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Abstract 

The performance of some small and medium scale bakery firms in Nigeria has remained 

worrisome despite the increasing population of the country, thereby prompting marketing 

watchers to ask questions regarding the remote and immediate cause(s). This study 

investigates the impact of advertising strategy on the performance of small and medium scale 

bakery firms in South-Eastern part of the country. The survey research design (with the 

combination of both qualitative and quantitative approaches) was adopted for this study. The 

sample size was 196 management staff of bakeries in five (5) South Eastern States. Data 

collected with the aid of questionnaire, was analyzed and presented using linear regression 

at 5% level of significance. The result of the study revealed that advertising does not 

significantly affect the sales volume of small and medium scale bakery firms in South East of 

Nigeria (t = 11.131; p = .426
b
 > 0.05). It was recommended that the management of bakeries 

within the South Eastern Nigeria should look at adopting other advertising strategies that are 

accompanied with product qualities that might influence existing and potential customers to 

patronize their products. 

Keywords: Advertising Activities, Sales Volume, SME Bakeries, South East, Nigeria 

 

Introduction 

Bread is one of the major staple foods in Nigeria. It is consumed by all and sundry - the old, 

young, poor and rich on daily basis in the country. A bakery is therefore one of the best 

investments anyone can think of in the country (Uba, 2014). In some quarters, bread is 

regarded as food for the masses. However, bread is taken as breakfast in many houses. 
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Onwumere, Nwosu, and Nmesirionye (2012) noted that the bakery industry in 

Nigeria comprise of organized and unorganized sector players. Bakeries keep springing up to 

cater for the ever increasing population. For instance, as at 2006, the population of Nigeria 

was placed at 140 million by the Nigeria Population Commission, and by the end of 2012, the 

population figure was estimated at about 160 million. This increase in population translates to 

more increase in demand for bread (Uba, 2014). Hence, a huge market for this product exists 

for discerning investors in the country (Ajaero, 2014).  

All these notwithstanding, the performance of some of the small and medium scale bread 

manufacturers in the country has remained worrisome, prompting marketing watchers to ask 

questions regarding the remote and immediate causes of this. A marketing expert revealed 

that the problem could be rooted in the non-professional application of the 4Ps of marketing 

especially, advertising by the small and medium scale bakery firms (Uba, 2016). For their 

bread business to flourish, they must factor into their daily marketing activities; the principles 

of the marketing mix variables of product, price, promotion and place. Kotler (2003) has 

highlighted that these key components of the marketing mix must be co-ordinated and moved 

into a unified effective strategy if the product must perform well in the market.  

Modern trends in the bread industry point to the fact, that bread making business is no longer 

an all-comers affair. Thus, for any investor to remain in the business, the elements of 

advertising must be given a thorough consideration. Most of the bakeries in the South East of 

Nigeria tend not to engage in proper advertising activities that could impact positively on 

market demand of their bakery products. In some cases, where some of these bakeries engage 

in some advertising activities like occasional radio adverts and billboards, they are done so 

poorly because they lack the competent hands and resources that can help in that regard 

(Amangbo, 2007). This lack of sustained advertising activities has the tendency of depleting 

sales volume of the bakery firms as the vast majority of potential customers might not get the 

needed information required to make purchasing decision. This study was, therefore, 

motivated by the desire to fill this gap and investigate these problems by ascertaining the 

impact of advertising activities on the performance of small and medium-scale bakery firms 

in Nigeria, with special focus on the South-Eastern part of the country. 

Purpose of the study 

The study aimed to ascertain the effect of advertising activities on the sales volume of SME 

bakeries in south east, Nigeria. 
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Research hypothesis 

Ho: Advertising activities does not significantly affect the sales volume of SME bakeries in 

south  

East, Nigeria. 

Review of Related Literature  

Advertising Strategy   

The term 'advertising strategy' consists of two separate concepts 'advertising' and 'strategy'. 

For better clarification, it is ideal to first delve into these two concepts separately before 

conceptualizing the main term. To most people, the term “advertising” simply means or 

refers to a function peculiar to all business firms whether small or large. It is always seen or 

indistinctly interpreted to mean – the task of finding and stimulating buyers for a firm‟s 

output (Gana, 2008). Achumba (2000) sees advertising as any paid form of non-personal 

presentation and promotion of ideas, goods, or services by an identified sponsor, hence the 

role of advertising as a marketing promotion activity, therefore, is to implement 

product/service flow through the appropriate channels, to act as a catalyst in acquainting the 

customer/client with the means by which wants may be satisfied, and ultimately to induce 

customer or client action which will benefit the source of the communication process. Thus 

identification of markets and buyer motives should be the salient consideration in developing 

any advertising programme.  However, advertising generally involves product development, 

pricing, distribution, and communication; and in the more progressive firms, continuous 

attention to the changing needs of customers and the development of new products, with 

product modifications and services to meet the needs (Kinghan, 2007). While advertising 

may be viewed from the old sense of “pushing” products to buyers, it may as well be viewed 

from the new sense of “satisfying customers”. Additionally, Anyaogu and Uduji (2012) see 

promotion as the means of making known what you want to buy or sell and this means of 

making known, is called the promotional mix or promo-tools; with the chief among them 

being advertising because it is all about communication and promotion. 

Classification of Advertising Strategy 

A successful advertising cum marketing strategy usually depends on a firm‟s understanding 

of its customers, what they need and how it persuades them to buy from it. Marketing 

strategy can be classified into general and specific marketing strategies (Ogundele, 

Akingbade, Saka, Elegunde & Aliu, 2013). The general marketing strategy include 
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innovation strategy, target marketing, marketing plan, marketing research, market 

segmentation and several others. The objectives being to analyze the present and future 

marketing environment of an organization so as to formulate marketing policies and 

programmes to achieve the objectives. 

On the other hand, the specific strategy include: product strategy [which ranges from new 

product development, product extension, branding, packaging and several others], 

promotional strategy [in terms of general promotional programmes – advertising, publicity, 

direct selling, etc. and sales promotion], Distribution and Relationship marketing strategies 

which include fostering good and lasting relationships with end user customers, channel 

members, suppliers, competitors alliances and internal team. The relationship marketing 

practice is common in the bakery industry because bakers nationwide have very strong union 

enforcing cooperation on members to enhance quality of service delivery (Ogundele et al., 

2013).  

Furthermore, Cravens et al (1987) argued that often it “is not enough” to provide the products 

that people want through an efficient distribution network and at prices that people can 

afford, because people have to learn about the product and what the product can do for them 

before becoming customers. Therefore, since the mission of advertising will largely 

determine the level of resources that must be budgeted, a strategic mission for advertising 

must be established before an advertising campaign can be designed. Kotler (2003) has 

opined that developing an advertising program involves a five – step process as follows: (a) 

Advertising objectives, (b) Advertising budget, (c) Advertising message, (d) Advertising 

media, and (e) Advertising evaluation. But Uduji (2012) highlights a seven-step process in 

developing an advertising campaign which include: identify and analyse the advertising 

target, defining objectives, determining the advertising appropriation, creating an advertising 

message, developing a media plan, executing the campaign, and evaluating the effectiveness 

of the campaign. Moreover, Guiltinan and Gordon (1996) caution that marketing/advertising 

strategies are neither mutually exclusive nor exhaustive; but can be used in combination, and  

goes on to separate primary demand strategies and selective demand strategies as well as 

product-line strategies, including strategies for substitutes (line extension strategies and 

flanker strategies) and strategies for complements (leader strategies, bundling strategies, and 

systems strategies). The primary demand strategies include user strategies (increasing the 

number of users) and rate of use strategies (increasing the purchase quantities). User 
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strategies are, in turn, divided into willingness strategies (emphasis on willingness to buy) 

and ability strategies (emphasis on ability to buy). The rate of use strategies are divided into 

usage strategies (increasing the rate of usage – such as brushing your teeth after each meal) 

and replacement strategies (increasing the rate of use by replacement – such as replacing your 

toothbrush every month). The selective demand strategies include retention strategies 

(retaining the organization‟s existing customers) and acquisition strategies (acquiring 

customers from the competition). Retention strategies are divided into satisfaction strategies, 

meeting competition strategies, and relationship marketing strategies; while on the other 

hand, acquisition strategies are divided into: head-to-head strategies, differentiated strategies, 

and niche marketing strategies. On the other hand, Onah and Thomas (2004) bring to the fore 

advertising medium (which is the vehicle or channel through which the message 

(advertisement) is relayed to the receivers) and highlight the major advertising media used as 

follows: the press (newspapers and magazines), radio, television, cinema, posters, handbills, 

and pack/direct mail. Nnabuko (1998) argues that the ultimate purpose of all advertising is 

increased awareness and recognises only three main advertising media which include: (a) 

broadcast media (radio, television, cinema, etc), (b) print media (newspapers, magazines, 

journals, catalogues, coupons) and (c) outdoor media (bill boards, signs, posters, etc). 

Achumba (2000) has posited that sales force strategies must be derived from company sales 

objectives and four types of selling can be distinguished as follows: trade, missionary, 

technical and new business settings. While advertising offers a reason to buy, sales promotion 

offers an incentive to buy. Effective communication is often a pre-requisite for successful 

marketing and what can offer a significant advantage that may distinguish the product or 

service from that of competition is the promotional mix used to influence the target market to 

purchase a firm‟s product. Promotional mix strategies can be either push strategy or pull 

strategy (Kotler, 2003). 

The nature of advertising (being a very important part of the promotional tools) as well as the 

relationship between advertising and sales has increasingly been a subject of research in 

recent times. Akanbi and Adeyeye (2011) did a study titled the association between 

advertising and sales volume: a case study of Nigerian bottling company plc. The statistical 

analytical techniques used for this study include student‟s‟ test and ordinary least square 

regression method. The secondary data were collected from the company‟s annual financial 

records and account for eleven years covering 1999 - 2009. The major result showed that 
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there is a significant relationship between advertising and the sales of the company. The 

study also showed that there is a significant improvement in the sales of the company as a 

result of advertising.  

Gitau (2012), carried out a research on effects of advertising on the small medium enterprises 

in kenya: a case study on East African packaging industries with the purpose of examining 

the overall nature of advertising and the effects it has on the growth and development of 

SMEs and in particular its sales volume. The research design that was used in the study was 

cross-sectional design and the sampling techniques were both cluster and simple random 

sampling. Data were analyzed and presented in form of discussion tables. Overall, the 

findings of the research were that advertising is an expensive venture for any SME and the 

repetitive nature of it makes it more and more inconsistent to adopt. Ashkan (2016) carried 

out a research titled the role of advertisement in sales increase and promotion: a case study of 

Hamadan province insurance companies. Using descriptive statistics research method, 

collected data were analyzed using computer software programs (SPSS software) and the data 

significance was also clarified through the T- test and regression. The findings showed that 

advertising has an impact on sales increase.  

Methodology  

The survey research design (with the combination of both qualitative and quantitative 

approaches) was adopted for this study. This method of research is normally applied in 

administrative and social sciences research, because of the complex relationships that exist 

between variables.  

Area of the Study 

This study was carried out in the South-East geo-political zone of Nigeria, specifically among 

the registered bakery firms situated at the major cities in the South-Eastern states. The South-

East geopolitical zone consists of five (5) states – Abia, Anambra, Ebonyi, Enugu and Imo. 

The major cities in these states are as follows: Abia: Umuahia and Aba, Anambra: Awka, 

Onitsha, and Nnewi. Ebonyi: Abakiliki and Afikpo. Enugu: Enugu and Nsukka, and Imo: 

Owerri, Orlu and Okigwe. These major towns in these states have been selected primarily 

because majority of the bakeries are situated there and this would assist the researcher in 

capturing the bakery firms.  
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3.4   Sources of Data 

The data required for this study was sourced through the use of questionnaire. The 

questionnaire was designed to source data from the bakery owners. The researchers adopted 

the questionnaire method due to convenience, cost advantage, spread and coverage as well as 

affording respondents greater confidence and freedom to express their views.  

Population of the Study 

The population of this study is made up of top management staff of registered bakery firms in 

major cities of South-Eastern states of Nigeria; this gives a total population of 397.  

Sample Size Determination  

According to Bartlett, Kotrlik and Higgins (2001), in order to draw the required sample size 

from the above defined target population groups, the statistical approach stated below would 

be used:  

  
        

            
 

Where;   

n = sample size  

Z = standard error of the mean (usually 95%, corresponding to 1.96 in the Zscore distribution 

table). 

p = proportion of the population likely to be included in the sample (50% or 0.5 is assumed).  

q = proportion of the population unlikely to be included in the sample (50% or 0.5 is 

assumed) 

e = tolerable error margin or level of significance (assumed to be 5% or 0.05) 

N = population size (established at 397) 

Substituting in the formula, we obtain: 

n =  (1.96
2
 x 0.5) + 0.05

2
 

 0.05
2
 + (1.96

2
+ x 0.5 x 0.5/397) 

= (3.8416 x 0.5 x 0.5) + 0.0025 

 0.0025 + (3.8416 + 0.5 + 0.5/397) 

= 0.9604 + 0.0025 

 0.0025 + (0.9604/397) 

=  0.9629 

 0.0025 + 0.0024191436 
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=  0.9629 

      0.0049191436 

=          195.7 

= 196 

Therefore, the sample size for this study is 196 managers of bakery firms in major cities of 

South-Eastern Nigeria. 

3.7.   Sampling Technique and Questionnaire Allocation 

Proportionate stratified sampling method was adopted for this study. This is to give a proper 

representation to the management of bakery firms in South Eastern Nigeria. In order to get 

the quantity of questionnaire to be distributed/allocated in each of the five (5) states, the 

sample size was broken down using Bowley‟s population allocation formula. Bowley‟s 

population allocation formula is stated below: 

   
   

 
  

nh  =  Number of units allocated to each category  

Nh  =  Number of items in each group 

n         =         sample size 

N  =  the total population size understudy  

Thus, the questionnaire allocation/distribution to five (5) South –East States are shown in 

table 3.2 below: 

Table 3.2: Questionnaire Allocation/distribution to five (5) South-East States 

S/No States  Population of top 

management staff of 

registered bakeries 

 Sample Size 

1 Abia  92  45 

2 Anambra  79  39 

3 Ebonyi  41  20 

4 Enugu  103  51 

5 Imo  82  41 

 Total  397  196 
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Validity of the Instrument 

Content and face validity was established in the study by 3 marketing experts who pointed 

out some short-comings and directed the researcher to effect the corrections accordingly. This 

was done and the instrument was adjudged and certified okay for the main field survey. 

Reliability of the Instrument 

The instrument was pre-tested through authority-vetting and a pilot survey to ensure it meets 

reliability and validity standards. Then, statistical package for the social sciences was applied 

for a further test of the reliability by using the Cronbach Alpha statistical tool on the results 

of the pilot survey. Therefore, issue-based questions in Appendix I was served to the 30 

respondents in our pilot survey. The 30 of them filled and returned their questionnaire copies.  

Upon testing the reliability of responses to the issue-based items in the test instrument, an 

Alpha of 0.92 and an inter-item (standardized) coefficient of 0.96 were obtained.  Since these 

are greater than 0.7, it indicates that the reliability of the test instrument is very strong.  

Method of Data Presentation and Analysis 

Table 4.1 Distribution and Collection of Questionnaire 

Options Abia Anambra Ebonyi Enugu Imo Total (%) 

Number distributed 45 39 20 51 41 196 (100.0) 

Number returned 42 37 19 46 39 183 (94.4) 

Number not returned 3 2 1 5 2 13 (6.6) 

Source: Fieldwork 2017 

In the table 4.1 above, 196 copies of questionnaire were distributed, 183 were returned, while 

just 13 were not returned and were declared invalid for the study. Thus a 94.4% of return was 

recorded. 

Table 4.2 Personal Information of the Respondents       n = 183 

Items Options Frequency Percentage (%) 

Gender Male 121 66.1 

 Female 62 33.9 

Age less than 20 year 58 31.7 

 20 – 29 years 53 29.0 

 30 – 39 years 39 21.3 

 40 – 49 years 17 9.3 

 50 years and above 16 8.7 
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Educational qualification FSLC 

WAEC/NECO/GCE 

5 

70 

2.7 

38.3 

 ND/NCE/HND/B.Sc 50 27.3 

 MBA/M.Sc/MA 46 25.1 

 Ph.D 12 6.6 

Source: Field survey 2017 

The table 4.2 above shows the personal information of the respondents. It shows that 121 

(66.1%) of the respondents are males while 62(33.9%) are females. 58(31.7%) of the 

respondents are less than 20 years, 53(29.0%) are between 20 – 29 years, 39(21.3%) are 

between 30 – 39 years and 17(9.3%) of them are 40 – 49 years while 16(8.7%) are 50 years 

and above. It also shows that 5(2.7%) of the respondents have first school leaving certificate, 

70(38.3%) of the respondents have secondary school certificate, 50(27.3%) have their 

ND/NCE/HND/B.Sc, 46(25.1%) of them have master‟s degree, and 12(6.6%) have Ph.D 

Table 4.3  Responses to Questions on Sales Volume          n = 183 

Items Options Frequency Percentage  

How well has your bakery 

performed in terms sales 

Very Adequately 75 41.0 

Adequately Not so well 68 37.2 

Somewhat Adequate 24 13.1 

 Not Adequate 16 8.7 

Has your bakery firm over time 

been achieving its target sales 

Yes 132 72.1 

No 51 27.9 

If no, what are the likely 

challenges hindering the 

achievement of the target sales  

 

Finance  42 48.6 

Inadequate sales personnel 28 15.3 

Lack of government support 34 18.6 

Inadequate demand for product 32 17.5 

Source: Field survey 2017 

Table 4.3 shows the responses of respondents as regards their sales volumes. It shows that 

75(41.0%) of the respondents indicated that their bakery firms have performed very 

adequately with regards to its sales, while 68(37.2%) said that their own have not performed 

adequately so well with regards to its sales. Also the result of the study shows that 132(72.1) 

of the participants shows that their bakery firms over time have achieved their target sales. 
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Meanwhile only 51(27.9%) of the participants indicated that their bakery have not achieved 

their sales targets over time. Reasons suggested as the main cause of bakery not achieving its 

sales target included, finance 42(23.0%); lack of government support 34(18.6%); inadequate 

demand for products. 32(17.5%) and inadequate sales personnel 28(15.3%). 

Table 4.4: Aadvertising activities of small and medium scale bakeries in South-East of 

Nigeria have affected their market share    n = 183  

Items Options Frequency Percentage (%) 

Do you advertise your products Yes 165 90.2 

 No 18 9.8 

Which of the following advertising 

activities do your bakery adopt 
Billboard product display 4 2.2 

 Online advertisement 9 4.9 

 The use of handbills 47 25.7 

 Customer Referral Incentive 

Programs 
22 12.0 

 Branded Promotional Gifts 32 17.5 

 Word of mouth advertising 30 16.4 

 Radio advertising 6 3.3 

 Television promotion 6 3.3 

 Newspapers promotion 12 6.6 

 Point of sale displays 15 8.2 

How often does your bakery engage in 

advertising activities 
Very often 30 16.4 

 Sometimes 26 14.2 

 Rarely 127 69.4 

What inspires the decision of your bakery 

to engage in advertising activities 
The state of competition 72 39.3 

 The goal of the organization 32 17.5 

 The decline in market share 79 43.2 

How successful has the advertising 

strategy yielded to the growth of your 

bakery 

Very successful 18 9.8 

 Somewhat successful 125 68.3 

 Not really successful 40 21.9 

Advertising activities bring about 

improved sales performance 
Strongly agree 101 55.2 

 Agree 57 31.1 
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 Undecided 7 3.8 

 Disagree 12 6.6 

 Strongly disagree 6 3.3 

Advertising activities ensure that the 

bakery  meets its goal 
Strongly agree 13 7.1 

 Agree 14 7.7 

 Undecided 46 25.1 

 Disagree 80 43.7 

 Strongly disagree 30 16.4 

The type of advertising activity adopted by 

the bakery influences the market share 
Strongly agree 61 33.3 

 Agree 94 51.4 

 Undecided 14 7.7 

 Disagree 7 3.8 

 Strongly disagree 7 3.8 

Source: Field survey 2017 

Table 4.4 above shows the extent to which advertising activities of small and medium scale 

bakeries in South-East of Nigeria have affected their market share. It shows that 165(90.2%) 

of the respondents said „yes‟, they advertise their products. 47(25.7%) of the respondents 

adopt the use of handbills in the advertising activities of their bakeries. 32(17.5%) of them 

use branded promotional gifts, while 30(16.4%) adopt word of mouth advertising. 

127(69.4%) of the respondents indicated that their bakery rarely engage in advertising 

activities. 72(39.3%) of the respondents indicated that what inspires the decision of their 

bakery to engage in advertising activities is state of competition,  

Hypothesis  

H1: advertising does significantly affect the sales volume of small and medium scale bakery 

firms in South East of Nigeria. 

H0: advertising does not significantly affect the sales volume of small and medium scale 

bakery firms in South East of Nigeria. 

Table 1  Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-Watson 

1 .050
a
 .002 -.001 2.10326 .042 

Source: SPSS version 23 
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a. Predictors: (Constant), advertising 

b. Dependent Variable: Sales volume 
 

Table 2  ANOVA
a
 

Model Sum of 

Squares 

df Mean Square F Sig. 

1 

Regression 2.816 1 2.816 .636 .426
b
 

Residual 1145.736 259 4.424   

Total 1148.552 260    

SPSS version 23 

a. Predictors: (Constant), advertising 

b. Dependent Variable: Sales volume 

Table 3  Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 4.165 .374  11.131 .000 

Penetration pricing .170 .213 .050 -.798 .426 

a. Dependent Variable: Sales volume 

R = .050
a
; R

2 =
 .002;   F = .636; T = 11.131; DW = .042 

A linear regression analysis was conducted to find out the extent to which the use of 

advertising by small and medium scale bakeries in the South-East of Nigeria affects their 

sales volume. The result shows that there is weak positive relationship between advertising 

and sales volume (R- coefficient = .050
a
). The R square, the coefficient of determination, 

shows that 2% of the variation in sales volume can be explained by advertising with no 

autocorrelation as Durbin-Watson (.042) is less than 2. With the linear regression model, the 

error of estimate is low, with a value of about 2.10326. The regression sum of the square 

2.816 is less than the residual sum of the square 1145.736 indicating that the variation is due 

to chance. The F-statistics = .636 shows that the model is not significant. The extent to which 

advertising affect sales volume with .050 value indicates a positive significance between 

advertising and sales volume which is statistically insignificant (with t = 11.131) and p = 
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.426
b
 > 0.05. Therefore, the null hypothesis is accepted while the alternate hypothesis is 

rejected accordingly. 

Discussion of findings  

The study further reported that advertising has no significant influence on the performance of 

small and medium scale bakeries within the study area. It was observed from the records 

made available to the researcher that, a vast majority of bakeries in the region do not utilize 

any medium of advertising. This lack of advertising was anchored on the belief that, 

advertising is simply a medium of spending money which does not attract new consumers. It 

was however observed that few bakery firms that ever engaged in advertising only did so for 

a short period of time, hence confirming the vast majority assertion that adverting in bakery 

firms has no influence on the sales volume. Within the region, consumers more or less 

believe in what they see whenever they want to buy bread and what the bread sellers inform 

them about such bread. In order words, if the sellers rightfully inform them to buy particular 

bread that they present as quality bread, they tend to buy with little or no choice. Hence bread 

consumers make their bread purchases in accordance with bread sellers‟ recommendations. 

The study findings contrast to previous findings by Akanbi and Adeyeye (2011) which 

reported that there is a significant relationship between advertising and the sales of the 

company. The study findings further disagreed with a study by Ashkan (2016) which reported 

that advertising has a significant effect on the sales of Hamadan Province Insurance 

Companies. These studies‟ disagreement might be due to the nature of industry or firms being 

studied. 

Conclusion 

Advertising cum Marketing of course, implies the art of determining the nature, strength, 

direction, and interaction between the marketing mix elements and the environmental factors 

in a particular situation, therefore becomes very relevant especially in any bakery firm‟s 

effort to establish, build, defend and maintain its market share as well as competitive 

advantage in the bakery industry. With respect to the findings of the study, it is concluded 

that advertising strategy adopted influences the performance of small and medium scale 

bakeries in south-east of Nigeria. However, the level of influence is dependent on the type, 

intensity and reach of the advertising strategy that is deployed in the business. Basically, vast 

majority of bakery firms in south eastern Nigeria, do not consider the use of advertising in 

enhancing their performance especially in terms of sales volume. Also the management of the 
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various bakery firms believes in the adoption of intensive distribution rather than the use of 

advertising as they see advertising as a means of increasing their cost which does not bring in 

much return.  

Recommendations 

 The management of bakeries within the south eastern Nigeria should look at adopting 

other advertising strategies that are accompanied with product qualities that might 

influence existing and potential customers to patronizee their products 
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Appendix 

Proportionate Distribution of questionnaire 

Number of units allocated to each category is shown in the workings below: 

Abia 

   
      

   
    

Anambra State 

   
      

   
     

Ebonyi State 

   
      

   
      

Enugu State 

   
       

   
     

Imo State 

   
      

   
      

 

 

 


