely:theprimary



40

data and secondary data. The methods of data

collectionusedforthisstudywerebothprimarydata

andsecondarydata.Theprimarysourcesofdatawere

structuredinterviewedandselfadministeredstructured

questionnairewhichavoidedmanipulationandincrease

thequalityofresearch.Atotalofquestionswereused

forthesurveyquestionnaire.Thesecondarydatacame

from relevantliteraturesreviewed.

3.6 THERESEARCHINSTRUMENT

Thesurveyinstrumentwasadoptedforthisstudy.

Awellstructuredquestionnaireandinterviewwereused

tomeasurethedependentandindependentvariables.

3.7 VALIDITYOFRESEARCHINSTRUMENT

Boththecontentandfacevaliditywereputtouse

inthisstudy.Thevalidityoftheresearchinstruments

was ascertained through expert opinions and

contributionaswellastheapprovalofthesupervisor.In

addition the research variables were validated using

factoranalysis.

3.8 METHODOFDATAPRESENTATIONANDANALYSIS
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Method of analysis involved description and

inferentialstatistics.Thedescriptivestatisticsdescribed

the properties ofthe data to show the variation in

responses and opinions using frequencies and

percentagesandotherdescriptiveitemssuchasmean

andstandarddeviations.Theinferentialanalysiswas

doneusingsimpleregressionanalysisstatisticaltool.

Thistoolwasselectedbecauseithasfunctionalitiesthat

accommodatethevariablesofinterest.
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CHAPTERFOUR

DATAPRESENTATIONANDANALYSIS

4.0INTRODUCTION

Thischapterdealswithdatapresentationandanalysis.In

presentingdatacollectedinthisresearchstudywillbepercentage

throughfrequencytable

4.1DATAPRESENTATIONANDANALYSIS

TABLE1:DistributionofRespondentsaccordingtoAge.

Age Absolutefrequency Percentage(%)

30-40yrs 18 60

41-50yrs 4 13.3

51-60yrs 8 26.7

60yrsandabove - -

Total 30 100

Source:researchsurvey,2018

Thetableaboveshowsthat18(60%)oftherespondents

were between the ages of 30-40 years,4 (13.3%) of the
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respondents were between 41-50 years and 8 (26.7%)ofthe

respondentswerebetweentheagesof51-60years.

TABLE2:Distributionofrespondentsaccordingtosex.

Sex Absolute

frequency

Percentage(%)

Male 22 73.3

Female 8 26.7

Total 30 100

Source:researchsurvey,2018

Thetableaboveshowsthat22(73.3%)oftherespondents

wereMalestaffand8(26.7%)oftherespondentswereFemale

staff

TABLE3:DistributionofRespondentsaccordingtomaritalstatus

MaritalStatus Absolute

frequency

Percentage(%)

Single 24 80

Married 5 16.7

Divorced 1 3.3

Total 30 100
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Source:researchsurvey,2018

Thetableaboveshowsthat24(80%)oftherespondents

weresingle5(16.7%)oftherespondentsweremarriedandjust1

(3.3%)oftherespondentswasdivorced.

TABLE4:DistributionofRespondentsaccordingtoDepartment.

Department Absolute

frequency

Percentage(%)

Accounting 3 10

Admin/personnel 4 13.3

Procurement 2 6.7

Sales&maintenance 21 70

Total 30 100

Source:researchsurvey,2018

Thetableshowsthat3(10%)oftherespondentswerein

accounting Department 4 (13.3%) were in Admin/Personnel

Department,2(6.7%)wereinprocurementand21(70%)werein

salesandmaintenanceDepartmentinNBC,Ilorinplant.

TABLE 5:Distribution ofRespondents according to Years of

service
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YearsofService Absolute

Frequency

Percentage(%)

5-10Yrs 6 20

11-20yrs 5 16.7

20-30yrs 17 56.7

30yrsandabove 2 6.6

Total 30 100

Source:ResearchSurvey,2018

Thetableaboveshowsthat6(20%)oftherespondentshavebeing

inserviceforbetween5-10years5(16.7%)havebeinginservice

forbetween11-20 years,17 (56.7%)havebeing inservicefor

between 20-30 years and 2 (6.6%)have being in service for

between30yearsandabove.

TABLE6:DistributionofRespondentsonhow NigeriaBottling

Companyplcmostlyadvertisesitsproducts.

Opinion Absolute

Frequency

Percentage(%)

Throughradio 32 53.3

Throughprintmedia 4 6.7

Throughtelevision 16 26.7
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Allavailablemedia 8 13.3

Total 60 100

Source:ResearchSurvey,2018

Thetableaboveshowsthat32(633%)oftherespondents

saidNigeriaBottlingCompanyPlcmostlyadvertiseitsproducts

throughRadio,4(67%)saiditisthroughprintmedia,16(26.7%)

said itisthrough television 8 (13.3)said itisthrough allthe

availablemedia.

TABLE 7:Distribution ofRespondents on whetheradvertising

appealincreasesproductivityatNigeriaBottlingCompanyplc

Opinion Absolute

frequency

Percentage(%)

Yes 56 93.3

No 4 6.7

Total 60 100

Source:ResearchSurvey,2018

Thetableaboveshowsthat28(93.3%)oftherespondents

saidadvertisingappealproductivityatincreasesNigeriaBottling

CompanyPlc,while2(67%)saiditdoesnot.

TABLE 8:Distribution ofRespondents on whetherconsumer
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purchasingintentionfavoursCoca-Colawhenintendingtosoft

drinkinIlorin.

Opinion Absolute

frequency

Percentage(%)

Yes 16 26.7

No 44 73.3

Total 60 100

Source:ResearchSurvey,2018

Thetableaboveshowsthat16(26.7%)oftherespondents

said that consumer purchasing intention favour Cola when

intendingtosoftdrinkinIlorinwhile18(60%)oftherespondents

saidNo,itdoesnotfavour.

TABLE9:DistributionofRespondentsonwhetherCoca-CoIais

havingmoderatepricesthatdrawspurchaseintentions

Opinion Absolute

frequency

Percentage(%)

Yes 16 26.7

No 44 73.3

Total 60 100

Source:ResearchSurvey,2018

Thetableaboveshowsthat16(26.7%)oftherespondents
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believe thatCoca-Cola is having moderate prices thatdraws

purchaseintentions;wile44(73.3%)saidCoca-Colaisnothaving

moderatepricesthatdrawspurchaseintentions.

TABLE10:DistributionofRespondentsonwhetheradvertising

appealpromotessalesofNBCproducts

Opinion Absolute

frequency

Percentage(%)

Yes 38 96.7

No 2 3.3

Total 60 100

Source:ResearchSurvey,2018

Thetableaboveshowsthat29(96.7%)oftherespondents

believethatadvertisingappealpromotessalesofNBCproducts;

while1(3.3%)saidNo,itdoesnotpromotesalesofNBCproducts.

TABLE11:DistributionofRespondentsonwhetheradvertising

appealcorrectspreviouswrongimpressionofCoca-Colaproducts.

Opinion Absolute

frequency

Percentage(%)

Yes 20 33.3

No 40 66.7

Total 60 100
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Source:ResearchSurvey,2018

Thetableaboveshowsthat40(66.7%)oftherespondents

saidadvertisingappealcorrectpreviouswrongimpressionofCoca

-Cola products,while 20 (33.3%)said No,advertising appeal

correctspreviouswrongimpressionofCoca—Colaproducts.

TABLE 12:Distribution ofrespondenton whetheradvertising

appealencouragesnewinnovation.

Opinion Absolute

frequency

Percentage(%)

Yes 60 100

No - -

Total 60 100

Source:ResearchSurvey,2018

Thetableaboveshowsthatallthe60(100%)oftherespondents

believethatadvertisingatappealencouragenewinnovation.

TABLE13:DistributionofRespondentsonwhetheradvertising

appealishavinganyimpactonpurchaseintentionofcoca-Cola

products

Opinion Absolute

frequency

Percentage(%)

Yes 32 53.3
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No 28 46.7

Total 60 100

Source:ResearchSurvey,2018

Thetableaboveshowsthat32(53.3%)oftherespondents

saidthatadvertisingappealishavinganyimpactonpurchase

intentionofCoca-Cola.,while,28(46.7%)saidadvertisingappealis

nothavinganyimpactonpurchaseintentionofCoca-Cola.

TABLE14:DistributionofRespondentsonwhetherconsumers

purchaseintention givesinformation on productevaluation of

Coca-Colaproducts.

Opinion Absolute

frequency

Percentage(%)

Yes 46 76.7

No 14 23.3

Total 60 100

Source:ResearchSurvey,2018

Thetableaboveshowsthat46(76.6%)oftherespondents

thatconsumers’purchaseintentiongiveinformationonproduct

evaluationofcoca–colaproduct,while14(23.3%)saiditcould

notgiveinformationonproductevaluationofcoca-Colaproducts.

TABLE 15:Distribution of Respondents on whether Nigeria

BottlingCompanyengageonadvertisingappealyearinIlorin

Opinion Absolute

frequency

Percentage(%)
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Yes 30 100

No - -

Total 30 100

Source:ResearchSurvey,2018

The table above shows thatallthe 30 (100%)ofthe

respondentsshowsthatNigeriaBottlingatcompanyengageon

advertisingappealinrecentyearsinIlorin.

TABLE 16:Distribution ofrespondentson customersreaction

towardspurchaseofNBCproductduringadvertisingappeal.

Opinion Absolute

frequency

Percentage(%)

Positive 50 83.3

Negative 6 10

Undecided 4 6.7

Total 30 100

Source:ResearchSurvey,2018

Thetableaboveshowsthat50(83.3%)oftherespondentssaid

customers’reaction toward,purchase ofNBC products during

advertisingappearispositive;6(10%)oftherespondentssaiditis

negativeand4(6.7%)saiditisundecided.
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TABLE17:DistributionofRespondentsonwhatusuallychange

customers‘purchase intention on products in a competitive

market

Opinion Absolute

frequency

Percentage(%)

Price 4 6.7

Availability 6 10

Quality 10 16.6

Packaging 4 6.7

Alloftheabove 36 60

Total 60 100

Source:ResearchSurvey,2018

Thetableaboveshowsthat4(67%)oftherespondentssaid

pricethatusuallychangeconsumerpurchaseintentiononproducts

inacompetitivemarket;6(10%)saiditavailabilityofsuchproducts,

5(16.6%)saiditisthequality4(6.7%)saiditisthepackaging;and

36(60%)saiditis‘Alloftheabove’,thatisprice,availabilityofthe

product qualityandpackagingthatusuallychangecustomers’

purchaseintentiononproductsinacompetitivemarket

4.3TESTOFHYPOTHESISANDANALYSIS



53

Itmustbenoted thathypothesisisthebedrockofthis

researchwork,underthissectionthefollowinghypothesis are

formulated and would be tested to validate ofrejecting the

hypothesis:

Ho:representstheNullhypothesis

Hi:representAlternativehypothesis.

Theuseofchi-square(Xo)testwhichisusedheretotestthe

hypothesiscannotbeyondthesetwoways.

Forthispurpose,thequestion8,Table13istobeusedfor

thehypothesis.

Opinion Absolute

frequency

Percentage(%)

Yes 16 53.3

No 14 46.7

Total 30 100

Source:ResearchSurvey,2018

Opinion O E O-e (o-e)2 (o-e)2/e

Yes 16 15 1 1 0.07

No 14 15 -1 1 0.07
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Total 30 30 0 2 0.14

Source:ResearchSurvey,2018

Tovalidaterejectthehypothesiswiththeuseofchi-squarethat

consists;

Xo=(0–e)2

e

X2=Chi-square

∑=Summation

O=Observation

e=Expectedfrequency

Thus,theexpectedfrequency(eisgrowthdividingbthetotal

numberatobservationfrequencybonofrows.

In estimating the frequency of Adverts and customer

purchases,linearregression technique wasused.The results

indicatesthatthereisapositiverelationshipbetweenfrequencyof

Advertandcustomerpurchaseswhichisindicatedbythebeta

value which is 284,the association is howeversignificantas

indicatedbythep-value.001,there isapositiverelationship

between advertising appeal and purchase intention, taking

significancelevelat0.05.
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Determinantofcriticalvalueorexpectedvalueoffreedom

(df)isgivenby(r-1)(c-1)levelofissignificance6%(0.05)wherer=

row,c=column)

Decisionrule

Rejectthenullhypothesis(Ho)andacceptthealternative

hypothesis(Hi)thereforeadvertisingappealsishavingimpacton

purchaseintentionofCoca»-ColaproductsinIlorin.

4.4DISCUSSIONOFFINDINGS

From the presentation above,itcould be deduced that

majorityofthemanagementandstaffofNigeriaBottlingCompany,

Plcwerebetweentheagesof30-40yearsandweremaleand

majoritysingle.Also,SalesandmaintenanceDepartmentinNBC,

IlorinPlanthasthehighestnumberofstaff.

Majorityoftherespondentshavebeenworkingforbetween

20-30year.ThecompanyadvertisesthroughRadioandTelevision

mostly.

Ontheissueofthesubjectmatter,itwasrevealed that

advertising appealincreases productivity at Nigeria Bottling

CompanyPlcthatconsumerpurchasingintentionfavoursCoca-

ColawhenintendingtosoftdrinkinIlorinCoca-Colaisnothaving

moderatepricesthatdrawspurchaseintentions;thatadvertising
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appealpromotessalesorNBCproducts,thatadvertisingappeal

correctspreviouswrongimpressionofCoca-Colapredicts,that

advertisingappealencouragenewinnovation.

However,thatadvertisingappealishavinganyimpacton

purchase intention of Coca-Cola that consumer’s purchase

intention givesinformation on productevaluation ofCoca-Cola

predicts.

In addition,thatNigeria Bottling Company engages on

advertisingappealinrecentyearinIlorin.Also,thatcustomers’

reaction towardspurchaseofNBC productsduring advertising

appealispositive.

Stillfrom the analysis,itwas also shown thatprice,

availability.Qualityandpackagingallusuallychangecustomers

purchaseintentiononproductsinacompetitivemarket.

CHAPTERFIVE

SUMMARY,CONCLUSIONANDRECOMMENDATIONS

5.1SUMMARYOFFINDINGS

Itcouldbededucedfrom theresearchfindingsthatNigeria

BottlingCompanyplcIlorinhasrecentlyembarkedonadvertising
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appealin recentyears in Ilorin,yetitneed to adoptother

promotionalstrategies,because the many available close

substituterivalry.Thehighernumberofmaleinthecompanycould

beattributedtothekindofworktheydomostly.

ConsumersofCoca-Colaproductsfoundthatthepricesthat

NBC piecesontheirCoca-ColaproductslikeFanta,Coke,Sprite

werecosttanothersimilarrivalry.

Advertising appealpromotessalesofNBC productsthat

advertisingappealcorrectspreviouswrongimpressionofCoca-

Colaproducts;thatadvertisingappealencouragesnewinnovation.

Inanutshell,advertisingappealishasbeenfoundtohave

greatimpactonpurchaseintentionofconsumersofCoca-Cola

productsofNigeriaBottlingCompanyPlc,notonlythat,advertising

appealalsohelpsinprovidinginformation,thatcouldhavecostthe

companycertainamount.

5.2CONCLUSION

Theresearcherwm bring-outconclusionfrom thefinding’s

information.Advertisingworksbyinfluencingbehavioralpatternof

consumerswhichinturnhelpsinbuildingcontinuousconsumer

patronage ofproducts/services and thereafterensuring brand
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loyalty of product purchased. Advertising appeal delivers

information which potentialconsumerusein making purchase

decisions.ithelpsindeliveringpersuasivemessagesaboutabrand

andthishelpincreatingpositivebeliefsandfeelingsaboutthe

productandtheorganizationthatactuallyproducedtheproducts.

Advertising promotes customer loyalty to products.It

ensures that customers repeatedly purchase goods/services

overtimeandmakescustomerstohavepositiveattitudetowards

goods and services,and by extension towards the company

deliveringthegoodsorservices.

Creativityofadvertisingmessagesinthevariousmediaas

wellasfrequencyoftheadvertisementinthemediahasstrong

positiveeffectsoncustomer’spurchases.Itisalsoworthytonote

thatrepeated advertising campaigninthemediahaseffectin

motivatingconsumerstopurchasetheproductbeingadvertised.

This quality commitmenton the partofconsumers towards

productswhoseadvertscreativelyproducedandmediacampaigns

areruninmassmediathatarecustomerfriendly.

5.3ARECOMMENDATIONS

ItwouldberecommendedforthemanagementofNigeria
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BottlingCompanyPlc.to:

i.Advertisingappearmustbedoneinsuchawayastoreally

promote productbenefits across to targetconsumers.These

messagesmustbedoneinsuchawayastoimprovethepeoples’

livingstandard.

ii.NigerianBottlingCompanymustensuretheycreativelycreate

needed awareness about products services across to target

customers.Suchmessagesbeensentacrosstoaudienceshould

bring consumers from a stage ofunawareness to awareness

knowledgelikingpreferenceconvictionandfinallypurchaseofthe

products.

iii.Company mustconstantly use theiradverts to sponsora

numberofmediaprogrammes.Thistargetaudiencetowatchfree

mediaprogrammessuchaswehaveinHollywoodandHollywood

etc.Themediaprogrammesbeen watched bytargetaudience

creategoodrelationshipbetweenthecompanysponsoringthese

advertsandtargetaudience.

vi.NigerianBottlingcompanyshouldadvertisetheirproductsin

lovedandtreasuredLytheiraudiencesothatassociationwith

suchmediawillenhanceandaddvaluetoteeproducts/services

advertisementinmassmedia.

v.Indesigninganeffectiveadvertmessagethatcanpromotegood
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clientcustomerrelationshipadvertisingagenciesmustuseworking

andcrediblesocietycelebritiesthiswillmakeconsumerstransfer

thelovetheyhaveforsuchadvertising messagesto products

amongstothers.

vii.NigeriaBottlingCompanyshouldusehighlycreativeadvertising

agencieswhichwillhelpcreateeffectiveandhighlycompetitive

advertsthatcanefficientlyselltheproductsandcreategoodimage

forthecompanyanditsproduct.
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