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ABSTRACT
This topic is a study on the Impact of Advertising on Business Profitability (A case study of PZ Plc Lokoja Branch). It is aimed at highlighting the strategies for increasing profits of the business through advertising. Primary data for this study was obtained through the use of questionnaire and was tested using the chi-square test statistic test. The work was summarized followed by find which related the firms can increase the level of patronage of their product through activities poor response finance and time were some of the construction the researcher faced in the conduct of the research. However, this work has shown that advertising is a tool for increasing patronage.

CHAPTER ONE

INTRODUCTION

1.1
BACKGROUND OF THE STUDY

Advertising over the years has been an issue of discourse proponent of the dividends of advertising are of the view that advertising still remains the only motivational tool that function as other. However, oppose of this discourse argue that advertising has no justification relative to its cost implication and the time and effort pt to it. In view of the above, the relevance and importance of advertising outweigh that argument put in place by those who oppose to it abounds for the reason why firms cannot discard this pivot of organization communication and promotion. This research work comes in time to relay the important analysis and evaluate the use of advertising by modern firm irrespective of the opinions of opposition it goes to analysis how advertising unlike other promotion tool could adopt and create to change in environment factors using these charges as an opportunity hence, resulting to an unending and justifiable decision upon it.
Historical Background Of Pz Nigeria Plc
Perterson Zochanic (PZ) Nigeria Plc is one of the longest surviving manufacture in Nigeria, the company engages in the manufacturing and marketing of product in Nigeria on December 4th 1948 as PB Nicholas and Company Limited, the first branch was established at Caliber and by 1912, the Nigeria branch was opened at Ibadan, Oshogbo, Ilorin, Kano and Lokoja at present the company in the federation in compliance with the Nigeria enterprise promotion decree of 1372 40% of the companies equity capital was sold to Nigeria citizens and institution this percentage was increase to 605 in 1978.
Spread over 40,000 individuals and institutions, Nigeria shareholders. The balance of 405 is currently held by Peterson Zochinics to 60% in 1978 merchandize and specializing in children ware and toys finishing fabrics and electrical appliances.
The Deport Service Department
Offers warehousing and delivery to local manufacturers this enabling them to maintain better stocks at all major centres of supply to their distributors. Of recent, the company has ventured into the mass production of cosmetics pharmaceutical and personal product e.g. toiletries and provisions, the company is fully committed to background integration and self sufficiency and has made local sourcing and development of raw materials.
The Technical Department
Specializes, through its branches and stores of approved dealers throughout the country. In the sales and servicing of a wide range of technical products including refrigerators (LEC, Thermacool and INDES II), Sewing machines, (NECHI and SPART) and water heater.
1.2 STATEMENT OF THE PROBLEM
In recent time are rather interested and focus on other communication and promotion tool than advertising sale promotion and publicity are been embraced by firms even industrial producers who used advert to aid personal selling one beginning to view advertising as a tool for second chance.
This perception most often not across form the cost implication of advertising relative to its long term results in most cases sale promotion, publicity and personal selling, they agreed give customers and immediate appeal incentives to buy on the other hand advertising form its objective (remaining enforcing persuasive and information. This research goes to view the inseparable union between advertising and other communication tools to establish the benefits accruing from advertising so as to have a re-think of this myopic judgement.
1.3 OBJECTIVES OF THE STUDY
Advertising even as cost effective as it may seem its advantages and success strives on the reports of firms cannot be over emphasized. Firms in recent times have related most of these success stories to the dividends of advertising.
This research seeks to evaluate and analyze the reasons and background of this remarkable success. Paramount it seek to establish reason upon facts why advertising should be embraced by firms who wish to join in those stories.
The objectives of this research work focus upon establishing the different objectives of advertising at each stage of a firm product.
Establishing the short run and long run effect of advertising to its relatives and distinct objectives covering firms undutiful reason to include advertising budget and campaign in their strategies plans. Bringing to lime-light in the perception of customer on advertising.
1.4 STATEMENT OF HYPOTHESIS
Ho: Firm cannot increase her level of customer patronage through advertising.
Hi: Firm can increase her level of customer patronage through advertisin.
1.5 SIGNIFICANT OF THE STUDY
The results and finding of this research work is geared towards putting advertising at the highest rank among communication tools. However, this study is to create and bring to light the great effect of advertising on customers and its subsequent function in firms growth.
It goes to relate the relationships and role of advertisin plays in line with other tools. Thus, this study brings to lime light uncompromising effect and positions of advertising to firms who must survival in a competitive market of changing environment factors.
 1.6 SCOPE OF THE STUDY
Business enterprises like PZ company are found in major part of the country therefore, it is difficult to carry PZ companies in the country at large. However, to ensure a more comprehensive and detailed research of the subject, it is necessary to focus the research study on a single company that is PZ Nigeria Plc at the end of this study on a single company that is PZ Nigeria Plc at the end of this study the entire company and other related organization will be able to know the view of the customers as related to the subject matter and adopt the necessary suggestion.
1.7 LIMITATIONS OF THE STUDY
In the process of carrying out the important academic assignment, a lot of problems and limitations were encountered. Some are lack of time, financial constraints communication barrier etc.
1.8 DEFINITION OF KEY TERMS
Advertising: It is any form of personal paid and promotion of goods and services by identified sponsors. Advertising is a stream of a firm, it is propelling power of business. Advertising is also the tonic which makes business blossom for virtually nothing except mint earn makes money without money and public relation.
Communication: Marketing communication are the means by which firms attempt and brand they sell in a sense marketing communication represent the ‘’role’’ of the company and it brands and are a means by which it can establish a dialogue and build relationship with consumer.
Promotion: Sales promotion a key ingredient in marketing campaigns consist of a collection of incentive tools, mostly, short term, designed to stimulate quicker or greater purchase of particular product or services by consumer or the trade.
Publicity: Publicity is information about new items or product and services newly product of its sponsor, the product must be commercially significant
Customer: This is a regular of a product brand firm or an organization.
Consumer: This is an individual group organization that enjoys the utility in the product.

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 in three sub-headings:

Conceptual Framework

Theoretical Framework

2.1
CONCEPTUAL FRAMEWORK

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).

PERSUASIVE ADVERTISING 

The primary aim of advertiser is to reach prospective customers and influence their awareness, attitudes and buying behaviour (Kumar and Raju, 2013). Persuasive Advertising is aimed at creating liking, preference, conviction, and purchase of a product. Some  persuasive advertising uses comparative advertising which makes an explicit comparison of  the attributes of two or more products (Kotler & Keller, 2013). The ultimate aim of  persuasive advertising is to convince or persuade the customer to think favourably about the  company or to buy it products (Agbonifoh et al, 2007). Companies spend lots of money to keep customers interested in their products. They also  need to understand what makes potential customers behave the way they do and to use the advertising tool to bring to the customers’ awareness the efforts put in place by the  organization in meeting the expectations of the customers. Most organizations believe that  this may have the potential to contribute to brand choice among customers. In addition, one  of the major roles of advertising is to impact on consumers buying behaviour (Okunna,  2002).

Most organization are now involved in the study of consumer behaviour because it tend to explain why consumers act in particular ways under certain circumstances and tries to determine the factors  that influence consumer behaviour especially the economic, social and psychological aspects  (Okunna, 2002; Ojenike, 2012; Sanusi, Ajilore & Oloyede, 2014). The essence of the study of  consumer behaviour by organisations is to enable them put in place strategies that will influence  consumer buying decision and of all the marketing tools and persuasive advertising is known for its long lasting impact on consumers’ mind, as its exposure is much broader (Abideen and  Saleem, 2013). The success of any product depends on its level of acceptance in the market.  This is the reason many organizations employ different effective marketing tools especially  advertising to enhance product acceptance.  Persuasive advertising therefore, provides a means for fighting competition by demonstrating 

the products strengths and superiority over others with the hope of improving company’s  patronage and market share.

REMINDER ADVERTISING

In order to maintain brand patronage and loyalty, companies adopt reminder advertising strategy aimed at stimulating repeat purchase of products. This is achieved by not only frequently advertising but also by using as many mass media as possible to reach its customers.Reminder advertising is not only aimed at stimulating repeated purchase by frequently reminding customer about the company or product but also re-assuring or convincing current purchasers of the company’s product that they made a right choice (Kotler & Keller, 2013). The perception of customer about a product is changed or strengthened frequently depending on the consistency of those associations that are related to the product in customer’s mind, this is achieved using reminder advertising (Okunna, 2002). The product cognition by customer to a large extent

influence consideration, evaluation and finally purchases by customer.

ADVERTISING EFFECTIVENESS

Rimoldi (2008) explained the advertising effectiveness as a function of the consumer's adverts  liking which in turn affects purchase behaviour. Advertising effectiveness is one of the critical factors to analyse the purchase intention. Calder and Malthouse (2007) established that  advertising effectiveness is positively affected by consumers' engagement with media.  However, Advertising effectiveness itself depends on many factors like choice of media and  consumers’ involvement with media. This involvement includes the media and attitude towards  the ad which significantly affects the advertising effectiveness (Mehta 2000). Further on it was  found that advertisement content and quality along with the media used for advertisements  affects effectiveness( Nysveen & Breivik (2005). Media platform such as TV advertisements  effects more to rural teenagers as compared to urban teenagers (Bishnoi and Sharma,2009). The internet ads effectiveness can be analyzed easily (Madhavi & Rajakumar, 2000) and it is  less effective due to more control of users over it as compared to print advertisements (Mehta,  2000). Numberger & Schwaiger, 2003 suggested that advertising effectiveness is optimum  when internet and print media are used together. However, Bendixen 1993; Siegel and ZiffLevine 1990 poised that apart from advertisements effectiveness, awareness and intention also  affect purchase decisions.

TYPES OF ADVERTISING 

Virtually any medium can be used for advertising. Commercial advertising media can include wall paintings, billboards, street furniture components, printed flyers and rack cards, radio, cinema and television adverts, web banners, mobile telephone screens, shopping carts, web popups, skywriting, bus stop benches, human billboards, magazines, newspapers, town criers, sides of buses, banners attached to or sides of airplanes ("logojets"), in-flight advertisements on seatback tray tables or overhead storage bins, taxicab doors, roof mounts and passenger screens, musical stage shows, subway platforms and trains, elastic bands on disposable diapers, doors of bathroom stalls, stickers on apples in supermarkets, shopping cart handles (advertising), the opening section of streaming audio and video, posters, and the backs of event tickets and supermarket receipts (Solomon et al., 2006). Any place an "identified" sponsor pays to deliver their message through a medium is advertising Advertisers are critical to the success of commercial media because they provide the primary revenue stream that keeps most of them viable. Broadcasters, trade magazine publishers, and newspaper publishers exhibit the highest levels of dependence on advertising income among media firms. Advertisers, however, do not provide these financial resources in order to make media possible; they do so in order to pursue their own interest and purposes (Gustafsson, 2006: p. 20). 

DIGITAL ADVERTISING 

Television advertising / Music in advertising 

With rapid growth of information technology and electronic media, television has topped the list among the media of advertising. TV has the most effective impact as it appeals to both eye and the ear. Certain forms of advertising such as TV advertising typically require a large budget (Kotler, P, 2002). 

Radio advertising 

All of us are aware about a radio and must have heard advertisements for various products in it. It is rare for a company to shift all of its marketing allocation into promotions, however, because a radio advertisement, for example, may be needed to inform the consumer of the promotion (Donald, 2002). 

Online Advertising 

Online advertising is a form of promotion that uses the Internet and World Wide Web for the expressed purpose of delivering marketing messages to attract customers. With traditional advertising, you pay for space on the printed newspaper or magazine page or you pay for time on radio or television airwaves. With online advertising, you pay for space on a web page (Miller, 2011). Consumers largely use email to contact customer service on pre- and post-sale bases. Although these email addresses can be captured for the purpose of outbound email marketing with the customer’s consent (in other words, opt-in), the outbound service reply should include a reminder in the footer that promotes email registration for marketing messages and/or newsletters (Mullen & David, 2009). With online Advertising, the marketing aspect is made a lot easier when the Internet arena is thrown into the picture. In this sense, all the things referred to the ‘marketing’ facet of a business are done online. Advertising, branding, and selling of products and services are accomplished by using Internet as the medium (Mullen & David, 2009). It is a powerful communications medium that can act as a ‘corporate glue’ that integrates the different functional parts of the organization.
PHYSICAL ADVERTISING 

Press Advertising 

Press advertising describes advertising in a printed medium such as a newspaper, magazine, or trade journal. Newspapers are a good medium for targeting individuals at or near the purchase decision. Magazines, through their editorial features and pictures, forge relationships with their readers that often last over time. There are several types of magazines: consumer or business and vertical or horizontal. There are hundreds of consumer magazines targeting every demographic and psychographic segment (BENNETT, 2010). 

Mobile Billboard 

Advertising Mobile billboards are devices that expand on the concept of roadside billboards as a means of advertising various goods and services. Mobile billboard advertising involves the strategic use of moving vehicles to promote different products to a wider range of potential clients. Rather than relying on consumers to pass a stationary billboard posted along a highway, the mobile billboard ad is constantly moving over roadways and hopefully introducing the advertised products to consumers who may never have seen the ad otherwise (Tatum, 2011). 

Mobile billboards are generally vehicle mounted billboards or digital screens. These can be on dedicated vehicles built solely for carrying advertisements along routes preselected by clients, they can also be specially equipped cargo trucks or, in some cases, large banners strewn from planes. The billboards are often lighted; some being backlit, and others employing spotlights. Some billboard displays are static, while others change; for example, continuously or periodically rotating among a set of advertisements. Mobile displays are used for various situations in metropolitan areas throughout the world, including: Target advertising, one-day, and long-term campaigns, Conventions, Sporting events, Store openings and similar promotional events, and Big advertisements from smaller companies (Bennett, 2006). 

In-Store Advertising 

In-store advertising is any advertisement placed in a retail store. It includes placement of a product in visible locations in a store, such as at eye level, at the ends of aisles and near checkout counters, eye catching displays promoting a specific product, and advertisements in such places as shopping carts and in-store video displays. It also gives you a way to connect with consumers as they are making a final commitment to buy. Instore advertising is your last chance to shape shoppers’ thinking, a culmination of all the media messaging they may have received about your product. 

In-store advertising can be harder than it looks. Displays with funny names like end caps and power stands are often placed in the wrong aisle--or worse, sit in the storeroom gathering dust (Chafkin, 2011). 

Coffee cup advertising 

Coffee cup advertising is the next generation of advertising media and is one of the strongest mediums in which to deliver a message as thousands of people every day purchase it. Coffee cup advertising is any advertisement placed upon a coffee cup that is distributed out of an office, café, or drive-through coffee shop. This form of advertising was first popularized in Australia, and has begun growing in popularity in the United States, India, and parts of the Middle (McQuail, 2013). 

Outdoor (street) Advertising 

This type of advertising first came to prominence in the UK by Street Advertising Services to create outdoor advertising on street furniture and pavements. Working with products such as Reverse Graffiti and 3d pavement advertising, the media became an affordable and effective tool for getting brand messages out into public spaces. Outdoor advertising is as old as advertising itself, but new life is being breathed into the old medium. In fact, as digital, video and wireless technologies redefine the sector over the next few years, it will rank second only to Internet advertising in ad spending growth (McQuail, 2013).  

 Criticisms of Advertising
As beautiful as any advertising is, yet they are being criticized because of their intents. Also, despite the various functions performed by advertising in helping to make sales for companies, they are being attacked. Adewale (2004) posited that advertising has been criticized from the following areas: it may lead to impulse buy i.e. buying what you don‟t need; prices may increase because the cost of the advertising is built into the price. Another area which advertising has been criticized is that products may be embellished that it may mislead the consumers; it may corrupt the youths as in the case of alcohol and cigarette. Moreover, advertising may lead to rivalry or competition. Powerful companies may drive away poor ones and thus becoming a monopolist with its attendant problems. Some advertising media employed by some companies have limited coverage and so only those who have access to the media benefit from the product. Also because some producers enjoy very expensive advertising they enjoy patronage which they do not deserve and advertising may limit the choice of consumers and thus limiting the markets for producers and the effect is little or no profit.

According to Akanbi and Adeyeye (2011), advertising is criticized for being untruthful and deceptive, offensive and it is said to also exploit valuable groups. It is generally agreed that advertising exerts a powerful social influence and it is criticized for encouraging materialism in society. Advertising is blamed for manipulating consumers to buy things for which they have no real need, depicting stereotypes and controlling the media. Many people wonder whether advertising encourages materialism or merely reflects values and attitudes that develop as a consequence of more important sociological forces. Economists are critical of advertising because it creates a barrier to entry of smaller firms which have fewer resources and cannot match the power of large firm with huge advertising budgets. High cost may inhibit their entry and brands of large firms could benefit greatly from this barrier. This results in less competition and consequently higher prices (Bennett, 2006).

The criticisms notwithstanding advertising is known to be one of the most efficient ways of educating current and perspective consumers about a product or service and its inherent features. It is also believed- by many to be one effective medium of reaching out to a large number of target markets with fewer encumbrances. Most importantly, advertising is very essential to the survival of a company, especially in the 21st Century because it helps in the improvement of company sales revenue through increased product awareness.

Factors That Determine the Choice of Media
The selection of advertisement media is a primary concern to an advertising agency. This is due to its paramount importance towards successful, effective and meaningful response from its advertisement message (Shimp, 2002). It is not to say the right thing about the right thing but to the right people using the right choice of media. The factors that a business organisation must be considered before arriving at a logical decision about the choice of media are:

i. Cost: The cost of medium varies, while some are very costly, some are relatively cheap. This must be weighted with the financial resources made availaible for the advertisement to ensure compatibility.

ii. Product features: The nature of the product is very significant, some products are very complex, while others are simple. The unique features of a complex products must be explained while simple products are more or less of a mass market.

iii. Audience characteristics: This greatly influence the choice of not only message but also equally the mean of advertisement.

iv. Objective of advertisement: The reason of advertising a product or service must be uppermost when choosing a medium. This is because each of the media has its own objective, thus, for a round peg to be a round hole, there must be coincidence of objectives.

v. Message characteristics: The message that each medium can contain equally varies. Thus, for a better communication, the advertisement message must be in line with what the advertisement medium or media can obtain.

vi. Location, Demography, Religion: All these will determine the kind of advertisement message that could be distributed. However, advertising research is key to determining the success of an advert in any country or region. The ability to identify which demerits and or moments of an advert that contributes to its success is how economies of scale are maximized. Although the message is vital to advertising success, an equally important factor is the medium through which it is presented (Andre, 2004). 

Business -to-business media are selected by target audience – the particular purchased decision participants to be reached. Generally, the first decision is whether to use trade publications, direct mail, or both. Selection of a particular media also involves budgetary considerations: where Naira best spent to generate the customer contact desired. The media planner has to know the capacity of the major media types to deliver reach, frequency and impact.

Profitability 

Profitability is defined as either accounting profits or economic profits. Accounting profits means net income, while economic profits, means net worth. Profitability is the primary goal of all business ventures. Without profitability the business will not survive in the long run. So measuring current and past profitability and projecting future profitability is very important. Profitability is measured with income and expenses. Income is money generated from the activities of the business. For example, if crops and livestock are produced and sold, income is generated. However, money coming into the business from activities like borrowing money does not create income. This is simply a cash transaction between the business and the lender to generate cash for operating the business or buying assets. Profitability is measured with an “income statement”. This is essentially a listing of income and expenses during a period of time (usually a year) for the entire business. An income statement is traditionally used to measure profitability of the business for the past accounting period. However, a “pro forma income statement” measures projected profitability of the business for the upcoming accounting period. A budget may be used when you want to project profitability for a particular project or a portion of a business. 

Whether you are recording profitability for the past period or projecting profitability for the coming period, measuring profitability is the most important measure of the success of the business. A business that is not profitable cannot survive. Conversely, a business that is highly profitable has the ability to reward its owners with a large return on their investment. Increasing profitability is one of the most important tasks of the business managers. Managers constantly look for ways to change the business to improve profitability. 

Relationship Between Advertising, Sales And Profit:

With companies investing millions of naira or dollars in marketing communication including advertising, it is but natural to examine its impact on the bottom line of the firm. With markets becoming powerful, practitioners and researchers have turned their attention towards examining the impact of communication activities like advertising on firm valuations. Moreover, interest is rising in quantifying the impact of marketing activities on firm’s profitability and value providing the framework for linkages between marketing, finance and strategy. This study focuses on studying these relationships by seeking to measure the impact of advertisement spending by a firm on the firm’s sales and profitability. In today’s competitive era one is constantly bombarded with advertisements. Empirical studies show that advertisements have an influence on the purchase behavior of consumers. Consumers purchase decision is also influenced by the “value” they feel they would derive from purchasing that particular product or service. Consumers expect a return on investment (price Vis a Vis value). In other words, consumers expect value for each kobo they spend. At the other end of the spectrum the marketers expect a return on the investment they make on advertising. This is natural given the fact that promotion activities do cost the firms a lot. The return may be in the form of increased profitability and an increase in firm’s turnover. Every year companies invest millions of naira or dollars in marketing communication. A bulk of this obviously goes into advertising expenditure. Naturally, marketers expect a return on investment (ROI) on this. Their expectation stems from the likely impact, marketing investments have on the market performance and thus the profitability of the firm. Raymond (1970) argues that the effectiveness of advertising conveys different meanings to different meanings to different groups. To a manager, it would obviously mean the impact the advertising strategy has on the firm’s profitability. With marketing communication used for creating awareness and building a long lasting relationship, many studies have focused on copy and media effects and awareness building about the product. A metrics have been developed to assess and measure consumer awareness and loyalty. Besides many studies use the AIDA or its adaptations that has been around from the early 20th century (Strong 1925). Few research studies concentrate on measuring the sales and profit effects (Gattigon 1993, Montrala 2002; Naik et al 2007). A cursory glance at this suggests that these effects have been studied on the US consumers and markets. It therefore is imperative to study the impact of spending on advertisements on the sales and profitability of the firm.
2.2
THEORETICAL FRAMEWORK

Social Responsibility Theory

Asemah (2011) observes that this theory has a wide range of applications since it covers several kinds of private print and public corporations of broadcasting, which are answerable through various kinds of democratic procedures to the society. According to Okenwa (2002). the theory focuses on the consequences of the media and the attendant activities on the society, and places demands of responsibility on the operators without undermining the importance of freedom. In the same vein, Okon (2013) notes that" mainstream Journalism, in line with international best practices, requires diligent investigation and non-evasive advocacy geared towards accuracy, objectivity and social constructionism'Xp-122). It is not in doubt that the mass media owe the society some responsibilities in packaging of contents for as noted by Schramm (1979) cited by Asemah (2013), such responsibilities include; 

1) The media as watchmen, 

2) The mass media widen horizon, 

3) The media raise aspirations, 

4) The media can focus attention (agenda setting), 

5) Can create a climate for development, 

6) Partake in the decision process and, 

7) The media touch all facets of human existence. In corroboration, Okon (2014) posits within the context of social responsibility that" where information is power, the availability of information and accessibility to media content becomes a necessary parameter for development" (p.64). The Social Responsibility theory was therefore adopted because it stresses the importance of being socially responsible to the society generally, by adhering to extant ethical advertising practices even with the temptation of surviving in contemporary free market and competitive economy in Nigeria. This theory is very appropriate for this work because it explains the role of the mass media to further public interest even in the midst of generating revenue through ethical advertising practices as a way of sustaining the mass media.
The Dynamic and Monopoly Theory of Profitability 
Until recently, firms managers were solely expected to maximize the firms‟ wealth. If that is the case, managers are now expected to take decisions that take account of the interests of the firms in term of profits. Measuring profitability is the most important measure of the success of the business. Therefore, managers must do their best to ensure that their firms are operating at marginal level of certainty of returns to warrant profitability for the firm. Theories have been formulated over the years to explain the variable of profitability. Few of such theories to mention are dynamic theory of profit, compensation theory of profit, monopoly theory of profit, uncertainty theory of profitability, risk taking theory of profit and innovative theory of profit. The compensation theory of profitability is further divided into compensation or reward for uncertainty bearing and reward for risk bearing. This paper focus on explaining the concept of dynamic theory of profit and Monopoly theory of Profit based on its relevance to the study at hand. 

Dynamic Theory Of Profit

The theory of dynamism is associated with the scholar J. B. Clark, who  stated that there can be no profit in a static world where size and composition of the population, the number and variety of  human tastes and desire, techniques of production, technical knowledge commercial organization etc. remain constant. In a world like according to him everything is known and knowable and can be accurately foreseen, there is certainty and no uncertainty, no risk and hence no profit. Cost of good and services and the selling price of goods and services in a static world are always equal and there can be no profit beyond wages for the routine work of supervision. However, the world we leave in now is non stationary or static, it keeps changing due to internal and external factors which affect it. A clever entrepreneur will often foresee these changes and become a pioneer who takes advantages of these changes. He is the first to foresee the changes and take risk into the unknown future. 

The changing and dynamic world offers an opportunity to the far sighted daring and clever entrepreneur to make profit by turning the fact of the dynamic situation in there own favour. This is possible because the businesses worlds in which they operate is dynamic and make it possible for them to keep the lead and make the profit. In a static state profit will disappears and entrepreneurs will only earn wages of management not necessary the t profit. Buttressing the perspective of J. B. Clark on the dynamism of Profit, Don (2009) propounded that the dynamic theory of profit is the residue; the difference between price and cost, due to the reductions in the cost effected by changes in the economy such as population increase (this reduces wages), increased capital supply (this reduces the interest rate charged and hence the cost of capital comes down), and technological improvements (reduces the costs). This theory treats profits as a residue in price after deducting costs.

Monopoly Theory of Profitability 

The monopoly theory of profit is based on the believed that the output is control by monopolist to the extent that price of goods and services are not allowed to fall below cost of production of good and services. By restricting entry of new firms into the business by means of agreement and the use of a patent right and similar devices, monopolist are able to reap a monopolist or abnormal profit. But the most common monopoly profit lies in monopolistic competition or product differentiation which is the situation with business organization in Nigeria, especially the commercial banks. An element of monopoly profit can also be traced to the innovation theory of profit according to Schumpeter’s (1956) and the pioneering profit. Any business organization who  produce a new products or services and is able to discover new material or cheap process or a new market will always be able to make an extra gain until the rivals and competitor catch up or are able to match up to the new discovery. The ability of a monopolist to enjoy a monopoly power and make profit depends on ultimately on the restrictions they are able to impose on the entry of the new firms

Persuasion Knowledge Model

Unlike the theory of reasoned action and elaboration likelihood model, both of which originated in the field of social psychology, the persuasion knowledge model (Friestad & Wright, 1994) is uniquely marketing-focused. Although the model could likely be applied to persuasion in other contexts, to date its focus has been on the interaction between marketers and consumers (Shrum et. al. 2012). Because the model is relatively new and has had little exposure outside of the marketing literature, we begin with a more thorough description of the model compared to the previous ones we discussed, and then proceed to discuss recent tests of the model. The persuasion knowledge model was formally introduced in 1994 as the first model to explain how knowledge of marketers’ persuasion tactics affects consumers’ responses to such tactics (Friestad & Wright, 1994). The model asserts that over time, consumers develop knowledge of marketers’ persuasion tactics and, in doing so, become better able to adapt and respond to such attempts in order to achieve their own personal goals (for a review, see Campbell & Kirmani, 2008).

Friestad and Wright (1994) decompose the persuasion process into two primary elements: the target and the agent. The target refers to the intended recipient of the persuasion attempt (the consumer), whereas the agent represents whomever the target identifies as the creator of the persuasion attempt (the marketer). The persuasion attempt encompasses not only the message of the agent, which itself is influenced by the agent’s knowledge of the topic, target, and the effectiveness and applicability of different persuasion tactics, but also the target’s perception of the agent’s persuasion strategy.

The persuasion knowledge model presumes that consumers formulate coping strategies in order to decide how to respond to marketers’ persuasion attempts in a way that optimally aligns with their own goals. When creating such strategies, consumer targets are said to be motivated to utilize and allocate cognitive resources between three different knowledge structures: knowledge of persuasion, knowledge of the agent, and knowledge of the persuasion topic(s). A target’s knowledge of persuasion typically depends on three factors: experience, cognitive ability, and motivation. Experience and cognitive ability are straightforward; however, motivation can be influenced in a number of ways. It can be enhanced by factors such as unfamiliarity with the agent, similar persuasion behaviors having been observed in a different context, use of an uncharacteristic persuasion tactic, or belief that knowledge of the agent is outdated. It can also be deterred by factors such as difficulty in the identification of the agent, perceived leeway of a salesperson, or perceived irrelevance of the agent in the target’s personal, professional, and marketplace relationships.

Cultural differences may also play a role in motivation. For example, individuals in independent self-construal (e.g., Western) cultures may interpret persuasion attempts predominantly in terms of a personal attitude on the persuasion topic, whereas individuals in interdependent self construal cultures (e.g., Eastern) may interpret such attempts in terms of a personal attitude on the social relationship with the agent. Such different interpretations may lead to different persuasion responses. The interaction of the target’s coping behaviors and the agent’s persuasion attempt forms what Friestad and Wright (1994) refer to as the persuasion episode. The persuasion episode may include one encounter, such as a sales presentation, or multiple episodes, such as a series of television advertisements presented over time. Furthermore, consumers and marketers may switch roles, with the consumer becoming the agent and the marketer becoming the target when, for example, a consumer attempts to negotiate or bargain, or otherwise influence a firm’s selling tactics in any way. Regardless of who occupies which role, the model assumes that both agents and targets want to maximize the effectiveness of their persuasion production and persuasion coping behavior respectively.

The persuasion knowledge model also asserts that consumers utilize persuasion knowledge to evaluate marketers’ persuasion behavior on two primary dimensions: perceived effectiveness and perceived appropriateness. Consumer’s judge persuasion behavior to be effective when it seems to have produced psychological effects that strongly influence purchase decisions. Consumers deem persuasion behavior appropriate to the extent it appears to be ethical or normatively acceptable (i.e., within the rules of the game), especially with regard to consumers’ relationship expectations. For example, if a marketer’s persuasion attempts are perceived as disrespectful or unexpectedly careless, it will likely lead to a negative consumer evaluation, potentially damaging brand equity and the reputation of the firm overall.

The model also rests on the fundamental assumption that people are “moving targets.” In other words, the validity of a consumer’s knowledge about the marketer, the marketer’s persuasion tactics, and the persuasion topic will ebb and flow over time. A similar thing can be said for marketers, as their knowledge of consumers’ interests, preferences, and expectations is also likely to fluctuate over time. As a result, causal relationships between firm behavior and consumer responses are prone to changing over time as well, and, as such, must be reexamined every so often to ensure that they are still valid.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
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 the impact of advertising on business profitability, using PZ Plc Lokoja branch, Kogi State as a case study. Staff in the advertising department of PZ form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
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 Staff in the advertising department of PZ, 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.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
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. The reason for using both primary and secondary source of data is, so that the researcher will have concrete and more valid answers to the research questions

3.8
METHOD OF DATA ANALYSIS

The responses were analyzed using the frequency percentage tables, which provided answers to the research questions.  The hypothesis was tested using the Chi-square statistical tool.

3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

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
	
	

	
	17
	56.7%

	Female
	13
	43.33%

	Age
	
	

	20-25
	9
	30%

	25-30
	8
	26.7%

	31-35
	6
	20%

	36+
	7
	23.33%

	Marital Status
	
	

	Single 
	19
	63.33%

	Married
	11
	36.7%

	Separated
	0
	0%

	Widowed
	0
	0%

	Education Level
	
	

	WAEC
	0
	0%

	BS.c
	25
	83.33%

	MS.c
	5
	16.7%

	MBA
	0
	0%


Source: Field Survey, 2022

4.2
TEST OF HYPOTHESIS

Ho: Firm cannot increase her level of customer patronage through advertising.

Hi: Firm can increase her level of customer patronage through advertisin.

Table 4.2:Firm cannot increase her level of customer patronage through advertising.
	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 firm can increase her level of customer patronage through advertising  is accepted.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
SUMMARY

In this study, our focus was on the impact of advertising on business profitability using PZ Plc Lokoja branch as a case study. The study specifically  seeks to evaluate and analyze the reasons and background of this remarkable success,  paramount it seek to establish reason upon facts why advertising should be embraced by firms who wish to join in those stories, the objectives of this research work focus upon establishing the different objectives of advertising at each stage of a firm product, establishing the short run and long run effect of advertising to its relatives and distinct objectives covering firms undutiful reason to include advertising budget and campaign in their strategies plans and bringing to lime-light in the perception of customer on advertising.  A total of 30 responses were validated from the enrolled participants where all respondent are drawn from staff in PZ advertising department.

5.2
CONCLUSION

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

Firm can increase her level of customer patronage through advertising.

Advertising should be embraced by firms because it can drive business growth, amplify your small business marketing, helps firms reach the right audience and converts potential customers into paying customers. 

5.3
RECOMMENDATION

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

Top management should be involved in the continuous evaluation and monitoring of advertising to ensure that the goals and objectives set are achieved and appropriate corrective actions are taken in the event of deficiencies. 

The company should harmonize all departments so as to realize the goals and objectives of advertising as this study has shown that advertising expenditure has a negative weak impact on the profitability of business organization.

Attention should be focused on the how to effectively marshal the advertising campaign plan to  meet the need of customer  and not just as an annual activities that must be carry out by marketing department.

Advertising department should consider the effect of factors such as location, product and services features and other factors on the choice of advertising media to be selected.
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APPENDIXE

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

Question 1:  Do firm increase her level of customer patronage through advertising?

	Options
	Please tick

	Yes
	

	No
	

	Undecided
	


Question 2:  why should advertising be embraced by firms?

	Options
	Yes
	No

	it can drive business growth
	
	

	amplify your small business marketing
	
	

	helps firms reach the right audience 
	
	

	converts potential customers into paying customers. 
	
	


Question3:  what are the short run and long run effect of advertising?

	Options
	Yes
	No

	impact on both supply and demand curves
	
	

	Increased spending in research and development
	
	

	develop a plan about how to best invest your valuable advertising
	
	

	drive short-term uplifts
	
	


Question 4:   What is the perception of customer on advertising?

	Options
	Yes
	No

	it creates awareness about a product
	
	

	It brings in prospective customers
	
	

	It convinces customer about a product
	
	

	Advertising helps customers know new products that have been produced by firms
	
	


