ADVERTISING: A HIGHLY EFFECTIVE PROMOTIONAL INSTRUMENT FOR MARKETING NOVEL PRODUCTS
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ABSTRACT
Promotional mix variables differ in effectiveness in generating consumer interest and influencing purchase decision.  In this study, an attempt is made to evaluate the effectiveness of advertising, one of the promotional mix element used by NASCO group of companies, Jos. Current, NASCO household products are market leaders in most part of the country. This study reveals the extent to which advertising is considered a central in delivering the company’s corporate  objectives.  The population for this study consist of (1,000) out of which a sample size of one hundred and Ten (110) is chosen for this study.  In addition the following hypothesis have been tested and proven in this project: Ho: Advertising is insignificant in the new product development and marketing process especially in NASCO group of companies Jos. H1 Advertising is significant in the new product development and marketing process especially in NASCO group of companies Jos. Based on the test carried out  using the chi-square techniques the calculated x2 hypothesis has a higher rating of 15.3, than the tabulated value and thus H1 is accepted.  The study further found that despite the important role of advertising in influencing customer purchase decision on NASCO products, the over reliance on TV commercial advertising is not ultimate as other advertising media are also important in a competitive marketing environment like Nigeria. It is thus, recommended that urgent steps must be taken to asses media preferences of consumers with a view to adopting other effective media strategy for the company.   

CHAPTER ONE
1.0       INTRODUCTION
In our contemporary world, advertising serves as one of the media vehicle through which any organization or potential buyers of goods and services and to form direct communication of persuasion nature to existing customers or the generality of the populate. In communication system (through whatever means can  deliver its message to recipient or receiver in a way and manner that the receiver will receive and perceive the message.
The word advertising is derived from the Latin word advertero and meaning it turn literally, it means to turn people’s attention to specific thing”.  Nothing definite can be said to how ad is the method of advertisement. It was originally used to warn public against something either drive or attract the public from something bad or good. It is presumed that the first advertisement was sometime in the form of stenciled. Inscription which were found on earthen bricks prepared by the Babylonians above three thousand years before Christ
In the olden days, the advertisements were more passive and extremely limited in scope. The earliest forms where signboards and writing on the walls of prominent buildings. The art of printing further aided in the technique of advertising through hand bills magazines and newspapers pamphlets and hand book.
In a free or capitalist economics, promotions play an important rule. This is  creating awareness for new product. This fact has been established by marketing experts. As a tool, promotion can be used for not only creating product awareness but also in estimating demand through a variety of techniques. The techniques are advertising, personal selling, publicity and sales promotion.  Firms can use any of these or a combination of one or more to achieve their promotional goals, depending on the nature of the product, the firm financial strength etc.
Due to springing up of soap manufacturing industries in recent years, with existing of the imperfect competition and different brands in the soap market there is the need for effective advertising strategy which will not only informs and persuade, but also remind the customers to maintain the brand. In the present day competitive environment in our business set up especially in toilet soap industries in Nigeria, it is absolutely imperative for the strategy resembles and immeasurable investment to the organization in which a return is expected. The NASCO Marketing company limited should find it necessary to design advertising campaign in such a way that will attract the attention of customers invariably this will end and the strength of its product line and sales.
This research is therefore intended to analysis the extent to which NASCO marketing company limited is using advertising strategy to market its new product beauty soap in the face of its competitors offering the same toilet soap, it also intended to highlight any constructive alternative or suggestion for over coming any advertising bottle neck that might arises.
1.1    STATEMENT OF PROBLEM.
The basic problem for research is to justify the effectiveness or impact of advertising to adopt make sales especially during the introductory stage and why is it that during introductory stage of the product life cycle a new product dies not reaching the growth or maturity stage. What method(s) of advertising are to and whether those methods are actually effective enough to achieve the desired goals.
Over the years, many organization in Nigeria  seems to believe that once goods or services are produced, there is ready market for such goods and services.  As they do not seem to recognize or appreciate the place or role of advertising towards achievement of their organizational profit or sales objectives.           
1.2    OBJECTIVES OF THE STUDY.
In the kind of adventure, there must be a study to ascertain its success. If that is a general and acceptance principle the researcher also has some reasons in going into the study under consideration. In view of fact, this study is carried to achieve the following objectives.
1     To examine the significant of advertisement as it effects the development introduction and growth of new product in the market place 
2     To access the degree of the effect of advertising on new product
performance in comprise with competitive product in the market place.
3. To determine the degree of association that exist between the advertising expenditure, and the annual turnover/profit. 
1.3.   SIGNIFICANT OF THE STUDY.
This project will be of importance to the (NASCO)company limited in adopting a more effective way of advertising to take care of uncertainly in the future which is likely to occur in the industry especially in marketing new product entrance. The finding of the study will also be of immense benefit to other companies who may wish to carry out further research work on how advertising can be used when a new product is introduce into the market. The finding will be useful to the marketing department of Kaduna polytechnic who may be interested in researching further into advertising new product or services in Nigeria and final year student in particular who will graduate and go into business word to face problem in the advertising system of the organizations, the student may find themselves.
1.4       SCOPE OF STUDY
The study is concern with advertising as a promotional tool for marketing
New product a case study of the NASCO marketing company in the advertisement of beauty toilet soap manufactured by NASCO beauty care division and would in addition be limited to the company’s area of operation due to the financial and time constraints
 1.5            LIMITATION OF THE STUDY
The scope of the research is limited by factors inherent in our environment such as finance, time and attitude of respondents. The limitation encountered in the course of the investigation are listed below 
It is evidently clear that things are very difficult in Nigeria these days. This problem becomes more apparent due to the high cost of transportation, a considerable increase in price of writing, typing and binding material at the time of writing this project due to the devaluation of Naira. The researcher had struggle in between lecture period and data collection. As a result of this, some places which were to be visited were abandoned.
The attitude of some consumers or customers who could not ,fill the questionnaire correctly and even some did not return the questionnaire at all. Also attitude of the administrative marketing manager of NASCO towards answering questions. There was the suspicion that information revealed could be used to the detriment of the company, or could be revealed to competitors despite the assurance from the researcher that all information provided will be treated with utmost secrecy. 
1.6    STATEMENT OF HYPOTHESIS
For the purpose of this study the following hypothesis have been formulated
H0: Advertising is insignificant in the new product development  and  marketing process especially in NASCO groups of companies, Jos.
H1: Advertising is significant in the new product development and marketing process especially in NASCO groups of companies Jos.
1.7   DEFINATION OF TERMS.

Marketing the management process responsible for identifying, anticipating and satisfying customers requirement profitable.
Product. Product is anything that can be offered to market for attention, acquisition or consumption, it includes physical objects, services, personalities, places, organization and ideas.
Proportional tool. is are the various methods pf proportion that a company can adopt. Such as advertising, personal selling, sales promotion, public elations and publicity.
Advertising this is a form of paid public announcement intended to promote the sale of commodity or services or to bring about some other effects desired by adviser. It is essentially a form of communication through such diverse media as handbills, newspapers, letters and radio television broadcast.
Market share is a firm percentage of the industry’s total sales.
Invocation a new approach or concept in the, production cycle frequency involving the use of invention practiced task.
Product life cycle. Is an attempt to recognize district stages in the sales history of the marketing of a product that begins with commercialization and end with, removal from the market?
Modification Any adjustment of an existing product settle and color or model any product improvement or brand change.
Media mass communication channel through which a message is passed across to the audience for example, television, radio, magazine etc.
Personal selling. The process of making oral commercial representation during buying or selling interview or services.
Marketing strategy. This is the marketing logic by which the business units expect to achieve the marketing objectives.
Sales promotion. It has been destined as a short term incentive to encourage purchase or sales of product or services.

CHAPTER TWO

REVIEW OF LITERATURE

INTRODUCTION

Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

Precisely, the chapter will be considered under the following sub-headings:

2.1    Definition and concept of advertising    

 Advertising is impersonal communication of information about products, services or ideas through the various media, and it is usually persuasive by nature and paid by identified sponsors (Bovee, 1992). The standard definition of advertising includes seven main elements:

1. Paid form of communication.

2. The presence of an identified sponsor.

3. Distribution through the media.

4. The presence of a specific audience for treatment.

5. Lack of personalization of distributed information.

6. Aimed action.

From this it follows that advertising is usually a non-personalized form of

communication, paid by an identified sponsor, implemented in a certain way through the media and other legal means and aimed to familiarize with some products and its further acquisition by possibly large audience of consumers.

Advertisement can also be defined as below:

Advertising is a means of communication with the users of a product or service. Advertisements are messages paid by those who send them and are intended to inform or influence people who receive them, as defined bytheAdvertisingAssociationoftheUK. (http://economictimes.indiatimes.com/definition/advertising).

The definition of advertising by Federal Law of the Russian Federation “about advertising” from 13.03.2006: Advertisement is the information distributed in any way, in any form or by any means, addressed to an uncertain number of people and aimed at attracting attention to the subject of advertising, the establishment or maintenance of interest in it and its promotion on the market.

Advertising has the following advantages:

Advertising reaches customers living far apart.

Its public presentation shows to the buyer that the product is not contrary to social norms and the law.

It allows doing multiple announcements and when the addressee gets the

message, he/she can compare the product with other competitive firms. 

A wide ranging promotional activity, run by the company, is some kind of evidence of company’s popularity and success.

Advertisement is very expressive - it allows a company to present its product clearly and effectively via text, sound and color. On one hand, advertising helps to form a long-term sustainable image of the product. On the other hand, it stimulates sales. (Kotler 2010). However, there are disadvantages as well:

Advertising is impersonal, and therefore it lacks persuasiveness compared to a real person maintaining face to face communication. Advertising is mostly a monologue that does not obligate to pay attention and reaction.

Advertising can be very expensive. Some of its types, such as an ad in the

newspaper or on the radio, do not require much money, where other forms of advertising, such as television, require significant funding. (Kotler 2010). Each country has its own regulations concerning advertising. Advertising can define a wide number of different aspects, such as placement, timing, and content. For example, in Russia you will not see advertising of alcohol on the TV after 9 pm, and in Sweden and Norway it is totally prohibited. There are countries that do not allow commercials aimed to children under the age of 12, and there can not be

any advertisements five minutes before or after children’s program. In the United Kingdom it is forbidden to promote tobacco on television, billboards or at sporting events. The law of advertising usually describes:

- General requirements for advertising 

- List of products, advertising of which is not allowed

- Public service advertising (PSA)

- Ways of advertising distribution

- Special advertising of certain goods

- Government control and responsibility for the violation of the legislation  Etc 

2.2    Concept of advertising  

Advertising is one of the major sources of communication between the producers and the user of products. A company’s product no matter the quality and performance will not generate the expected revenue until they invest in promotional activities that are capable of informing, educating and persuading the consumer about the product. One of the tools used in achieving this is advertising (Ijewere, 2009). According to Kotler and Keller (2013) advertising is any paid form of non-personal presentation and promotion of ideas, goods or services by an identified sponsor through a mass media. Borden (2009) also stated that advertising is a controlled identifiable information and persuasion by means of mass media. However, Molokwu (2000) defined advertising in terms of characteristics of what it does which include; attracting attention to a 

product, getting the target audience to actually accept the product, getting the target audience to actually acquire the product, sustaining the positive dispositions and constant acquisition of the product, evaluating and reviewing the advertising activities so as to remain abreast with performance. In the light of the above definitions, Agbonifoh et al (2007) stated that the general goals of advertising are to inform, educate and persuade a consumer about company’s products or image. Informative Advertising Kotler and Keller (2013) define informative advertising as an advertising aimed at creating brand awareness and knowledge of a new products or new features of existing products. Advertising serve as a major tool in creating product awareness in the mind of a potential consumer to take eventual purchase decision. An advertisement may seek to inform customers of where to buy the product, the price of the product, and how to use the product safely and economically (Agbonifoh et al, 2007). Latif and Abideen (2011) noted that television is one of the strongest medium of informative advertising and due to its mass coverage and pictorial display, can influence not only the individuals’ attitude, behaviour, life style and exposure but in the long run affect even the culture of a country. Other means of advertising aimed at bringing product awareness to the consumer include; radio, newspapers and magazines, telephone, cable, satellite, wireless, web pages, billboards, signs and posters. (Kotler & Keller, 2013; Ijewere, 2009 & Agbonifoh et al, 2007). In general, the role of advertising is to inform both loyal and potential consumers of the awareness, benefit, function and /or the price of the goods or services, to persuade consumers to buy or patronize the goods or services and to remind those who are already using the product or services of the continuous existence of the product in the market (Dominick, 2002).  
2.3   The proportion of income to be allocated for advertising a product.  

The global annual marketing budget of a company is usually set in the previous year, i.e., it is fixed. If companies offer a broad product portfolio to customers from various countries and use a variety of communication channels they need to break down the fixed annual budget into expenditures across countries, products and communication activities. For many firms this task requires determining individual budgets for hundreds of allocation units. As a result, firms face a complex decision problem: they need to allocate a fixed budget across a multitude of allocation units by evaluating the impact of these investment decisions on future cash flows. Since marketing expenditure is immediately recognized as cost on the income statement but its total impact on sales often only unfolds fully in future periods, it needs to be evaluated in terms of an investment decision and based on the principle of marginal returns. Technically speaking, management needs to solve a dynamic optimization problem for an investment portfolio under a budget constraint. This management challenge recurs on a regular basis as marketing budgets are set annually. Consequently, a new allocation approach was developed. In a first step, a theoretical solution is presented that provides important insights into how individual budgets should be set so that they account for differences in profit contribution, marketing effectiveness, and growth potential. In a second step, a near-optimal allocation rule is derived from that solution which addresses the demand for simple allocation rules by practitioners. It can be used with a spreadsheet. While easy to understand and implement, the heuristic goes beyond widespread budgeting rules such as the “percentage-of sales”.
2.4    What is a new product      

Various definitions and explanations of its boundaries about ‘new product’ have been made in the literature. New product is denied by Crawford as ‘a product for which the company needs a new marketing, and in which the substantial changes are conveyed but excludes any changes that may require simple promotions’ [Bruch,2014]. To make NPD efective, there should be a coordination between the manufacturing, engineering, research and development (R&D), marketing, finance and purchasing departments. Marketing department first has to make an assessment about new product, and then a cross functional team created for the new product has to come into the scene for development of new product [Kim, 2016]. There are several types of classification for ‘new product’. One of these categorized new product into four groups. These are [Kim,2016]:

1. Major innovations. Major innovations are absolutely new in the market. They are created by new technological developments and provide new experiences to the customers. For example, phones, smart phones, computers and tablets were not present before they were released for the first time. They created new markets instead of old ones as a result of attracting potential customers by claiming to ease their lives with if they use these products. However, there is a risk about attracting potential customers to major innovation product as potential customers may doubt about its worth. They can hesitate to spend money on something which did not yet prove its reliability and usefulness. Therefore, the business that created new product has to ind ways to convince them that they need this product. Even though it is risky to produce a major innovation product, it can bring to the business several benefits in addition to the profit such as increased reputation of business among customers, employees, shareholders and potential investors.

2. Product improvements. Contrary to the ‘major innovation’ group, products in ‘product improvement’ group are not produced with the aim of creating new market. Instead, they target customers of competitors in the market. This kind of new products is popular in cosmetics, chemistry (especially detergent products) and food (diet, fat-free, allergen-free products) industries. Businesses in these industries try to attract customers to their products by differentiating their products from competitors’ products in the market.

3. Product additions. These are imitation products which use the market created by the producers of original products. Even though these products may claim new features, benefits (which are what customers experience differently to the original product) will be limited.

This kind of new product is usually chosen by small businesses which have limited resources to create an original product. Therefore, they use original product’s existing market and sell with lower prices because of less costs for production of these products without product development costs. In this situation, business that produced original product will face with imitation products with lower prices which will attract customers and will endure product development costs. Because of this, businesses producing original products try to prevent imitation products by using marketing countermeasures. Therefore, it is difficult to ind a distribution line in this market for imitation product businesses.

4. Re positioned products. Repositioned products are promoted in a new way to attract different kinds of customers. These are not new products, are not new formulations or are not new features, but they are positioned in a different way in the market for attracting different groups of customers. For example, Lucozade energy drink business changed the product’s image from a drink for recovering people from an illness to a drink for people interested in sports.

2.5     Classification of new product 

 New product is categorized under the six groups by Booz, Allen and Hamilton. The ‘new’ feature of product is considered relevant to the business and the market [Kim,2016]:

Technological breakthroughs: This group of new products is one-of-a-kind product such as anticancer or AIDS vaccines or new technologic products such as lying cars. These products are new experiences for customers at the time of their release to the market. They offer quite different or marginal benefits to the customers. Technological breakthrough

products are the result of continuous product and marketing researches. These products bring considerable benefits to the businesses produced.

Significant improvements: These products are made by considerable improvement of existing products in the market. This improvement increases the value of product and benefits both businesses and customers. For example, instant coffee replaces the usual brewed coffee. While customers enjoy making coffee easier and faster for breakfast, businesses increase the sales.

Modified products: These products are created by making insigniicant improvements in the existing products such as adding new smell to the detergent or increasing/decreasing (fries, smart phones) sizes of products. The ‘new’ here is made to enhance the product experience.

 Products new to the business: These are imitated products which are already sold in the market, but business produces them for the first time. Business uses an existing market to sell these products and tries to attract competitors’ customers.

Repositioning: These products are produced currently by the business in a given market, and this business starts to produce it for new markets.
2.6
Why the need for new product    

With shorter life cycles and the demand for greater product variety, continual pressure is put on NPD teams to produce a wider and varying portfolio of new product opportunities and to manage the risks associated with progressing these through from initial development to eventual launch. Subsequently in simple terms to minimize the risk of failure. In order to deal with this both effectively and efficiently attention has been focused on systematic screening, monitoring and progression frameworks such as Cooper’s stage gate approach (Cooper, 1988, 1994). Most of these ideas are not in themselves new; for example, Lawrence and Lorsch (1967) drew attention to cross-functional team working and co-ordination mechanisms back in the 1960s, and Cooper (1994) has reported on NASA’s ‘phased review process’ as a stage gate model also dating back to the same period. However, despite the importance of NPD, for both present and future prosperity of companies, a high percentage of new products fail when released into the market. Research (Liberatore & Stylianou, 1995) demonstrates that most of the concepts that enter the NPD process fail to become commercial successes; in fact only fourteen percent (14%) succeed. As new product failure rates are so high, and because the costs associated with NPD are usually high, companies have been hesitant to provide the resources to advance the NPD process (Cooper, 1998). Conversely, it can be argued that there is now a growing consensus about integrating the varying tools and techniques available in the ‘new model of good practice’. Therefore, if properly managed new products can offer a substantial injection in growth which cannot usually be matched by existing products (Griffin, 1997). As a result it is important that companies do not adopt a ‘Not Invented Here’ (NIH) syndrome.
2.7
Success and failure in new product development

The interrelation of the market environment, new product strategy and development process that influences the success of a new product. When new product concept is developed, the introduction of it to the market has to be made in an effective and efficient way. For this purpose, organizational factors such as inter-functional coordination, structure and leadership must be involved in the process heavily [Bruch,2014]. Literature has shown that there are various elements affecting success of a new product. These elements are categorized under three groups below [Bruch,2014]:

1. The need for interdisciplinary inputs. It was shown in the literature that an interdisciplinary teamwork is necessary for the success of a new product. Because, new product development process involves several works and issues which need to be undertaken by different kinds of professions. The lack of a profession in the team of new product development process may lead to overlooking of important issues which will affect the success of a new product significantly.

2. The need for quality inputs to the process. In addition to having both technical and marketing information accurately and timely, updating of this information is also crucial for the success of a new product to be coherent to the changes in conditions.

3. The need for speed in the process. The new product needs to be released to the market and produced quickly to collect a significant share of profit from a new product before competitors enter to the market because history has shown that a good chunk of profits is gained by the first business operated in the market at the early stages of new product life cycle while others share the rest (of profit) left by the first business in the market. However, businesses should be cautious about making a speed introduction and production of new product to avoid making mistakes.

Kotler and Armstrong bring several reasons explaining why do so many new products fail, while there are clear instructions about how a new product development can be successful. The first reason is overestimating market size which will cause to overproduction resulting in profit loss. The second reason is poor design of a new product that will not be attractive as much as for potential customers. The third reason is producing it for the wrong segment of market such as selling a luxury product in an economically struggling region. The fourth reason is releasing new product to the market at a wrong time, for example, producing a high-tech product for the use of people at the time of an economic bottleneck when people hesitate spending money for products not necessary for daily needs. The fifth reason is pricing it wrongly, too expensive or too cheap which both will lead to loss in profit. The sixth reason is poor advertisement which will prevent a new product being known by the right customers [Bruch,2014].

2.8
Life cycle perspective in new product development

Each product has a life cycle similar to the living creatures: it is born, grows and dies. Eventually, all products will complete the cycle at a time and will die. However, the time the new product will come to the end of the cycle is important for businesses because the main reason behind developing any product is making profit. If the cycle is not sufficiently long to cover any costs endured and make decent profit to the businesses, all the efforts to develop new product will be worthless. Therefore, businesses make an expectation for a desirable life cycle for their new products [Kim,2016].

The product life cycle has stages similar to the life forms. These stages are: 

Introduction stage: maintenance cost is high at this stage, and profit is limited. Product needs to be sold immediately to earn profit. 

 Growth: maintenance cost is lower than the introduction stage,

and sales are increased. Competitors are appearing in the market, too. 

(3) Maturity: this stage brings the most profit to the business, sales increase and maintenance cost gets much lower.

(4) Decline and withdrawal: at this stage, products of competitors are preferred; therefore, profit decreases significantly. At the end, products are withdrawn from the market [Kim,2016].

There are three major facts agreed on by most about the PLC concept [Kim,2016]:

1. the speed of products at each stage of life cycle is different;

2. profit per unit increases rapidly in the growth stage and decreases gradually in the maturity phase because competitors enter to the market at this stage; and

3. ‘the functional emphasis required for successful product exploitation—engineering and research, manufacturing, marketing and financial control changes from phase to phase in the cycle as shifts occur in the economics of profitability’.

There are a few studies about launch of new products, but there are several studies about introduction of new products to the market which will be useful to understand the notion of ‘launch’ within the context of new product development. There are several important key decisions at

the tactical level of new product launch which are called ‘4Ps’ and explained below [Kim,2016]:

1. Product launch decisions: Product launch decisions are about brand choice and product line length (also called product assortment) which are used to decide, the new product’s position in the market for determining which customer needs are better satisfied to have high profit and the relative quality of product determining which new product solves customer problems better.

2. Price launch decisions: Price of new product determines product’s position among competitors, and it may be a measure for customers to assess the product’s quality. Price decision is not made only for launch price including discounts and promotions, but it also involves a choice between skimming and penetrating in long term. Skimming is preferred often for high technological products because of high profit gain. Penetrating price is advised to benefit from increasing economies of scale and hindering competitive products when new product has a typical diffusion curve as sales increase along with diffusion.

3. Promotion launch decisions: There are several activities done while introducing new product to the market such as public relation, advertising, sales promotion and personal selling. It has been suggested that if there is low awareness about a new product, a pull strategy in advertising and promotion is better to be followed rather than push strategy.

4. Place launch decisions: Distribution indicates the acceptance and sales of a new product in the market because it shows how new product is available to the customers. The distribution channels must have the highest availability in the target market and reflect the target market’s buying behaviour.

NPDs were more often introduced to the markets that have an early stage in the product market life cycle. There are several advantages of early entry, but they are not given automatically as there are technological and market uncertainties inherent in the development of new products. Original new products if they are an early follower may be more profitable than being the first in the market:

‘The apparent lack of consensus regarding whether new products will be more successful if launched early into markets which are more likely to grow (and not later, into markets with established competition and less growth potential) may be at least partly due to the failure to recognize that different tactics can be successfully deployed for a new product launch in both the growth and maturity phases of product-market development’ [Griffin, 1997].

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 

This study was carried out on service delivery and customer satisfaction in transport business, Delta State as a case study. Transport workers in Delta  State form the population of the study.
3.2
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of transport workers in Delta  State, the researcher conveniently selected 36 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.3
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.4
Statement of hypothesis

H0: Advertising is insignificant in the new product development  and  marketing process especially in NASCO groups of companies, Jos.
H1: Advertising is significant in the new product development and marketing process especially in NASCO groups of companies Jos.
3.5
Description of data analysis procedures

The responses were analyzed using the simple percentage tables, which provided answers to the research questions. 

CHAPTER FOUR

PRESENTATION OF RESULT USNG TABLES AND FIGURES

INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of thirty-six (36) questionnaires were administered to respondents of which only thirty (30) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 30 was validated for the analysis.

4.1
DATA PRESENTATION
Table 4.1: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	70
	56.7%

	Female
	20
	43.3%

	Age
	
	

	20-25
	45
	30%

	25-30
	17
	26.7%

	30-40
	13
	20%

	40+
	15
	23.3%

	Marital Status
	
	

	Single 
	30
	33.33%

	Married
	45
	50%

	Separated
	5
	5.55%

	Widowed
	10
	11.11%

	Education Level
	
	

	WAEC
	50
	55.55%

	BS.c
	30
	33.33%

	MS.c
	10
	11.11%

	MBA
	0
	0%


Source: Field Survey, 2022  

4.2       Oral interview analysis  

The   researcher  carried out an oral interview for Mr Chidike Anthony  a staff in the marketing department on the advertisement as it affects the development introduction and growth of new product in the market place. The respondents agreed that advertisement contribute to the growth and development of a new product in the market.

The researcher also carried out an interview for miss Chinwe Mbanefo a staff in the marketing department on the degree of the effect of advertising on new product. The respondent agreed that advertisement has an effect on a new product to a large degree.
4.3       Analysis of management questionnaire   

The researcher asked Mr Adeleke Gbenga a management staff of Nasco group on the performance in comparison with competitive product in the market place. The respondent agreed that performance with competitive product in the market place is high

The researcher also asked Mr Chidubem Onyekachi a management staff of Nasco group on  the degree of association that exist between the advertising expenditure, and the annual turnover/profit. The respondent agreed that the annual turnover and profit is high.

4.4    Discussion of result  

The findings of the study reveal that advertisement as it affects the development introduction and growth of new product in the market place. The respondents agreed that advertisement contribute to the growth and development of a new product in the market. This is as all the respondents constituting 100% said yes to the question asked . 

On the degree of the effect of advertising on new product the  respondent agreed that advertisement has an effect on a new product to a large degree.

Furthermore, the findings on the performance in comparison with competitive product in the market place, the respondent agreed that performance with competitive product in the market place is high.
Finally, the findings on sthe degree of association that exist between the advertising expenditure, and the annual turnover/profit, The respondent agreed that the annual turnover and profit is high
4.5    Test Of Hypothesis  

H0: Advertising is insignificant in the new product development  and  marketing process especially in NASCO groups of companies, Jos.

H1: Advertising is significant in the new product development and marketing process especially in NASCO groups of companies Jos.

Table 4.2: Advertising is insignificant in the new product development  and  marketing process especially in NASCO groups of companies, Jos.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	15
	10
	5
	25
	2.5

	No
	4
	10
	-6
	36
	3.6

	Undecided
	11
	10
	1
	1
	0.1

	Total
	30
	30
	
	
	6.2


Source: Extract from Contingency Table




Degree of freedom = (r-1) (c-1)






(3-1) (2-1)






(2)  (1)






 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 6.2 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 6.2 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis which states that crime scene testimony does not helps in solving a crime  is accepted.

   

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
SUMMARY

In this study, our focus was on advertising an effective promotional tool for marketing new product using NASCO group of companies, in Plateau State as a case study. The study specifically was aimed at highlighting the significant of advertisement as it effects the development introduction and growth of new product in the market place,  access the degree of the effect of advertising on new product, performance in comprise with competitive product in the market place and determine the degree of association that exist between the advertising expenditure, and the annual turnover/profit.  A total of 30 responses were validated from the enrolled participants where all respondent are drawn from staff in the marketing department.

5.2
CONCLUSION

Based on the finding of this study, the following conclusions were made:

Advertising is significant in the new product development and marketing process especially in NASCO groups of companies Jos.

5.3
RECOMMENDATION

Based on the responses obtained, the researcher proffers the following recommendations:

Urgent steps must be taken to asses media preferences of consumers with a view to adopting other effective media strategy for the company.   
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QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.

SECTION A

PERSONAL INFORMATION
Gender

Male ( )

Female ( )

Age

20-25 ( )

25-30 ( )

31-35 ( )

36+ ( )

Marital Status

Single  ( )

Married ( )

Separated ( )

Widowed ( )

Education Level

WAEC ( )

BS.c  ( )

MS.c ( )

MBA ( )

SECTION B

Does advertisement  affects the development and growth of new product in the market place?

	Options
	Please tick

	Yes
	

	No
	

	Undecided
	


What is the degree of the effect of advertising on new product?

	Options
	Please tick

	High degree
	

	Low degree
	

	Undecided
	


Is there a performance in comprise with competitive product in the market place?

	Options
	Please tick

	High degree
	

	Low degree
	

	Undecided
	


What is the degree of association that exist between the advertising expenditure, and the annual turnover?

	Options
	Please tick

	High degree
	

	Low degree
	

	Undecided
	


