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ABSTRACT
Close ended questionnaire was adopted for the research to look for the relationship between advertising and its impact on brand preference. The research study involved respondents from different age group of both gender having different level of education. The analysis revealed overall significance level among advertising and its impact on consumer brand purchase across age and education. However, no significance was found between advertising and gender which revealed that impact of advertising was not specifically related to any gender.  But as per description study of the research advertising remained a key source of awareness for the brand and convincing factor in making choice among the brands. Study can be used as a guideline for the organization in highlighting the issue that proper use of advertising and media in transforming information can alter the course of action in purchase decision of the brand. By which organization can gain market share and competitive advantage.
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CHAPTER ONE
1.0	INTRODUCTION
This chapter discussed general background of the study, statement of the problem, research objective, research question and research hypothesis.
1.1	BACKGROUND OF THE STUDY
We are in a very dynamic and complex world. The business environment is becoming sophisticated day by day and more challenging and risky. Business organizations are failing due to poor decisions. Investors are losing their money and are unhappy. They are being discouraged and this is quite unhealthy to the economy. In some other instance, organizations springing up in great number, some are successful in the marketing of their products and services, while others are still akin to the barber’s chair syndrome where all is motion but no movement, struggling to reach their target audience. Consumers are also faced with the challenge of choice making due to indecisiveness, skepticism, indifference and confusion which are among the key sales killers in business world.
However, the consumer perception challenges is the first and greatest hurdle that advertiser must cross. Perception guides all activities of the consumer from the people he associates with to the products he buys. In the business world, it has always been what people say about a product or service and not what the marketer says. How a consumer perceives each of the different brands, in a category, determine which brand he choose. So many companies spend so much money on advertising, sales promotion, personal selling and other marketing communications such to discover that many people don’t even remember the product or the promotion. On the other hand, whether consumers ultimately purchase the marketers brand also depends on whether the promotion and marketing communication variable facilitate purchasing.
To succeed, there is need to understand what makes potential customers behave the way they do.
This study therefore, seeks to examine the effect of advertising on consumer brand preference of Lux a product of Unilever Nigeria, Plc. 
1.2	STATEMENT OF THE PROBLEM 
The role of advertising in determining consumer behaviour and brand preference has been undermined by many firms in Nigeria over the years. Some firms spend huge amounts of money advertising their products and still claim about indifference in their sales volume. This misconception seems to be based on an entirely understandable initiative reaction: how can advertisers claim that advertising does not increase consumption and sales and still spend so much money on it?
According to Ambler (2000), advertising has major influences on consumption volume of consumers, as well as sales volume. Adverts may not necessarily bring about huge volume of sales in the short-run, but will certainly increase sales and profits in the long run if done properly. Even if some marketers believe that accurate knowledge about consumers, how they buy, why they buy, and where they buy- is unnecessary as it is possible to manipulate hapless buyers into parting with their money in return for products that they do not want. However, models about advertising as a strong force have survived despite various empirical studies showing that the view of advertising as a strong persuasive force is largely unfounded.
1.3	RESEARCH OBJECTIVES
The following are the research objectives of this study:
· To examine the impact of advertising on consumer brand preference.
· To determine advertisement channels that are most effective for influencing consumer buying behaviour.
· To examine the impact of celebrity endorsement on consumer brand preference.
· To find out factors that encourages brand loyalty amongst consumers.
1.4	RESEARCH QUESTIONS
In-order to achieve the objectives of this study, the following research questions was used:
· Does advertisement influence consumer brand preference?
· Which advertisement channel is most effective for influencing consumer buying behaviour?
· Does celebrity endorsement affect consumers buying preference?
· What factors encourage brand loyalty among consumers?
1.5	RESEARCH HYPOTHESIS
1. Ho: Advertisement does not influence consumers’ behavior and preference for a brand.
Hi: Advertisement influences consumers’ behavior and preference for a brand.
2. Ho: There is no significant relationship between media channel and effectiveness of advertisement.
Hi: There is a significant relationship between media channel and effectiveness of advertisement.
1.6	SIGNIFICANCE OF THE STUDY
The study will help firms understand the importance of advertising. The study is of benefit to researcher, business organization and individuals that are interested in knowing more about advertisement in the following ways.
1. To the researcher, it is partial fulfillment of the requirement for the award of National Diploma (ND) in marketing department of the Kwara state polytechnic, Ilorin.
2. To the business organization, its serves as a tool to enlighten and to bring to the awareness of prospective and potential customers, the existence of a particular product or the introduction of a new product or brand in the market.
3. Through advertisement, users of particular product and potential users know more about the uses and importance and benefits they can derive from a particular product that has been advertised.
4. This will help to change or correct wrong orientation about advertising that, it affect sale in deceitful way, to some extent, this error and wrong mentality would be erased.
5. Study will also be of immense benefit to the library and other researchers who might want to research into the significance of advertising.
1.7	SCOPE OF THE STUDY
The study is limited to the influence of advertising on brand awareness and consumer preference in Ilorin, using selected consumers of various beverage brands as a focus point. 
1.7.1 CONCEPTUAL SCOPE
This study can focus on the effect of advertising on brand awareness and consumer preference, Ilorin, Kwara state.

1.7.2 INDUSTRIAL SCOPE
Cadbury Nigeria Plc is the organization of focus; a socially responsible and responsive organization that takes strategic actions for improvement of the communities and environment in which at operates.
1.7.3 TERRITORIAL SCOPE
The geographical scope of this project is within Ilorin metropolis and other place where these Cadbury Nigeria Plc is situated.

1.7.4 TIME SCOPE
This research work will covers the period of one year between 2017 to 2018 to carry out this study.
1.8	LIMITATION OF THE STUDY
The only limitation faced by the researcher in the course of carrying out this study was the delay in getting data from the various respondents. 
i. Inadequate time, when carrying out a research work is a factor which hinders the conduct of the research work. There as limited time of the researcher to visit other libraries and make more consultation for the research work.
ii. Financial constraints: lack of finance did not permit a large scope and more comprehensive research work; some other organizations could not be visited for additional information in order to know their view on the significance of advertising to business organizations.
iii. Lack of enough research material in the library also limited the scope, also lack of current textbook which is necessary for this research work.
iv. The reference organization did not give me maximum cooperation because they felt the research work was sponsored by a competitor who wants to identify their weakness in advertising strategy.
v. Most respondents were reluctant in filling questionnaires administered to them due to their busy schedules and nature of their work. The researcher found it difficult to collect responses from the various respondents, and this almost hampered the success of this study.
1.9	DEFINITION OF TERMS
Advertisement: Any form of non-personal communication through mass media that is paid for by an identified sponsor(s).
Advertising: A process activity or program necessarily to prepare message get it to the intended market.
Influence: The effect somebody or something has on somebody or something.
Media: The main ways that large number of people generates information or get entertained.
Consumers: Persons who buy goods and use it for services.
Product: Anything that can be offered to the market for attention, acquisition, and consumption or use that might satisfy a need or want.
Services: Any act of performance that can be offered to another that is essentially tangible and does not result in the ownership of anything.
ConsumerBehaviour: The behaviour at which the consumer will display if searching for purchasing.
Product: In marketing, a product is anything that can be offered to a market that might satisfy a want or need. In retailing, products are called merchandise. In manufacturing, products are bought as raw materials and sold as finished goods.
Brand preference: Brand preference is when you choose a specific company's product or service when you have other, equally priced and available options. Brand preference is a reflection of customer loyalty, successful marketing tactics, and brand strengths.


CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
The authors review several journal articles and books to establish what should be known about how advertising affects the consumer and how it works. 
Literature review is the systematic identification, analysis and evaluation of documents containing information relevant to the research problem. It also entails analysis of casual observations related to planned research. In this chapter, the meaning of the research title, which is ‘effect of advertising on consumer brand preference’, is given from different references. The key issues of this research topic are highlighted including the past studies, which are also revised. The critical reviews and the gap to be filled are identified.
2.1	CONCEPTUAL REVIEW
2.1.1	ADVERTISING CONCEPT 
The word advertising is a Latin word which means “to turn attention of people to a specific thing.” It is a paid publicity. According to Oxford Dictionary the word ‘to advertise’ means ‘to make generally or publicly known’, describe publicly with a view to increasing sales.
Advertising is thus, a mass communication tool, which is essentially in paid form by a firm or an individual and the ultimate purpose of which is to give information, develop attitudes & induce action, which are useful to the advertiser.
The committee of the American marketing association sees advertising as “any paid up form of non-personal presentation and the promotion of ideas, goods and services by an identified sponsor”.
The advertising practitioner council of Nigeria (APCON) in 1988 defined adverting as “a form of communication about products and services paid for by a sponsor via the media”.
Advertising presents and upholds the ideas, commodities and services of a recognized advertiser, which provides as a communication link between the producer and the potential buyers. It gives the information to the would-be buyers who are interested in seeking the information about a product and the manufacturer.
2.1.2	CONSUMER CONCEPT
Anyone who consumes the goods and services that are produced and marketed to satisfy his or her want or that of his organization is referred to as “consumer”.
Any person that enjoys or derived satisfaction attached to a particular product is referred to as end user or consumer.   
Generally, when we talk about consumers, we usually stick on those particular people who consumes. Whereas, those people who are consuming any service provided by any firm are also known as consumers because they are also the part of that particular firm or organization. Every consumer is thus known as an important part because they are the only one who actually tells you how your product is working and how it is giving something special to them. 
In law and politics, consumer’s protection laws are also imposed in order to protect their rights and to give them freedom of decision and choice too. Giving them rights is the only way that can lead towards any betterment and with the help of this process companies will also come to know about their present position and will work further in order to improve their future position too.
2.1.3	PRODUCT CONCEPT
Product concept is the understanding of the dynamics of the product in order to showcase the best qualities and maximum features of the product. Marketers spend a lot of time and research in order to target their attended audience. Marketers will look into a product concept before marketing a product towards their customers.
Anything that posses satisfaction is regarded as product. Product concept is a business philosophy but it’s believe that consumer are willing to pay higher costs for the goods or service which has extra quality.
Also, product is the one of the marketing mix elements and it is the fundamental element of marketing mix on which other element are based.
Product is defined as anything that can be offered to a market to satisfy personal need or commercial need. Product could be tangible and intangible. It is said to be tangible if it could be seen, touched and separated from the cannot be seen, touched and separated from the providers. It is otherwise known as “service”.
Product concept is loosely related to the production concept. According to this concept, the consumers begin to prefer giber quality products and are willing to pay a satisfactory price. The basis is an emphasis on the product quality, their technical processing and progressive innovation.
2.1.4	BRAND PREFERENCE
Brand preference is an essential step in understanding consumer brand choice; has therefore always received great attention from marketers. Horsky et al. (2006) demonstrate the importance of incorporating information about brand preference into the brand choice model. Brand preferences represent consumer dispositions to favour a particular brand (Overby and Lee, 2006). It refers to the behavioural tendencies reflecting the extent to which consumers favour one brand over another (Hellier et al., 2003; Zajonc and Markus, 1980). Brand preference is close to reality in terms of reflecting consumer evaluation of brands. In the marketplace, consumers often face situations of selecting from several options (Dhar, 1999). 
Consumer Preferences for brands reflect three responses: cognitive, affective and conative or behavioural (Grimm, 2005). The cognitive components encompass the utilitarian beliefs of brand elements (Bagozzi, 1978; Grimm, 2005: Zajonc and Markus, 1982). The affective responses refer to the degree of liking or favouring that reflects consumer feelings towards the brand (Grimm, 2005; Hsee et al., 2009; Zajonc and Markus, 1982; Zajonc, 1980). The cognitive or behavioural tendencies are denoted by Zajonc and Markus (1982) as the consumers’ predicted or approached act towards the object. It is the revealed preference exhibited in consumers’ choices (Hsee et al., 2009). Chernev et al., (2011) assumes that the association of behavioural outcome, such as willingness to pay and brand preference. These are assumed to be associated with the behavioural tendencies (Chernev et al., 2011). 
Consequently, understanding brand preferences contributes in building strong brands able to build long-term relationship with consumers. Additionally, identifying patterns of consumer preference across the population and uncovering consumer heterogeneity is vital for designing and developing innovative marketing strategies (Russell and Kamakura, 1997), and efficient market segmentation strategies (Horsky et al., 2006). It is important for marketers to know how consumers trade-off between different brands before making their choices. Since the brand preference has direct influence on consumer purchasing decisions, then segmenting the market based on brand preference is more interpretable and managerially useful than using the desired brand attributes (O’Connor and Sullivan 1995).
2.1.5	BRIEF HISTORY OF UNILEVER NIGERIA PLC 
Unilever Nigeria plc. Is a multinational company with 100% participation for Nigeria and the remaining balance of 40% is owed by Unilever.
The company was established and registered in Nigeria in 1923 by the world famous lever brother, U.K 1923. Heskethlever Hulme (who became lord lever Hulme) before his death in 1923. Barely 2 years after the establishment of the company in the present Apapa factory site.
In 1924, the name of the company was changed to west Africa soap company and the present Apapa factory was commissioned to produce bar. Shop. In 1955, the company’s name was changed to liver brother Nigeria limited and between 1950 and 1960 more production including Lux , toilet soap and edibe fats were introduced.
In December 1988, cheese brought product industries limited, marker of vase lien and pond range of product was merged with lever  brother and the famous paten of the famous Vaseline and range of products is pass to lever brother while a view rationalizing their production site.
Improve quality, productivity, efficiency and cost effectiveness, the production facilities of the cheese borough product transferred to the Apapa factory in December, 1992.
Today, lever brother Nigeria plc being taken over by Unilever Nigeria plc and at present they are produced over different product in various packages from the three factories located in Apapa (Lagos state), Agbara (Ogun state) and Aba (Abia state) Unilever distribute their product for every nook and crannies of the country, utilizing over thirty (30) depots spear all over the country
In addition to serving the need of customer. It has remained a major plank in the raft socio-economic development and growth in Nigeria 
Apart from to perhaps the oldest surviving manufacturing and blazing the trail in this area of background integration, it directly employ presently over 2,000 Nigeria with a cadre of every well trained manger. The percentage show good representative sample and it show that analysis on the sample can be said to be truly representation of the population used for this research work. Since 80% is above average.


2.2	THEORETICAL REVIEW
The study adopted the hierarchy effects model and Means-End theory of the firm. These theories combine concepts from advertising and Consumer brand preference (Robert J Lavidge and Gary A Steiner, 1961). 
2.2.1	HIERARCHY EFFECTS MODEL
Among advertising theories, the hierarchy-of-effects model is predominant. It shows clear steps of how advertising works. Hierarchy of effects Model can be explained with the help of a pyramid. First the lower level objectives such as awareness, knowledge or comprehension are accomplished.
Subsequent objectives may focus on moving prospects to higher levels in the pyramid to elicit desired behavioural responses such as associating feelings with the brand, trial, or regular use etc. it is easier to accomplish ad objectives located at the base of the pyramid than the ones towards the top. The percentage of prospective customers will decline as they move up the pyramid towards more action oriented objectives, such as regular brand use.
Many marketers know the Hierarchy of Effects (one of several theoretical frameworks that is useful in developing an advertisement for an advertising campaign), but usually by a different name. Some call it AIDA, others the demand chain, still more the purchase funnel. Whatever the name, it invariably begins with the total potential market for your brand. This pool of potential customers then progress through a series of stages that can include awareness, preference, purchase and, hopefully, loyalty.
Awareness:
If most of the target audience is unaware of the object, the communicator’s task is to build awareness, perhaps just name recognition, with simple messages repeating the product name. Consumers must become aware of the brand. This isn’t as straightforward as it seems. Capturing someone’s attention doesn’t mean they will notice the brand name. Thus, the brand name needs to be made focal to get consumers to become aware. Magazines are full of ads that will capture your attention, but you’ll have trouble easily seeing the brand name. 
Knowledge:
The target audience might have product awareness but not know much more; hence this stage involves creating brand knowledge. This is where comprehension of the brand name and what it stands for become important. What are the brand’s specific appeals, its benefits? In what way is it different than competitor’s brands? Who is the target market? These are the types of questions that must be answered if consumers are to achieve the step of brand knowledge.
Liking:
If target members know the product, how do they feel about it?  If the audience looks unfavourably towards the product to communicator has to find out why.  If the unfavorable view is based on real problems, a communication campaigns alone cannot do the job.  For product problem it is necessary to first fix the problem and only then can you communicate its renewed quality.
Preference:
The target audience might like the product but not prefer it to others.  In this case, the communicator must try to build consumer preference by promoting quality, value, performance and other features.  The communicator can check the campaigns success by measuring audience preference before and after the campaign.
Conviction:
A target audience might prefer a particular product but not develop a conviction about buying it.  The communicator’s job is to buildconviction among the target audience.
Purchase:
Finally, some members of the target audience might have conviction but not quite get around to making the purchase.  They may wait for more information or plan to act later.  The communicator must need these consumers to take the final step, perhaps by offering the product at a low price, offering a premium, or letting consumers tried out. This is where consumers make a move to actually search out information or purchase.
Thus advertising is thought to work and follow a certain sequence whereby the prospect is moved through a series of stages insuccession from unawareness to the purchase of the product.
Advertising cannot induce immediate behavioural response, rather a series of mental effects must occur with the fulfillment at each stage before progress to the next stage is possible.
2.2.2	MEANS-END THEORY
The means-end theory sustains that the way consumers relate to products can be represented by a hierarchical model of three interconnected levels: product attributes, consequences of use and personal values (Copetti, 2005; Dibley & Baker, 2001; Grunert et al., 1995; Kaminski & Prado, 2005; Leão & Mello, 2001).
The theory approach is based on the assumption that consumers see products as a means to important ends and try to explain how the selection of a product or service facilitates the achievement of desired end-states (Gutman, 1981; Leão & Mello, 2001, 2002, 2003; Mulvey, Olson, Celsi, & Walker, 1994). Level is a term used to represent the hierarchical categorization of the contents of associations, ranging from product or service characteristics to personal values (Reynolds & Gutman, 1984). Thus, the higher the hierarchical level, the more the level of abstraction grows (Woodruff & Gardial, 1996). This aspect of association of the means-end model makes possible the analysis and interpretation of how consumers perceive products or services as self-relevant (Grunert et al., 1995; Walker & Olson, 1991) and how these go beyond functional properties to having meaning in the consumer’s life (Perkins & Reynolds, 1988). 
The means-end theory also protects your assets. By offering valuable customer insights, the theory helps you bypass marketing failures both in the product design and positioning phases. After all, when you know what people want, it’s much easier to give it to them than when you are making an educated guess.
Understanding that products are not chosen purely on features or characteristics but on the meaning they engender in the consumer’s mind guides all advertising efforts. Without making the emotional connection that triggers a purchase, your ad creative’s risk missing the mark – flat lining sales and decreasing your ROI.
The means-end marketing chain becomes a structure that links the product (which is essentially the sum of its attributes) with a consumer who holds a subset of values. When you know the relevant information, you can narrow down your marketing message so it connects with your target audience. The stronger the connection, the better the fit and the greater the likelihood of conversion.
2.3	EMPIRICAL REVIEW
Advertising is more than a tool for selling foods and services. It has one overriding task, to position a brand in the prospectus perception or perceptual space in relation to competitors, so as to created distinctiveness and preference. To formulate the problem scientifically, and to point out the importance of undertaking this study, it is essential to present a brief review of Researches undertaking in this area. Although the review involved a large number of studies only a few studies which have a direct and indirect bearing in the present study have been reviewed. 
2.3.1	ADVERTISING AND BRAND PREFERENCE
According to Marcrue, (1994), ‘ Brand benchmarking applied to global branding process’ consumer and buyers always approach the marketplace with a well established set of tastes and preferences. While direct competition strive to outdo one another to wining greater brand preference and loyalty, there is also rivalry between producer and marketer in very different industries, promoting different kinds of goods and services (knox 1997). Almost everyone grow up in the world which is flooded with the mass media (Latif and Abideen, 2011).
	Consumer taste and preference for a product or brand might be built via one or more of the following distinct modes:
i. Need association: the product or brand is linked to one need through repeated association.
ii. Mood association: the mood is attached to the product or brand via repeated association.
iii. Subconscious motivation: suggestive symbols are used to excite consumer subconscious motives.
iv. Behavior modification: consumers are conditioned to buy the brand by manipulating cues and rewards.
v. Cognitive processing: perpetual and cognitive barriers are penetrated to create favorable attitude, and finally,
vi. Model emulation: idealized social lifestyle models are presented for consumers to emulate (Katke, 2007).
Brand image and advertisement play a crucial role to boost up any business performance as brand image is an implied tool which can positively change people’s buying behaviors and advertisement is behaving as a driving force for any business as it’s an effective source to convey message and stay in customer’s mind (Iqbal, 2013).
2.3.2	ADVERTISING AND BRAND LOYALTY
Brand loyalty is defined as a deeply held commitment to re-buy a preferred product or service consistently in the future, thereby causing repetitive same brand or same brand set purchasing despite situational influence and marketing efforts having the potential to cause switchly behavior (oliver 1999). There are different perspective in the literature through which brand loyalty can examine. Brand loyalty is investigated with the help of two perspective namely; attitudinal loyalty and behavioral loyalty (Dick and Basu 1994). Brand loyalty is positively associated with profitability (Hallowell 1996). Loyalty is one of the most important factor which described the success of business organization, brand loyalty is directly linked with the customer satisfaction and brand image (Kandampully and Suhartanto 2000).
Advertising in mature, frequently purchased product categories. They draw on consumer behaviour theories of framing and usage dominance to formulate a logic choice model for measuring these effects. They estimate the model using single-source scanner data. Their results suggest that advertising induces brand switching but does not affect the repeat purchase rates of consumers who have just purchased the brand, a result consistent with usage dominance rather than framing (Yoo, 2000).
Advertising is the most important and traditional way of awaring and informing the customers. Radio, Television and Newspaper are the most traditional ways for creating image of brands and help in generating more sales and revenue. With the passage of time, there were several technologies which become a part of marketing environment and facilitated the marketers for achieving their objectives (Howard 2010).
2.3.3	ADVERTISING AND SOCIAL INFLUENCE 
Social advertising uses information about consumer’s peers, including peer affiliations with a brand, product, organization, e.t.c, to targets ads and contextualize their display. This approach can increase ad efficacy for two main reason: peers’ affiliation reflect unobserved consumer characteristics, which are correlated along the social network; and the inclusion of social cues (i.e. peers association with a brand) a alongside ads affects responses via social influence processes. For these reason, responses may be increased when multiple social signal are presentation are strong rather than weak, ties. We conduct two very large field experiments that identify the effect of social cues on consumer responses to ads, measured in terms of ad clicks and the formation of correction with the advertised entity. In the first experiment, we randomized the number of social cues present in word-of-mouth advertising, and measure how responses increase as a function of the number of cues. The second experiment examines the effect of augmenting traditional ad units with a minimal social cues. Our work has implications for ad optimization user interface design and central questions in social science research (E. bakshy, D. Eckles, R.Yan, and I. Rosenn, 2012).



CHAPTER THREE
RESEARCH METHODOLOGY
3.1	RESEARCH DESIGN
A research design is the step by step guide of the research procedure.
The design adopted for the study is exploratory survey design permits the use of a well-structured research instrument for obtaining primary data that was used for this study.
The design follows accordingly.
3.2	POPULATION OF THE STUDY 
Research population can be defined as the total number of people or things organizations specified geographical area. 
For the purpose of this research work, the population consists of 200 consumer of Unilever Nigeria Plc, Ilorin, from Jan 2018 to June 2018.
3.3	SAMPLING TECHNIQUE
The study adopted random sampling technique. All members of the population were represented equally.
3.4	SAMPLE SIZE DETERMINATION
The sample size refers to the number of elements from the numbers or population that was selected to form part of the study. The statistical formula adopted is n-2202.
Where n= sample size
Z= the research population
δ= standard deviation
d= tolerance limit or allowable error.
3.5	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorized into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structured interview and self administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 13 questions were used for the survey questionnaire. 
3.6	THE RESEARCH INSTRUMENT
The survey instrument was adopted for this study. A well structured questionnaire and interview were used to measure the dependent and independent variables.
3.7	VALIDITY OF RESEARCH INSTRUMENT  
Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contributions as well as the approval of the supervisor. In addition the research variables were validated using factor analysis.  
3.8	METHOD OF DATA PRESENTATION AND ANALYSIS
Method of analysis involved descriptive and inferential statistics. The descriptive statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other. Descriptive items such as mean and standard deviations. The inferential analysis was done using chi-square statistical tools.   


CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTREPRETATION
4.0	INTRODUCTION
This chapter deals with the procedures employed in carrying out the research analysis and presentation of the data collected during the research. The research hypotheses are also tested in this chapter.
In analyzing the collected data, .the researcher used chi-square to get an accurate solution to the problems posed in the questionnaire.
4.1	DATA PRESENTATION AND ANALYSIS
	 Base on the research conducted on some customer of the Unilever Nigeria Plc, worker and management a lot of findings were revealed. A total number of customers where interview and questionnaires were administered to the whole 10 of them.
	The work force excluding the managing director was also interview among notable findings were that stock were ordered from manufacturer and foreign distributors. Data gotten also revealed that the stock manager as no free hand in his operation but the need to seek consent of the managing director before taking decision even were the managing director (MD) is not in town or around.
	Data received also revealed that little or no information are disseminated and poor publicity with lack of advertisement devise media. Customer inquires revealed that; product offered are satisfactory and that CDV (Customer Delivered Value) are not that high.
DATA PRESENTATION AND ANALYSIS
TABLE 4.1.1: SEX OF RESPONDENTS 
	SEX
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Male
	28
	56

	Female
	22
	44

	Total
	50
	100


 Source: Survey field, 2025
	The table shows that fifty – six (56) percent of the respondents were male, while forty-four (44) percentages were female. The numbers of respondents were twenty eight (28) males and twenty-two (22) female respectively. 
TABLE 4.1.2; 	MARITAL STATUS OF RESPONDENTS 
	MARITAL STATUS
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Single
	28
	56

	Married
	20
	40

	Divorce
	2
	4

	Total
	50
	100


Source: Survey field, 2025 
	Table 4.2.2 show that twenty eight (28) respondent were single, twenty (20) were married while two (12) were divorce. Their percentage representation were fifty six (56) forth (40) and four (4) percent. 
TABLE 4.1.3	INCOME DISTRIBUTION OF RESPONDENTS 
	INCOME GROUP
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Below 7,500
	2
	4

	N7500-N12,000
	10
	20

	N12,000-N16,000
	18
	36

	N16,000-N34,000
	15
	30

	N34,000 and above
	5
	10

	Total
	50
	100


Source: Survey field, 2025 
	The above distribution show that respondent whose income was below N7000 were (2) those below N12,000 was noted to (10). Those below N16,000 were eighteen (18) those below thirty – four thousand had fifteen (15) while N34,000 and above were five (5) respondents. They all had a percentage of 40%, 20% 36%, 30% and 10% respectively. 
SECTION B
TABLE 4.1.4	ADERTISING PERSUADE YOU TO BUY LUX
	GRADE
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agreed
	-
	-

	Agreed
	9
	8

	Undecided
	8
	16

	Disagreed
	29
	58

	Strongly disagreed
	4
	8

	Total
	50
	100


Source: survey, 2025
	From the table above, it can be understood that every message an advert communicate is not always believed since 58% ascribe. 









TABLE 4.1.5	ADVERTISING RUN EVERYDAY IS ASSUMED TO BE CONTINOUS 
	GRADE
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agreed
	3
	6

	Agreed
	25
	50

	Undecided
	7
	14

	Disagreed
	14
	28

	Strongly disagreed
	1
	2

	Total
	50
	100


Source: Survey field, 2025 
	The table shows that half of the respondents (50%) agreed with the statement that advertising with the statement that advertising run every day is assumed to be continuous. However, 28% disagreed, 14% were undecided 6% strongly agreed while 2% strongly disagreed. 
TABLE 4.1.6	OPINION DISTRIBUTION OF THE RESPONDENTS ON WHETHER CONTINIOUS ADVERTISING MAKE CUSTOMER TO TRY A PRODUCT (MILO) 
	GRADE
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agreed
	6
	12

	Agreed
	31
	62

	Undecided
	2
	4

	Disagreed
	11
	22

	Strongly disagreed
	-
	-

	Total
	50
	100


Source: Survey field, 2025
	The table shows that 12% strongly agreed with the statement that continuous advertising. Make customer to try a product (Milo). However, 22% disagreed, 62% agreed, while 4% were undecided. 
TABLE 4.1.7	OPINION DISTRIBUTION ON THE ABILITY OF ADVERTISING CREATE BRAND LOYALTY
	GRADE
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agreed
	1
	2

	Agreed
	16
	32

	Undecided
	8
	16

	Disagreed
	20
	40

	Strongly disagreed
	4
	8

	Total
	50
	100


Source: Survey field, 2025
	The tabulation above shows that 40% disagreed with the notion the repetition of advertisement persuades consumer to be loyalty to a particular brand. However, 32% agreed with the statement, 18% were undecided 8% strongly disagreed and 2% strongly agreed. 
TABLE 4.1.8	OPINION DISTRIBUTION OF THE RESPONDENTS ON WHETHER DEMONSTRATION AROUSES CURIOSITY TO TRY PRODUCT 
	GRADE
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agreed
	11
	22

	Agreed
	30
	60

	Undecided
	5
	10

	Disagreed
	4
	8

	Strongly disagreed
	-
	-

	Total
	50
	100


Source: table survey, 2025. 
	The table reveals that 60% of the respondents agreed with the statement that demonstration of product during advertisement arouses the curiosity to try product. More so, 22% strongly agreed, 10% were undecided while disagreed and none strongly disagreed. 
TABLE 4.1.9	OPINION DISTRIBUTION OF THE RESPONDENTS ON WHETHER PRICE IS A DETERMINANT OF CHOICE BETWEEN TWO COMPETING PRODUCTS 
	GRADE
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agreed
	-
	-

	Agreed
	9
	8

	Undecided
	8
	16

	Disagreed
	29
	58

	Strongly disagreed
	4
	8

	Total
	50
	100


Source: Survey field, 2025
	The table above shows that 50% of the respondent agreed that price determine to a large extent their choice when confronted with two competing product, 36% strongly agreed on the other hand, 8% disagreed, 4% disagreed while 2% were undecided. 
TABLE 4.1.10	OPINION DISTRIBUTION OF THE RESPONDENTS ON WHETHER QUALITY DETERMING THE CHOICE OF PURCHASE BETWEEN TWO PRODUCT OF CLOSE SUBSTITUTES 
	GRADE
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Strongly agreed
	30
	60

	Agreed
	18
	36

	Undecided
	2
	6

	Disagreed
	-
	-

	Strongly disagreed
	-
	-

	Total
	50
	100


Source: Survey field, 2025
	The table above that quality to a large extent determines consumer choice when confronted with two competing substitute. 
	The 6% strongly agreed 36% agreed while 4% were undecided and non disagreed. 
TABLE 4.1.11:	OPINION DISTRIBUTION OF THE RESPONDENTS ON HOW OFTEN RADIO ADVERTISEMENT IS LISTEN TO 
	GRADE
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Every time
	15
	30

	In the evening
	3
	8

	In the afternoon
	30
	62

	Occasionally
	-
	-

	Total
	50
	100


Source: Survey field, 2025 
	From the above tabulation, it can be observed that majority of the respondent 62% listed to radio advertisement occasionally. 
TABLE 4.1.12: 	OPINION DISTRIBUTION OF THE RESPONDENTS ON HOW OFTEN THE RESPONDENTS WATCH TELEVISION 
	GRADE
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Every time
	8
	16

	In the evening
	14
	28

	In the afternoon
	-
	-

	Occasionally
	28
	46

	Total
	50
	100


Source: Survey field, 2025
	The table shows that majority as the respondent 56% watch television advertisement occasionally while 28% watch in the evening, 16% do so every time and none in the afternoon. 
TABLE 4.1.13:	OPINION DISTRIBUTION OF THE RESPONDENTS ON THE LURIOSITY AROUSER MEDIUM 
	GRADE
	NO OF RESPONDENTS
	PERCENTAGE (%)

	Newspaper
	4
	8

	Magazine
	2
	4

	Bill board
	3
	6

	Radio
	9
	18

	Television
	32
	64

	Total
	50
	100


Source: Survey field, 2025 
	The above reveals that 64% learns about a product that arouse their curiously and persuades them to buy through television. This is followed by radio which as 18%, newspaper with 18% bill board with 6% and magazine 2%. 
4.2	TESTING OF HYPOTHESIS AND ANALYSIS
This section test the validity of the hypothesis formulated for this study by comparing the relationship between variable
The chi-square statistical methods were used in testing the hypothesis to ascertain the validity.
Here (2) two hypothesis are put to test statistically
SECOND HYPOTHESIS 
Ho: Advertising has not contributed immensely to the growth of the firm.
H1: Advertising has contributed immensely to the growth of the firm.


HYPOTHESIS TESTING 1 USING TABLE
X2 =∑ (01 – e1/2)
Where oi = observed data
E1 = summation
Ei = expected data
X2 = chi square  
V = degree of freedom
C= no of column
N= no call rows in the table
Decision rule. Xe< x2 reject Ho
XC> x2 accept Ho
	Attribute
	Oi
	Ei
	(Oi-Ei)
	 (Oi-Ei)2

	Positive relationship
	55
	15
	40
	1600

	Negative relationship
	25
	15
	10
	100

	Total
	80
	30
	50
	1700


V= (n-1) (e-1) = -1 = 1x 1
X2 cal ∑(oi-ei)
            ∑ei
Ho: advertising has not contributed immensely to the growth to the firm.
H1: Advertising has contributed immensely to the growth to the firm.
	Attribute
	Oi
	Ei
	Oi-Ei
	(Oi-Ei)2

	Advertising has contributed immensely 
	75
	35
	40
	1600

	advertising has not contributed immensely
	5
	30
	30
	900

	Total
	80
	65
	70
	2500



X2 cal E (oi-ei) 2 / Eei = 2500/65 = 38.46
X2 table at value = if v = (N-1) (c-1) = 1
Given 95% level of significance
X2t = 3.84
	Therefore we accept the Ho (Hypothesis) the says advertising information on brand preference has contributed immensely to the growth to the firm (UNILEVER).
4.3	DISCUSSION OF FINDINGS
The findings of this research work have been able to establish the fact that there is a significant and reasonable relationship between the advertising and brand preference of manufacturing industry. With the evidence shown in the hypothesis proved with frequency method of analysis data combined with chi-square.
	The summary of findings show the objective of this project which is to explore in depth, the effect of advertising on consumer brand preference particularly Unilever Nigeria Plc, here in Ilorin.
	These findings were been extracted from the literature review which stated that brand preference link Unileverto the consumer of the product.
	The main finding is on the presentation and analysis of data through the questionnaire gathered in consumer brand preference, services the major way of differentiating a product.
	The findings also show that advertising has contributed immensely to the brand and growth of the firm.
CHAPTER FIVE
SUMMARY OF FINDING, CONCLUSION & RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
The study revealed that advertisements that are properly packed will persuade consumer to try that particular product. More so, the advertisement must equally be run continuously in order to elicit such curiosity that will motivate consumer to try the product. 
	The analyses showed that consumer learn about a product newly launched in to the market through television, radio or print media. They aim that without advertisement they might not be aware of the availability of such product. 
	The study also indicated that not all advert messages are always believed by the consumers consequently some of them considered advertisement is being descriptive. 
	Advert that run continuously act not waste of resource. It anything is directed to particular market segmentation that needs much a product. 
	Unilever Nigeria, Plcdoes not have a yardstick to measure the effective of various advertising media. Thus it does not have an articulated and succinct record of the amount of profit a particular advertisement contributes to the company. 
	Consumer are more interested in the quality of product of Unilever Nigeria, Plcis offering, again the price must be affordable when faced with two competing product. Milo and Bournvita, what normally concern the consumer is the benefit in term of nutritional value and test, base on individual preference. 
	Advertisement must be property timed, since consumer watch television and listen to radio occasionally. 


5.2	CONCLUSION
The observed information from the survey supports the research topic that there is a relationship between the advertising effort and the brand preference. From the list of the provided brand Lux topped the list with most preferred choice. And as per respondent quality and advertising played vital role in convincing and being a major source of information and the convincing part to create brand preference for the consumer. And once consumer purchases the product their second purchase is guided by the quality that reveals that for consumer price and other factors are the secondary things once they purchased the product.
As far as the medium of information for (electronic and print media) advertising is concerned, of these television was observed as the most potential medium for the information to the consumer possessing (86.2%) of total preferences. Which shows television is the most premium source through which advertising can work effectively.
	The objective is to present a company and its product/services to prospective customer by packaging the need satisfying attribute or these product and service and presenting some as the best solution to consumer problem. 
	Advertising may often be the most powerful tool. It is only to achieve a pre-determined objective or objective within the contest of a coordinated marketing campaign. 
5.3	RECOMMENDATIONS
Unilever Nigeria, Plc, must ensure understand the buying behaviour of the consumer in order to discover when they buy, how key buy. This will acts as a guide towards formulating an advertisement message that will arouse the curiosity of consumer and eventually persuades them to buy. 
· Not only in Unilever Nigeria, Plc other manufacturing companies should try as much as possible to differentiate the managerial contribution of each promotion mix in order to determined the effectiveness of advertising. When this is done, the firm can really appreciated the impact of advertising on revenge generation for company. 
· Timing is another important area the marketing manager should take into consideration. This is because consumers have a particular time they watch television and listen to radio, considering his-target audience, the marketing manager should be aware of appropriate time in order to elicit the desired response. 
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