EFFECT OF ADVERTISEMENT ON CONSUMER BRAND PREFERENCE 

ABSTRACT
This research work is designed to examine the impact of advertising on consumer brand preference with particular reference to Big Kitchen Nigeria, Port-Harcourt, Nigeria. For the purpose of clarity, this project has been divided into five chapters and the information was gathered through both primary and secondary sources. The introduction was done in chapter one where objective of the study, the statement of the problem, the hypothesis, scope and the significant of the study was done. In chapter two, we reviewed some related literature about the topic. In chapter three, the population of the study, the sample size, method of data collection and the data analysis tool that was used in the research study were discussed. In chapter four, the analysis of data collection by the use of questionnaires and unstructured personal interview was used. The data was analysed using simple percentages and tested hypothesis by the use of chi-square (x2) the summary of the research finding, conclusion and recommendation based on the findings were therefore effective tool in appealing the target market.
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CHAPTER ONE

INTRODUCTION

Background to study

This rampant use of various advertising strategies in eliciting consumers’ response has credited a stiff competition between the manufacturers of Big Kitchen Restaurant. Constant inundation of consumers with multifarious advertising slogans has even created confusion in the minds of helpless consumers on which products to buy or leave. Pride and Fewel (1926) in their book “marketing” explained that an advertisement may at times be informative or entertaining yet it may fail to get the audience to purchase the product they were of the opinion that the ultimate effectiveness of advertisement is determined by its ability to cause product adoption and high purchases among the potential buyers. 


The extent of patronage of any advertised product does not entirely depend on the effectiveness of the advertising strategies. It might sometimes, depend on extraneous factors like economic status of the prospects, belief system, culture, climate, level of education e.t.c. For instance, it will be an exercise in futility to advertise liquor in a predominantly Moslem state of Kaduna and Zamfara. This is because the consumption of liquor is against their Islamic belief system and majority of the citizens in these areas are Muslims.

Advertising has become a powerful communication tool in passing message about the products and services to both customers and potential customers. When there is adequate awareness through advertising, high patronage will be achieved, which will result to an increase in sales volume, productivity and profit level of the organizations.

However, poor product communication to the final consumers could give competitors an edge in term of loyalty to brands, sales volume and high market share. Consequence of this has been the major setbacks for matured industries.

Contemporary strategic marketing practice calls for more than developing a good product or service, pricing it adequately, and making it available to target customers or clients. Organizations should also promote their products and services to present and potential customers and clients. Udel (1968) identified marketing promotions as the most important facet of marketing strategy leading to effectiveness. Advertising, an aspect of promotional strategy, has both an informative and persuasive role, and in this respect can alter customers'/clients' perceptions of a product or service. As Pickering (1976) suggests, advertising can increase brand loyalty, thereby decreasing price elasticity through increased differentiation. Bain (1956) posits that advertising can have a cumulative and long lasting effect on organisational and strategic performance.

Akanbi and Adeyeye (2011) believe that advertising campaign cannot solely be responsible for recorded increase in sales. Other unrecognizable factors like higher income for potential customers, reduced problems of competitors, improved customer relation of distributors and retailers and other unnoticeable factors apart from the campaign may be responsible for the company’s improved sales (Akanbi and Adeyeye, 2011). Morden (1991) believes that advertising gives the knowledge about the product and create the idea in mind about it. Busari (2002) as cited in Adekoya (2011) says that advertisements can also be seen on the seats of grocery carts, on the wall of airport walkways, on the sides of buses, airplane and train. Advertisements are usually placed anywhere an audience can easily and/or frequently access visual and/or video. Akanbi and Adeyeye, (2011) discover that advertising as a subset of promotion mix has a significant effect on sales turnover. Adekoya (2011) finds that advertising influence consumer buying behavior, which means that it helps to increase sales turnover.

Similarly, advertising of such luxury goods like vacuum, cleaner, TV set, electric cooker to a predominantly nomadic population will be a wasteful venture. In the above cases, values and economic status respectively play vital roles in changing the people’s behaviour towards accepting advertised product(s).

Advertising is a communication between sellers and buyers with the sole aim of changing the attitude of buyers (Wale, 2001). From the above definition, it could be deduced that advertising is communication especially from the producers to the target market about a product or organization with the hope of creating awareness, interest, desire and a patronage of the product.

Erickson (1962) defined advertising as “Truth well told”. The American Marketing (AMA) said that advertising is “any paid non personal presentation and promotion of ideas goods and services by an identified sponsor”. 

This means that advertising messages are beamed at a group of people that are not personal in nature. Note worthy is the fact that an advertising channel is selected according to its suitability in researching the prospects. E.g. Newspapers and Magazines advertisement may not be helpful in researching an illiterate segment.

Statement of 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.

OBJECTIVE OF THE STUDY

 The purpose of this study is to;

To ascertain if consumers are aware of the adverts of Big Kitchen Nigeria.

To ascertain if advertising campaigns by the restaurant are wasteful.

To find out if there is unhealthy rivalry amongst restaurants.

RESEARCH QUETSIONS

Do consumers likely to prefer Big Kitchen burger brands of Big Kitchen Restaurant?

Did the advertisement increase the consumers demand for Big Kitchen burger?

Has Big Kitchen burger been able to maintain its hold on the market at the advertisement or sale, campaign programmes? 

RESEARCH HYPOTHESIS

Hypothesis one

Ho: 
Consumers do not prefer Big Kitchen Nigeria to other brands of Big Kitchen Restaurant.

Hi: 
Consumers prefer Big Kitchen Nigeria to other brands of Big Kitchen Restaurant.

Ho: 
Big Kitchen Nigeria has not been able to maintain its hold on the market at the end of the advertisement or sales campaign programmes.

Hi: 
Big Kitchen burger has been able to maintain it holds on the market at the end of advertisement or sales campaign programmes. 

SIGNIFICANCE OF THE STUDY

The presentation of vital information on the impact of advertising on consumer preference will be very important in many aspects it will help to reveal some major advertising constrains that mediate against consumers’ preference for Big Kitchen Nigeria. 

Owner of Big Kitchen Nigeria will benefit from the findings of this study as these will help to ascertain consumers opinion regarding products been advertised. The recommendations of the study will also help these companies to address short comings of their products based on consumers’ opinions. 

Findings of the study will be beneficial to advertising agencies as it will help determine consumers opinion about adverts created by these agencies whether the adverts are deceptive, persuasive or otherwise. More so, researchers will also benefit from the study as it will add to existing literature and also serve as a basis for further studies in the area of influence of advertising which have been subject of extensive debate. Other beneficiaries include the media as findings will help them to know consumers view regarding the various media of advertising products.

SCOPE OF THE STUDY

This research covers the impact of advertisement on consumer Brand preference using Big Kitchen Nigeria, PH. The focus of the study is to assess the consumer’s perception on the influence of advertising on consumer brand preference in Port-Harcourt metropolis. These consumers are civil servants, businessmen and women, farmers, artisans, students who are consumers of Big Kitchen Nigeria.
LIMITATION OF THE STUDY

One of the limitations of the study is based on experience which was the difficulty in convincing respondents that their identity remains confidential when filling the questionnaire. Another limitation of the study is the theoretical aspect which was the adoption of elaboration likelihood model which was used as theoretical framework but because of its inadequacy, another theory was adopted known as consumer perception theory. Another limitation of the study is in terms of the methodology as some respondents may purposely deceive researchers by giving false answers to questions when filling the questionnaire which is beyond the researcher’s control.
DEFINITION OF TERMS

Advertising: Any impersonal form of communication about ideas, goods or services that paid for by an identified sponsor. 

Brand: A name, term, symbol, design or combination of these elements that feature as differentiating measure of goods or services from one seller to another seller offerings.

Campaign: An organized trend of promotional efforts built around a theme and designed to reach some goal.

Market segmentation: The process of dividing the total market into one or more parts (sub-markets or segments) each of which tends to be homogeneous in all significant aspects.

Consumer market: Consists of buyers who use the product to satisfy personal or household need.

Product: A good, service or idea that offers a bundle of tangible and intangible attributes to satisfy consumers.
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CHAPTER TWO

2.0
REVIEW OF RELATED LITERATURE

A BRIEF INTRODUCTION

The literature to be review shortly will be the springboard on which this research work stands. The literature will help the researcher have an insight on the topic, provide the conventional approach relating to the topic and enhance good judgment of the topic to find out whether there are deviations from the “techniques”. For the purpose of this study the researcher derived into reviewing some related literatures. This was aimed at extracting various views and opinions of other scholars from books. 

REVIEW OF CURRENT LITERATURE

Advertising which for the purpose of this research has been defined as the non-personal communication of information usually paid for, persuasive in nature about products or services by unidentified sponsor through various, media did not start today. Like Dewith C. (1988) in his book, “the media and school newspaper” said, “the desire to encourage others to buy products is as old as human trade by batter”, so, there is no historical record of this kind of promotion. One of the earliest instance of know messages was clay table uncovered by archaeologist from the rains of the best and presumed to be about 300 years old.

ADVERTISING DEFINED

For a clearer grasp of the subject of this discourse, a definition of advertising is given thus.

Advertising is a communication between sellers and buyers with the sole aim of changing the attitude of buyers. From the above definition, it could be deduced that advertising is communication especially from the producers to the target market about a product or organization with the hope of creating awareness, interest, desire and a patronage of the product. 


Erickson (1962) defined advertising “trust well told”. The American Marketing Association (AMA) said that advertising is “any paid non personal presentation and promotion of ideals goods and services by an identified sponsor. This means that advertising messages are beamed at a group of people that are not personal in nature. It is not face-to-face communication. It is aimed at prevailing on people to make use of an advertising good or services. Such messages usually have an identified sponsor hence, virtually all advertisement messages are paid for, with the expectation of its dividends in the long run.


Wright, Winterfr and Zeigher (2001) Advertising is a powerful communication force and a vital market tool, helping to sell goods, services, image and ideas through channels of information and persuasion”. There are many things to bear in mind before an advisement is finally produced, like Erickson (1962) said that advertising is a truth well told”. Advertisement should have properties of the product itself. It should have adequate persuasive message that can convince and compel the consumers to buy a product that they initially do not make use of.


An advertisement is said to have created impact when the objective of either getting more consumers or increasing sales, revenue is accomplished. For an advertisement to have the desired impact as stipulated in a book called “Advertising”, it must have the following qualities:

Ability to attract attention

Suggest a benefit to the user

Provide needed information

From the above points it is clear that advertising has an objective and an expected role to perform in drawing consumers to the product. It has been received that advertising sometimes do not meet the expected role because of its structure and short comings. Advertising experts argued that for advertising to have impact it must be professionally handled.

According to Norman and James (1997) on the practice of advertising, they opined that: sales promotion and merchandising is not the product of a marketing age. The first recorded sales promotion was where Eve gave Adam that apple, and depending on how she it to him, it would have been the first recorded merchandising campaign. This further elaborates the fact that advertising is as old as man himself. However, it was only a century ago that mass media coverage – radios, newspaper and magazine dominated the field. This gave rise to the new scramble for greater percentage of market through venous sales promotion designs among competing firms. 

Brown and Boston (1989) opined that marketing efforts are today major factors in the products management. The prominence which marketing enjoys emerged from the development shifted to the philosophy known as the marketing concept.

In the light of the above, marketing concept is rooted towards determining and influencing customers needs and wants, making adjustments for production to conform to demand. Taking cognizance of the marketing concept philosophy indicated above, thereby making their messages stand out with cleverness and ensuring that many channel have hem. Writing on advertising procedure Kleppen (2007) is of the view “that advertising campaign and advertising are the most important techniques of business enterprise”. This is because company’s decision about advertising affect its products development, packaging, pricing distribution and retailing. Kleppen (2007) also asserted that advertising is an essential persuasive communication task to reach a defined audience, to a given extent and during a given period, in this case, consumers do not immediately get convinced by advertising message, rather they go through many steps from awareness, to linking preference acceptance and then to purchase of the product or services.

Advertising is only one of the basic elements sin the marketing programmes of most firms. Thus, underlying an effective programme is a sound marketing plan, which considers and determines the relationship of the elements of the marketing mix. A company undertakes a lot of marketing techniques in order to sell its product of which advertising is the most essential. The essence of advertising is to point out the qualities of the product or service to the consumers. The objective will basically be to:

Increase the frequency of the use of the product.

Add a new product to a well know one 

Reinforce credibility of important claims

Dispel a misconception of important claims

Enhance the image of a company etc. 

The great impact of advertising in getting consumers informed about the availability of a consumable good is indisputable. In a free market economy, effective advertising is essential to a company” survival. Unless consumers know about a company” product, they are not likely to buy. Getting buyers informed is the main trust of advertising. Some critics of advertising argue that consumers pay more for the cost of advertising in goods and services so advertised. Against this point advertising enables goods and services to be demanded in high quantity bringing about increase in the rate of turnover. The cost of advertising campaign is such that firms can afford them thus helping firms to dominate the firms may not be able to complete with larger firms at national levels at local levels, advertising enables them to hold on their market segment. Advertising has been a key element in the record is a feedback link between buyers serves as primary determinants of the company’s marketing strategies. 

Eris (1989) defined sales promotion, which is an aspect of advertising as communication that inform potential customers of the existence of products have want satisfying qualities. Also Mccarthy (1980) enjoined that promotion is communicating information between seller and buyer to change attitude and behaviours. The marketing managers promotion job is to tell target customers that the right product is available at the right place and at the right price. This opinion can directly applied to the marketing manage Big Kitchen burger Big Kitchen burger. The advertiser always portrayed the product as the best available. Hence the slogan “Everybody is a winner”. 

Maurice et al (1982) said that advertising purpose is to reach the desired consumers and persuade them to act. A company may a price and distribution system appropriate to its target market, but if it is unable to reach that market, then its efforts would have been in vain. In their view promotion embraces all selling, sales promotion and public relations adding that the particular way an individual market combines these activities are called promotion mix. Advertising is synonymous with marketing. It is via advertising that marketers communicate with customers, on the existence of particular products or services. 

Boven/Arens (2000) arranged that advertising identifies products and differentiates them from others. This further shows that advertising helps consumers have knowledge of a particular product. When it is product, which are of the same line, it tells people the features in product, which makes it different from others.

Writing on the reaction on the consumers Rivers and Schram (1972) said that “communication through advertising has a great to do with the shaping of one hold view”. They are of the view that receivers are likely to give attention to messages which they fed will give them greater reward and smaller effort. They show how individuals select messages in an advert through what they referred to as fraction of selection represented as: 

EXPECTATION OF REWARD

They noticed that advertisers try to make their messages more rewarding and appealing to the needs and interest of the target market. From the reward the customers will enjoy from buying the product, his interest becomes stimulated towards the advertised product. Advertisers try to make their product a accepted by consumers some companies various companies have achieved a massive increase in product sales through the impact of advertising. The effectiveness of advertising lies on the among of money available that is money which will be used in selecting the best media. It effectiveness also lies on the concentration of the advertising message on a particular objective so that the firm involved will be able to control and evaluate the result. Impact of advertising can be measured by the sales, which it yields. Advertising must be co-ordinated in such a way as to maximize returns. The money spent on advertising through sales promotion and campaign must be realized if not the advertising is a wasteful venture.

In conclusion, advertising without a prudent marketing plan may not produce the desired result. Perhaps, that is why Borec Court and Arena asserted that; “Advertising of only one of the basic elements in the marketing programmes of most firm’s. This, underlying an effective programme or campaign is a sound marketing plan, which considers and determines the relationship of all the elements of the marketing mix.

Advertising and Consumer Behaviour

Advertiser’s primary mission is to reach prospective customers and influence their awareness, attitudes and buying behaviour. They spend a lot of money to keep individuals (markets) interested in their products. To succeed, they need to understand what makes potential customers behave the way they do. The advertisers goals is to get enough relevant market data to develop accurate profiles of buyers-to-find the common group (and symbols) for communications this involves the study of consumers behaviour: the mental and emotional processes and the physical activities of people who purchase and use goods and services to satisfy particular needs and wants (Arens, 1996).

Proctor et al. (1982) noted that the principal aim of consumer behaviour analysis is to explain why consumers act in particular ways under certain circumstances. It tries to determine the factors that influence consumer behaviour, especially the economic, social and psychological aspects which can indicate the most favoured marketing mix that management should select. Consumer behaviour analysis helps to determine the direction that consumer behaviour is likely to make and to give preferred trends in product development, attributes of the alternative communication method etc. consumer behaviours analysis views the consumer as another variable in the marketing sequence, a variable that cannot be controlled and that will interprete the product or service not only in terms of the physical characteristics, but in the context of this image according to the social and psychological makeup of that individual consumer (or group of consumers).

Economic theory has sought to establish relationships between selling prices, sales achieved and consumers income, similarly, advertising expenditure is frequently compared with sales. On other occasions financial accounting principles maybe applied to analyse profit and losses. Management ratios, net profit before tax, liquidity and solvency ratios can all be investigate consumer’s motivations, perceptions, attitudes and beliefs are largely ignored. The consumer is assumed to be “rational” that is, to react in the direction that would be suggested by economic theory and financial principles. However, it is often apparent that consumer behaviours does not fall neatly into these expected patterns. It is for these reason that consumer behaviour analysis is conducted as yet another tool to assess the complexities of marketing operations.

A THEORETICAL FRAMEWORK FOR ADVERTISING

Developmental-interactionist theory (Buck, 1988) presents a theoretical framework for understanding the psychological processes that are generated by advertising stimuli. According to Buck (1988), human motivation is `the potential for activation and behavior that is inherent in a system of behavior control’ (p. 5) and emotion is `the process by which motivational potential is realized or read out when activated by challenging stimuli’ (p. 9).

Thus, emotion is a read-out mechanism that carries information about motivational systems and is a continuous and ever-present expression of motivational states. This read out serves three different functions and takes the following forms.

(1) Emotion I, consisting of physiological responses involving the autonomic, immune and endocrine systems, such as heart rate changes, blood pressure, sweating, etc., which serve the functions of adaptation and homeostasis.

(2) Emotion II, which is spontaneous expressive behaviour, such as facial expressions, gestures, postures, etc. which serves the function of social coordination. These responses, being accessible to others, reveal a person’s motivational-emotional state.

(3) Emotion III, which is an immediate and direct subjective experience, though it may also be experienced indirectly as feedback from the other read outs. This last read out is a kind of cognition in its own right, as described below.

Buck (1988) viewed cognition simply as knowledge and defined it as `a more or less complex and organized internal representation of reality, acquired by means of the individual’ s cognitive skills and through experience with reality’ (p. 6). Two types of cognition are described of which the first is syncretic cognition or `knowledge by acquaintance’ which cannot be described, but is `known’ immediately by the person and may consist of sensations, bodily symptoms, drives and primary affects, such as happiness, sadness, fear, anger, surprise and disgust (Ekman and Friesen, 1975). This is the process of immediate and subjective experience which James (1890) wrote about: `I know the color blue when I see it, and the flavor of a pear when I taste it . . . but about the inner nature of these facts or what makes them what they are I can say nothing at all’ (p. 22).

In contrast to syncretic cognition, which is holistic, synthetic and right brain oriented, analytic cognition or `knowledge by description’ is sequential, analytic and left brain oriented.

While syncretic cognition is derived from a direct sensory awareness, analytic cognition results from the interpretation of sensory data and involves judgements about phenomena. As Russell (1912) observed, `My knowledge of a table as a physical object . . . is not direct knowledge. Such as it is, it is obtained through acquaintance with the sense-data that make up the appearance of the table’ (pp. 73± 4). Further, the immediate subjective experience of syncretic cognition precedes analytic cognition and is also at some point transformed into analytic cognition. To use James’s (1890) terms, syncretic cognition is the `germ and starting point’ (p. 222) of analytic cognition. However, syncretic cognition is capable of being controlled and guided by analytic cognition. And, finally, analytic cognition can be symbolically communicated, while syncretic cognition is spontaneously communicated.

Thus, communication also has two aspects: spontaneous and symbolic. Spontaneous communication is biologically shared, non-intentional or automatic, non-propositional, requires only knowledge by acquaintance and is expressed through signs which make emotional states externally accessible. Symbolic communication is socially shared, intentional, propositional, requires knowledge by description and is based upon learned symbols, which have only an arbitrary relationship with their referents. Therefore, two simultaneous streams of communication are envisaged, which interact and modify one another. It must be stressed that these are not two ends on a single continuum, but instead represent two independent yet interactive dimensions of behaviour. However, while `pure’ spontaneous communication is possible, `pure’ symbolic communication is not. In other words, symbolic communication is always accompanied by spontaneous communication (Buck, 1984).

It is suggested here that there are two different types of involvement outcomes. The results arises from spontaneous communication and results in syncretic cognition (knowledge by acquaintance), while the second arises from symbolic communication and results in analytic cognitions (knowledge by description). In terms of developmental-interactionist theory, involvement, in the advertising domain, can thus be viewed as the motivational potential of an advertisement, mediated by spontaneous and symbolic communication, that activates both an emotional read out (syncretic cognition) and an appraisal of this read out (analytic cognition) in terms of future goal-directed behaviour.

Thus, a `low-involvement’ advertisement is one that is low in both analytic and syncretic cognitions and a `high-involvement’ advertisement is one that is high in either or both syncretic and analytic cognitions. Park and Young (1986) corroborated this in their delineation of three types of involvement-analytic cognitive, affective and low involvement.

In addition, it is suggested here that involvement may result from the combination of both analytic and syncretic responses.

SUMMARY OF LITERATURE REVIEW

The researcher has extensively dwelt on the concept of advertising and its impact on business growth. Contributions from all the scholars mentioned reviewed that advertising as a tool in the creation of awareness on the consumer’s preference for goods and services. Since the major objective of any organization is to maximize profit, the channel through which such profits could be increased is by advertising through the right media. Advertising is a persuasive communication because the goal set for it is to reach a defined audience at a given period. Since consumers do not immediately get convicting on the reliability of the quality of such product and services advertised. Therefore, it is the duty of advertising to create conviction and assurance before purchases could be made. These are made possible through the message structure. The message should be structures in such a way that will not leave customers in doubt as to what the product or services is all about. Advertising messages sent through the right media to the target audience in time the product or services is needed will certainty yield the desired result – moving customers to action.

CHAPTER THREE

METHODOLOGY

BRIEF INTRODUCTION 


The researcher will discuss the methods used in carrying out the research work. Therefore, the sub-headings on this chapter will be design of the study, area of the study, population of the study, sample of the study, validation of instrument, distribution and retrieval of the instrument and methods of data analysis.

3.1
DESIGN OF THE STUDY


Research design is the plan and structure of investigation conceived so as to obtain answers to research question. The study utilized a survey research design because of the information needed for this investigation.

3.2
AREA OF THE STUDY


The geographical area of location covered in this study is Lagos State, but with special focus on Big Kitchen Nigeria located at Takoradi Street, Port Harcourt.

3.3
POPULATION OF THE STUDY


The population of the study is an estimated total of one thousand, three hundred and ten (1310), which comprises of management, staff and customers of Big Kitchen Nigeria, Port-Harcourt.

 3.4
SAMPLE OF THE STUDY


Since the researcher could not deal directly with the whole population, a sample techniques was devised to select a sample size that would be representative enough of the population.


Thus the Taro and Yermani formular for proportional sample determination was used to determine the sample size.


Thus:



n
=
N



 1 + N(e)2 

Where 
n
=
sample size




N
=
Total population




e
=
Level of significance 




I
=
constant 


Let us use 5.90 (0.05) as level of significance therefore:
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3.5
INSTRUMENT FOR DATA COLLECTION


The main research instrument complements in the study were questionnaire, personal interview (primary source of data) and desk research (secondary source of data) method.


Personal Interview 


Interview question formal the main source of data gathering, while other method complemented the approach. Due to the wide and technical nature of the project, personal interview were conducted on selected people. To ensure that satisfactory information was obtained for the study, separate interview questions were prepared for the staffs of Big Kitchen Nigeria and the staff of major distributors. The questions were prepared in such a way as to gather the required information for the study. During the interviews, appointments were allowed to say as much as they knew about the subject matter of the questions without any undue influence on them.

QUESTIONNAIRE



Pursuant to the goal set to be achieved through this study, the researcher also employed the use of questionnaire design. It was limited to the staffs of Big Kitchen Nigeria in order to obtain their response. This formed a valuable source of data. While preparing the set of questions, attempts were made to keep the main goals of this study in focus in order to avoid undue digression.

Desk Research


In addition to the personal interviews held with the officials of Big Kitchen Nigeria, PH and the used information from their hand books, journals publications and magazines, as well as consulting other sources, like textbooks which were used as supplement to the information already obtained from other data gathering techniques (personal interview and questionnaire employed).

3.6
VALIDATION OF THE INSTRUMENT


The instrument was face to face and content validation by two experts (lecturers) in the department of marketing. The experts critically examined the items in the questionnaire and made necessary corrections. Based on their review, the final questionnaire was formulated.

3.7
DISTRIBUTIONS AND RETRIEVAL OF THE INSTRUMENT


Three hundred and six (306) questionnaire were prepared and distributed to the respondents personally by the researcher. Two weeks later, the researcher went back returned three hundred (300) questionnaires, sex (6) copies were not returned due to one logistic problem or the other.

3.8
METHOD OF DATA ANALYSIS


This research study adopted the simple percentage method of data analysis and chi-square method since the research is deceptive in nature and this will make way for easy understanding of the analysis made.

Thus:



Number of Response X 100



 Population 

1

X2
=
Chi-square

Σ
=
Summation 

EF
=
Expected frequency 

OF
=
Observation frequency 

CHAPTER FOUR 

DATA PRESENTATION AND ANALYSIS

BRIEF INTRODUCTION OF THE CHAPTER 

The purpose of this chapter is to present and analyze the data collected. This presentation and analysis of data were based on the respondent gathered from staff and customers of Big Kitchen Nigeria, Port Harcourt who formed the respondents through the questionnaire administered.

4.1
PRESENTATION AND INTERPRETATION OF DATA ACCORDING TO RESEARCH QUESTIONS AND HYPOTHESIS 

The collected data was tested for completeness and consistency. In areas where tabulation are needed, they were done while percentages were extracted. The hypothesis was tested with other relevant findings in the study.

Table 1:

Age of the Respondents

	Age
	Customers
	Staff
	Total 
	% of Resp.

	0 – 15
	-
	-
	-
	-

	16 – 30
	80
	50
	130
	43.3

	31 – 45
	50
	50
	100
	33.3

	46 – 16
	50
	20
	70
	23.4

	Total
	180
	120
	300
	100


Source: Research Survey, 2019.

From the above table, it can be seen that out of the respondents who completed their questionnaires all disclosed their age. Those under the age of 16 and 30 people, 100 (33.3%) were 31 and 45 years of age, while 70 (23.4%) were under 61 of older.

Table 2

	Sex 
	Customers
	Staff
	Total 
	% of Resp.

	Male
	170
	100
	270
	90

	Female 
	18
	12
	30
	10

	Total
	188
	112
	300
	100


Source: Research Survey, 2019.

From the above table, it is indicated that the male respondents are 270 in number with the percentage of 90 while that of female were 30 in number which was represented by 10%, therefore it can be seen that the number of female is far greater than the number of male that responded to the question.

Table 3

	Education 
	Customers
	Staff
	Total 
	% of Resp.

	Higher Education
	45
	30
	75
	25

	Primary Education
	20
	5
	25
	8.3

	Secondary Education 
	50
	70
	120
	40

	Non-formal Education 
	50
	30
	80
	26.7

	Total
	165
	135
	300
	100


Source: Research Survey, 2019.

From the above table, out of 300 respondents who disclosed their education qualifications, 75 were under higher education, 120 under secondary education, 25 under primary education, and 80 (26.7%) respondents with non-formal education.

Question One

Do consumers likely prefer Big Kitchen Nigeria to other brands of Big Kitchen Nigeria?

	Response
	Customers
	Staff
	Total 
	% of Resp.

	Yes
	150
	100
	250
	83.3

	No
	25
	25
	50
	16.7

	Total
	175
	125
	300
	100


Source: Research Survey, 2019.

A total of 83.3% of the respondents agreed that consumers prefer Big Kitchen burger to other Big Kitchen burgers and 16.7% of the respondents disagreed with the above option.

Question Two

Did the advertisement increase the consumers demand for Big Kitchen Nigeria?

Table 7

	Sex 
	Customers
	Staff
	Total 
	% of Resp.

	No
	10
	-
	10
	3.3

	Yes
	200
	90
	290
	96.7

	Total
	210
	90 
	300
	100


 Source: Research Survey, 2019.

A total of 3.3% respondent agreed that advertisement do not increase the consumer demand for Big Kitchen burger while 96.7% respondent positively to that.

Questions Three

Has Big Kitchen Nigeria been able to maintain its hold on the end of the advertisement or sale campaign programmes?

Table 8

	Sex 
	Customers
	Staff
	Total 
	% of Resp.

	Yes 
	110
	80
	190
	63.3

	No
	90
	20
	110
	36.7

	Undecided 
	-
	-
	-
	-

	Total
	185
	115
	300
	100


 Source: Research Survey, 2019.

From the above table, it is seen that 190 respondent representing 63.3% agreed that able to maintain its hold on the market through advertisement in sale campaign programmes 110 respondent representing 36.7% disagreed and undecided option is zero.

TEST OF HYPOTHESIS

As stated earlier in the last chapter that the researcher presented the data collected in tables and percentages, worked out to reflect the proportion of the responses. In this section therefore the researcher clearly showed how the chi-square was used to statistically text the hypothesis. It is however from the hypothesis tested that decision will be drawn as to whether to accept or reject the premise earlier made in chapter one. The formula is



X²
=
Fo – Fe




 Fe 

Where:



X²
=
Calculated Chi-square



Fo
=
Observed frequency



Fe
=
expected frequency 

HYPOTHESIS ONE 

Hi:
Consumers likely prefer Big Kitchen burger to other brand of Big Kitchen Restaurant.

Ho:
Consumers are not likely prefer Big Kitchen burger to other brand of Big Kitchen Restaurant.

This hypothesis was analyzed using question one (1) of the questionnaire.

QUESTION 
Do consumer likely to prefer Big Kitchen burger to other brand of Big Kitchen Restaurant?

Table 9

	Sex 
	Customers
	Staff
	Total 
	% of Resp.

	Yes 
	150
	125
	275
	91.67

	No
	25
	-
	25
	8.33

	Total
	175
	125
	300
	100


Source: Research Survey, 2019.


To determine the Expected frequency 

Formular

=
Total1 x Total2




 Grand Total 

For cell (150)
=
275 x 175
=
160.4





 300

For cell (125)
=
275 x 125
=
114.6





 300

 For cell (25)
=
25 x 175
=
14.6





 300

For cell (150)
=
25 x 125
=
10.4





 300

Table 10

Contingency Table 

	Response 
	No of Respondents
	Total

	
	Consumers
	Staff
	

	Yes
	150

(160.9)
	125

(114.6)
	275

	No 
	25

14.6
	_

10.4
	25

	Total
	175 
	125
	300


Source: Research Survey, 2019

Table 11

Chi-square Table 

	Fo(X2)
	Fe
	Fo – Fe
	(Fo - Fe)2
	(Fo - Fe)2

	150
	160.4
	-10.4
	-108.16
	0.67

	125
	114.6
	10.4
	108.16
	0.94

	25
	14.6
	10.4
	108.16
	7.41

	0
	10.4
	-10.4
	-108.16
	10.4

	
	
	
	
	19.42



In the above table, the degree of freedom is formular

=
(R - 1) (C - 1)

Where 
R
=
No of Rows



C
=
No of Columns 



I
=
Constant

=
(R - 1)
(C - 1)

=
(2 - 1)
(2 - 1)

=
1 x 1

=
1

Looking at the table values of chi-square (X2), we find the value of 0.05 under 1. This gives a value of 3.84. This is the critical value of boundary of acceptance and rejection.

Decision Rule:

If the calculate value of X2 is less than the critical or table value, accept the null (Ho) hypothesis, otherwise reject it and accept the alternative (Hi) hypothesis. Since our calculated value of X2 (19.42) is greater than the value 3.84 it is then means that we should reject the null hypothesis and accept the alternative and therefore concluded that consumers likely prefer Big Kitchen Nigeria to other brands of Big Kitchen Restaurant.

Hypothesis Two
Hi:
Big Kitchen Nigeria has been able to maintain its hold on the market at the end of the advertisement or sale, campaign programmes.

Ho:
Big Kitchen Nigeria has not been able to maintain the hold on the market at the end of the advertisement or sale, campaign programmes.

This hypothesis was analyzed using question four (4) of the questionnaire.

Question 

Does Big Kitchen burger been able to maintain its hold on the market at the end of the advertisement on sale campaign programmes

Table 12

	Sex 
	Customers
	Staff
	Total 
	% of Resp.

	Yes 
	110
	80
	190
	63.3

	No
	90
	20
	110
	36.7

	Undecided 
	-
	-
	-
	-

	Total
	200
	100
	300
	100


Source: research survey, 2019 

To determine the Expected frequency 

Formula = Total x total

 Grand Total

For cell (110) = 200 x 190 = 126.7

 300 

 For cell (80) = 100 x 190 = 63.3

 300 

For cell (20) = 100 x 110 = 36.7

 300 

For cell (-) = 200 x 0 = 0

 300 

For cell (-) = 100 - 0 = 0

 300

Table 13 

	Sex 
	No of Respondents
	Total 

	
	Customers
	Staff
	

	Yes 
	110

(126.7)
	80

(63.3)
	190

	No
	90

(73.3)
	20

(136.7)
	110

	Undecided 
	-
	-
	-

	Total
	175
	125
	300


Source: Research survey, 2019

Table 14

Chi-square Table

	Fo(X2)
	Fe
	Fo – Fe
	(Fo - Fe)2
	(Fo - Fe)2

	110
	126.7
	16.7
	278.89
	2.2

	80
	63.3
	16.7
	278.89
	2.9

	90
	73.3
	16.7
	278.89
	3.1

	20
	36.7
	-16.7
	278.89
	7.6

	-
	-
	-
	-
	-

	-
	-
	-
	-
	-

	
	
	
	
	15.8


In the above table degree of freedom is 

Formular = (R-1) (c-1)

Where R = No of rows

 C = No of columns

 I = Constant

 = (R-1) (C-1)

 = (3-1)(2-1)

 = 2x1

 = 2

Looking at the table values of chi-square (x2), we find the value of 0.05 under 2. This gives a value of 5.99. This is the critical value of boundary of acceptance and rejection.

Decision Rule:

If the calculated value of X2 less than critical or table value, accept the alternative (Hi) hypothesis.

Since our calculated value x2 (15. 8) is greater than the 5.99, it is then means that we should reject the null hypothesis and accept the alternative and therefore concluded that Big Kitchen burger has been able to maintain its hold on the market at the end of the advertisement or sale campaign programmes.

FINDINGS 

This study has identified the impact of advertisement on consumer preference, using Big Kitchen Nigeria as a case study, the management of Big Kitchen has come to request the relevant of the advertisement to enable them maintain their position in the competitive market focusing their consumers in the mind so that they could place them high in the scale of preference. 

Therefore, the following finding, were made on the above analysis:

On the question one of the analysis, it is deduced that consumers are prefers Big Kitchen burger to other brands of Big Kitchen Restaurant, this is represented by the majority of the representing 83.3% of the respondents agreed that the Nigeria Mineral water industries Limited, of Big Kitchen burger has embarked on a various forms of advert.

In the third question, a total of 3.3% respondent disagree by saying that advertisement do not increase the consumers demand for Big Kitchen burger while 96.7% respondent positively that advertisement increase the consumers demand for Big Kitchen burger. Finally, it is also witnessed that Big Kitchen burger has been able end of the advertisement or sale campaign programs.

DISCUSSION OF FINDINGS.

As stated earlier in the last chapter that the researcher presented the data collected in tables and percentage worked out to reflect the proportion of the responses. It is however from the hypothesis tested that decision will be drawn as the whether to accept or reject the premise earlier made in chapter one. 

 Therefore discussion of whether the consumers likely to prefer Big Kitchen burger to other brands of Big Kitchen Restaurant was found out that since our calculated value of x2 (19.42) is greater than the table value 3.84 it is then means that we should reject

The null hypothesis and accept the alternative and therefore concluded that consumers likely prefer Big Kitchen burger to other brand of Big Kitchen Restaurant.

Furthermore the question of whether Big Kitchen burger has been able to maintain its hold on the market at the end of the advertisement or sale campaign programmes was discussed that since our calculated value of X2 (15.8) is greater than the table value 5.99, it is then means that we should reject the null hypothesis and accept the alternative and therefore concluded that Big Kitchen burger has been able to maintain its hold on the market at the end of the advertisement, or sale, campaign programmes.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

SUMMARY OF FINDINGS:

This study was carried out in order to ascertain the impact of advertising on the consumers’ preference using Big Kitchen Nigeria, Port-Harcourt as a case study.

In the course of the research, questionnaires were used to gather the needed data. During the study, it was discovered that majority of the respondents still remembered some prominent Big Kitchen burger advertisements slogan from both radio and television. This then disproves the saying that consumers do not remember an advertised products long after. Advertisement has no long term effect on the majority of consumers who tend to return to their products preference after sales campaign. This was attributed to the fact that new product has work not satisfied the table of the consumers or that they have not found a strong reason to abandon their old brand to new ones. Consumers often respond to advertisements in order to find out if the claims of the advertisers of such products are true or not. Where they are true, consumers often find reason to stick to new products but can easily go back to their brands where the claims are false.

It therefore becomes imperative to state here that much as advertisers aim at attracting new customers and increasing sales, such claims and advertising messages should not be deceptive.

Various advertising strategies should be carefully employed for optimum effectiveness. Such strategies should go with the right media selection in order to make the message pervasive and achieve the desired results.

CONCLUSION

Advertising has proved very effective in creating awareness for an unknown product. It is a means of attracting attention consumers to a relatively unknown product or service. It is worthwhile therefore to recommend the use of different advertising strategies like sales promotion, sales campaign media advertising and point of purchase displays on a continues basis, there is the need to study the behaviour and belief of a people before directing any advertising efforts to them. This is because as revealed by this research an advertisement effort can be a colossal waste if it does not take cognizance of people’s belief system. Advertising plays special role in communication between manufactures and consumers. It helps the manufacturer to know his customers and persuade the consumers to buy the products. It is therefore necessary for manufacturers to increase their advertising budget in order to accommodate the huge expenses on sales promotion, which demands extra cost to achieve its aim. There is need for proper coordination of all sales efforts. Sales promotion, sales campaign and media advertisements should be well coordinated for maximum effectiveness. This is because no promotional method can work in isolation. The use of sales promotional tool should be encouraged and matched with good public relations strategy and well co-ordinated personal selling activities. One of the contributing factors to consumer’s patronage of any promoted product is good quality. It will be a waste of resources for a manufacturer to engage in sales promotion for inferior goods with the aim of attracting and sustaining customer’s patronage. Any advertised product must possess an acceptable quality that will stand the test of time. 

RECOMMENDATION

As a result of the tremendous benefit, the researcher is obliged to make the following recommendations which is based on the findings of the research with emphasis on the problem identified. In view of the best method of informing educating and persuading people is through advertising and sales promotion. Although, other advertising strategies are not bad but these two offers an option audience through the use of radio, handbill, magazine, outdoor display e.t.c. All these will enable the company to promote immediate short run sales increase. The researcher is also recommending that existing or new product should be advertised effectively bearing in mind the needs and wants of the consumers thereby involving in aggressive campaign in order to attract competitors customers and non user of the product through free gift e.t.c. It is also possible to recommend the maintenance of present package and consistent in it as the consumers get satisfaction from the package of Big Kitchen burger because the content of current Big Kitchen burger is germ free and cork is well designed with unique mark identifying their brand. The researcher was optimistic that if Big Kitchen Restaurant can improve the product package, the attractiveness of the package, will go along way in persuading consumer to patronize them in terms of using their product.
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APPENDIX A

APPENDIX B

Please tick (√) in the blank box where necessary and also full blanket spaces as appropriate 

SECTION A

First Name of the respondents…………………………………………

Status

Customer

(  )

Staff


(  )

Management
(  )

Age of the respondents

a.
0 – 15

(  )

b.
16 – 30 

(  )

c.
31 – 45

(  )

d.
46 – 61

(  )

Sex of the respondents

a.
Male


(  )

b.
Female

(  )

Educational question of respondents

a.
Higher Education

(  )

b.
Secondary Education
(  )

c.
Primary education
(  )

d.
Non-formal Education
(  )

SECTION B

Do consumers likely to prefer Big Kitchen burger to other brand of Big Kitchen Restaurant?

a.
Yes

(  )

b.
No

( )

Has Big Kitchen burger embarked on any form of advert? 

a.
Yes

(  )

b.
No

(  )

Did the advertisement increase the consumers demand for Big Kitchen burger?

a.
Yes

(  )

b.
No

(  )

Does Big Kitchen burger been able to maintain it’s hold on the market at the end of the advertisement or sale campaign programmes?

a.
Yes

(  )

b.
No

(  )

1

