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Abstract

The contemporary business landscape is characterized by a complex interplay of internal and external factors
that shape sales growth. Amidst fierce competition, firms constantly strive for market supremacy, endeavoring to
differentiate themselves from their peers. At the heart of this pursuit lies the efficacy of marketing communication
strategies, which are instrumental in both attracting and retaining customers. Despite concerted efforts, however,
sales growth among selected juice manufacturing companies in Lagos State, Nigeria, has failed to meet
expectations. Employing a survey research design, the study targeted a population of 2,769 employees from
chosen juice manufacturing firms in Lagos State, Nigeria. Utilizing Research Advisors, the sample size was
determined to be 443 employees as respondents. Data collection was executed through a meticulously structured
and validated questionnaire, with Cronbach's alpha reliability coefficients of constructs ranging from 0.791 to
0.981. The study achieved an impressive response rate of 88.2%. Analysis of the gathered data involved both
descriptive and inferential statistics. The findings unveiled a significant positive effect of advertising on sales
growth (R = 0.340, R2 = 0.116; t=7.054, p =0.176>0.05) among juice manufacturing companies in Lagos State,
Nigeria. In light of this notable impact, it is imperative for companies to allocate resources towards the
development of comprehensive marketing campaigns. These initiatives should span across various media
platforms and employ innovative messaging strategies to effectively reach and engage target consumers. By
investing in advertising endeavors, companies can enhance their brand visibility and stimulate consumer demand,
thereby driving sustained sales growth.
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. Introduction

Growing sales is a major concern of every firm especially those in manufacturing business. Firms want
to stay ahead of the competition by innovating products and sales strategies. Amidst fierce competition, companies
devote substantial resources to distinguishing themselves and stay ahead of their rivals, as underscored by
Makinde et al. (2023). However, the formidable challenges posed by the COVID-19 pandemic-induced global
economic crisis, as noted by Abbas et al. (2021), have precipitated profound shocks across both demand and
supply sides, thereby significantly impacting the global economy. This has created a daunting scenario
characterized by downturns in industry and consumer spending, thus exerting inevitable repercussions on firms'
sales revenue. The pervasive effects of the pandemic have reverberated throughout the interconnected fabric of
global economies, fundamentally altering the operational landscape for enterprises on a global scale, as articulated
by Su et al. (2021). Such crises have not only permeated various societal spheres but have also engendered
substantial challenges, fostering a turbulent environment for businesses. The resultant disruptions have
profoundly influenced firms' strategic innovation, as highlighted by Huang et al. (2021), Yang et al. (2020), and
Zhang and Zhu (2021).

In Asia, particularly China, regulatory compliance and food safety standards present ongoing challenges
for juice manufacturers. China's regulatory landscape is complex and subject to frequent updates, requiring firms
to navigate stringent quality control measures and adhere to a myriad of regulations governing production,
labeling, and advertising. Non-compliance can lead to fines, product recalls, and reputational damage, posing
significant risks to organisation’s sales growth, which in a long run affect their performance and market standing
(Dewi & Dewi, 2022). The Nigerian business landscape has witnessed dynamic shifts and challenges that have
significantly impacted sales growth. The capacity of businesses to innovate and produce new ideas and values
that lead to improved sales growth has been linked to their ability to participate and compete successfully in a
competitive market (Adefulu et al., 2020). Sales growth is a fundamental metric that reflects a company’s ability
to increase revenue over time. However, many companies encounter obstacles in achieving consistent and
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sustainable sales growth. Factors such as changing consumer preferences, economic downturns, and disruptions
caused by technological advancements pose significant challenges.

II.  Literature Review
Sales Growth

Sales Growth represents a comparison between total net sales for the current year and the previous year.
Sales growth is a reflection of the ability of a company in a period. The company can be said to be successful if
the company's sales level is high then the company is considered to have succeeded in carrying out its strategy
(Adegbite et al., 2019). Sales growth is an integrated frame work that enables organization to plan and model
sales strategies and ensure timely execution of sales initiatives while ensuring both front lines sales peoples and
decision makers have visibility into performance (Abiodun, 2023). Sales growth is an indicator of the demand
and competitiveness of companies in an industry. If sales growth is high, it will reflect increased income so that
dividend payments tend to increase. Companies that have increased profits have a larger amount of retained
earnings.

The company's growth is influenced by internal and external factors. According to Sutomo et al. (2019)
internal factors are factors that come from within the company that affect the company's performance and can be
controlled by the company, it includes human resources, leadership style, capital resources innovation, company’s
mission and values (Kumari, 2020). For example: the decision to increase the company's capital, managerial
structure, determine the proportion of retained earnings, increase the workforce, determine the company's
strategic actions such as mergers and acquisitions. On the other hand, external factors are factors that come from
outside the company and cannot be controlled by the company (Park et al., 2018). For example: competitor
behavior, credit interest rates, business climate, raw material prices, macroeconomic and political conditions, and
market structure. External factor is the factor outside the company that cannot be controlled by the company such
as raw material prices, competitors' behavior, macroeconomic and political conditions, lending rates, business
climate and market structure (Khald, 2022). These factors if indicate as a positive value will increase the
company's sales volume growth. An increase in company profits increases the amount of own capital that comes
from retained earnings (Mola &Rahaman, 2021). Sales are relatively stable and always increase in a company,
making it easier for the company to obtain external funds or debt flows to improve its operations. Companies with
relatively stable sales levels can be safer to obtain more loans and bear higher fixed costs compared to companies
with unstable sales (Nkpurukwe et al., 2020). Sales growth is an increase in sales that occurs from year to year.
Sales growth can indicate the level of consumer demand for the company's products (Iwunze, 2018). Companies
that experience sales growth means that the company's products are accepted by the market and successfully
compete with competitors (Abdul et al., 2020). The company can increase its efficiency and productivity through
sales growth. By knowing how high the sales growth rate is, the company can predict the profits to be received.
Companies can set profit targets so that they have a clear direction in achieving goals (Angelia et al., 2019).

Advertising

Adpvertising is any sort of non-personal, sponsor-funded presentation and promotion of ideas, products,
or services. According to Kotler and Armstrong (2021), advertising encompasses any non-personal presentations
and promotions of concepts, products, or services by the sponsor for a fee. Goorevich (2019) defined advertising
as the process of persuading targeted consumers to take a certain action. Advertising deals with any paid form of
non-personal presentation and promotion of ideas, goods, or services by an identified sponsor. The paid aspect is
significant since the space for the advertisement is bought. Advertising is an information medium that is created
in a way to draw in audiences, in a distinctive way and have features that are convincing, that the targeted market
behaves in the way the advertiser desire. Advertising is a method of communication used to inform and persuade
an audience to make a purchasing choice regarding a good or service, in this example, potential consumers
(Kapoor, 2022).

The organization has various options of advertising, but it must endeavor to use of the most cost-effective
and customer-centered option in the marketing of services (Huang et al.,, 2021). The ultimate goal of all
advertising is the same to influence the behavior of the intended target consumers. While most people assume
that advertising is about getting consumers to buy a certain product, there are many motivations behind
advertising. Businesses and organizations will use advertising to influence the opinions of target audiences or
raise awareness of certain issues. Just like different advertising objectives, they also vary in style and form.
According to Mnamara (2021) advertising brings a product or service to the attention of potential customers and
current customers. Advertising is focused on one particular product or service. Thus, an advertising plan for one
product may be very different from a plan for another. Advertising is usually done with signs, brochures,
advertisements, direct mail or email messages, personal contacts, and others (Hucic & Salicic 2020). Advertising
is a widely used marketing tool that offers both advantages and disadvantages to businesses and consumers. The
advantages include; Useful when introducing a new product/ service in the market; fight competition; Builds
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goodwill; Helps to increase sales. Advertising, while essential for brand visibility and consumer awareness, carries
its share of disadvantages (Saha & De, 2022). High advertising costs can strain a company's budget, particularly
for small businesses or startups with limited resources. Moreover, ineffective advertising campaigns may fail to
resonate with the target audience, resulting in wasted expenditures and minimal return on investment.
Additionally, advertising efforts can face regulatory scrutiny or public backlash if perceived as deceptive or
socially irresponsible, tarnishing the brand's reputation (Hucic & Salicic 2020).

Ho: Advertising has no significant effect on sales growth of juice manufacturing companies in Lagos
State, Nigeria.

Figure 1: Conceptual Model

III.  Methodology

Sampling and data collection

Utilizing a survey research design, this study focused on a population comprising 2,769 employees
selected from specific juice manufacturing firms in Lagos State, Nigeria. Employing Research Advisors, a sample
size of 443 employees was determined for participation as respondents. Data collection proceeded via a
meticulously structured and validated questionnaire, ensuring robustness in measurement. The reliability of
constructs was assessed using Cronbach's alpha, yielding coefficients ranging from 0.791 to 0.981, indicative of
strong internal consistency.

Scale measurement

The instrument that was used for this study is an adapted close-ended structured questionnaire. It was
used as the study instrument to collect data on both the independent and dependent variables. The questionnaire
consists of three sections. The initial section (Section A) sought demographic information from respondents. They
were required to furnish basic background information about themselves. The second section (Section B)
concentrated on the sub-variable utilized to gauge the independent variable, Advertising extrapolated from Al-
Nsour (2019) and Civelek et al. (2021). The third section (Section C) centered on the dependent variable; sales
growth five items were adapted from Otto et al. (2020) and Yadava et al. (2022). The scale included Very High
Extent (VHE) with a value of six, High Extent (HE) with a value of five, Moderately High Extent (MHE) with a
value of four, Moderately Low Extent (MLE) with a value of three, Low Extent (LE) with a value of two, and
Very Low Extent (VLE) with a value of one. This scale was used for the independent and dependent variables.
This modified six Likert scale increased the reliability of the responses and also gained more effective result from
the respondents.

IV.  Results And Analysis
Notably, the study achieved a commendable response rate of 88.2%, underscoring the engagement and
participation of the sampled population. Analysis of the collected data encompassed both descriptive and
inferential statistical techniques, facilitating a comprehensive examination of the research variables and their
interrelationships.

Descriptive Statistics
Table 1: Descriptive Statistics for Advertising

=382
Level of agreement
VH H MH ML L VL Std
Mean Deviation
% % % % % %
Reach 89.5 6.5 3.7 0.00 0.00 0.00 5.85 0.3
Impression 42.1 56.3 1.3 0.00 0.00 0.00 5.40 0.3
Clicks 59.7 27.0 12.8 0.00 0.3 0.00 5.45 0.3
Customer Engagement 46.6 41.1 12.0 0.00 0.00 0.00 5.33 0.3
Conversion Rate 53.7 27.7 17.5 0.5 0.00 0.00 5.50 0.3
Average 5.51 1.18
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Table 1 presents the descriptive statistics of advertising. According to the table above, a total of 89.5%
of the respondents indicated very high with regards to reach, 6.5% indicated high, 3.7% of the respondents
indicated moderately high, 0.00 response indicated mordantly low, low and very low. On average, the respondents
indicated that the advertising reach is very high with a standard deviation showing convergence to the mean (mean
= 5.85, STD = 0.3). Additionally, the results showed that with regards to impression, 42.1% of the respondents
rated very high, 56.3% indicated high and 1.3% indicated moderately high while 0.00 response indicated
mordantly low, low and very low. On average, the respondents indicated that impression about the advertisement
is high with standard deviation showing convergence to the mean (mean = 5.40, STD = 0.3). The results showed
that with regards to the clicks, 59.7% of the respondents rated very high, 27.0% indicated high and 12.8%
indicated moderately high, on the other hand, 0.3% indicated low and 0.3% did not respond. On average, the
respondents indicated that clicks are high with standard deviation showing convergence to the mean (mean =
5.45, STD = 0.3). The table also revealed that with regards to customer engagement, 46.6% of the respondents
rated very high, 41.1% indicated high and 12.0% indicated moderately high and 0.3% did not respond. On
average, the respondents indicated that customer engagement is high with standard deviation showing
convergence to the mean (mean = 5.33, STD = 0.3). Finally, on conversion rate, 53.7% of the respondents
indicated very high, 27.7% indicated high, 17.5% indicated moderately high, 0.5% indicated moderately low and
0.3% did not provide an answer. On average, the respondents indicated that the conversion rate is high with the
standard deviation showing divergence from the mean (mean = 5.50, STD = 0.3). The average mean of the items
on advertising is 5.51 with a standard deviation of 1.18 showing divergence from the mean. This means that on
average the respondents indicated that advertising is high with regards to marketing communication.

Table 2: Descriptive Statistics for Sales Growth.

=382
Level of Agreement
VH H MH ML L VL Std
Missing | Mean | Deviation
% % % % % % %
Sales Team Performance 83.5 12.6 3.7 0.00 0.00 0.00 0.3 5.79 0.57
Competitive Analysis 46.6 49.7 3.7 0.00 0.00 0.00 0.00 543 0.57
Market Expansion 59.9 30.1 9.7 0.00 0.00 0.00 0.3 549 0.73
Lead Generation and 46.6 39.3 14.1 0.00 0.00 0.00 0.00 532 0.71
Conversion
Customer retention 51.8 30.9 16.8 0.3 0.00 0.00 0.3 5.33 0.81
Average 5.47 0.68

According to Table 2 above, with regards to sales growth, a total of 83.5% of the respondents indicated
very high sales team performance, 12.6% indicated high, 3.7% of the respondents indicated moderately high and
0.3% did not respond. On average, the respondents indicated that the sales team performance is very high with a
standard deviation showing convergence to the mean (mean = 5.79, STD = 0.57). Additionally, the results showed
that with regard to competitive analysis, 46.6% of the respondents rated very high, 49.7% indicated high and
3.7% indicated moderately high. On average, the respondents indicated that competitive analysis is high with
standard deviation showing convergence to the mean (mean = 5.43, STD = 0.57). The results showed that with
regards to the market expansion, 59.9% of the respondents rated very high, 30.1% indicated high and 9.7%
indicated moderately high and 0.3% did not respond. On average, the respondents indicated that market expansion
is high with standard deviation showing convergence to the mean (mean = 5.49, STD = (.73). The table also
revealed that with regards to lead, generation and conversion, 46.6% of the respondents rated very high, 39.3%
indicated high and 14.1% indicated moderately high. On average, the respondents indicated that lead, generation
and conversion is high with standard deviation showing convergence to the mean (mean = 5.32, STD = 0.71).
Finally, on customer retention, 51.8% of the respondents indicated very high, 30.9% indicated high, while 16.8%
indicated moderately high, 0.3% indicated moderately low and 0.3% did not provide an answer. On average, the
respondents indicated that customer retention is high with standard deviation showing convergence to the mean
(mean = 5.33, STD = 0.81). The average mean of the items on advertising is 5.47 with a standard deviation of
0.68 showing convergence to the mean. This means that on average the respondents indicated that sales growth
is moderately high with regards to marketing communication. Relating tables 1 to 2, shows that there is the same
pattern of responses from the respondents. As a result, we can deduce that advertising is likely to affect the sales
growth of juice manufacturing companies in Lagos State, Nigeria.
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Hypotheses Results
Table 3: Regression analysis of the effect of advertising on sales growth of juice manufacturing companies
in Lagos State, Nigeria.

Model One Unstandardized Standardized T Sig.
Yi=Bo+ Bixit e Coefficients Coefficients
B SD. Beta
Error
N (Constant) 4.505 139 32.525 .000
182 Advertising 176 .025 .340 7.054 .000
Dependent Variable: Sales Growth
R =.340, R? =.116, t = 7.054, p = 0.000< 0.05
V. Discussion And Conclussion
Discussion

The aim of the research was to determine the effect of advertising on sales growth of selected juice
manufacturing companies in Lagos State, Nigeria. Based on the results, the null hypothesis (Ho) which states that
advertising has no significant effect on sales growth, was rejected. Table 3 shows the regression analysis of the
effect of advertising on sales growth of juice manufacturing companies in Lagos State, Nigeria. The results
showed that advertising have a positive significant effect on the sales growth of juice manufacturing companies
in Lagos State, Nigeria (B =0.176, t="7.054, p<0.05). The R-value for the regression model is 0.340 which shows
that advertising has a weak positive relationship with sales growth. In addition, the R square value for the
regression model is 0.116 meaning 11.6% variations in sales growth were caused by advertising. The standard
error (SD Error = 0.025) measures the adequacy of the model. This means that the variability in the prediction is
0.025. The model is adequate as the S.E <2.5. The regression model used to explain the variation in sales growth
due to the effect of advertising can be stated as follows:
SG=4.50540.17T0AD.....cciitiiii @)

Where: SG = Sales growth
AD = Advertising

The regression equation above shows that the parameter estimate of advertising complies with a priori
expectation which states that advertising will have a positive effect on sales growth. The constant was 4.505,
which implies that if advertising is at zero; the value of sales growth would be positive. This implies that if
employees believe that there is no advertising in their workplace, a level of sales growth can still be experienced.
The coefficient of advertising was 0.176 indicating that one unit change in advertising results in 0.176 increase
in sales growth of juice manufacturing companies in Lagos State, Nigeria. This implies that an increase in
advertising will increase the sales growth of juice manufacturing companies in Lagos State, Nigeria. Table 3 also
shows the t value is 7.054 at p<0.05 which suggests that advertising significantly explained variations in sales
growth. The finding of the study aligns with the studies of Saha and De (2022), who established a causal
relationship between advertising and sales growth. Similarly, Macalik (2018) also proves in his study, the positive
effect of advertising on sales growth. The research showed how advertising plays a key role in the promotion of
museums, in particular contact with the media and the organization of events. Other similar findings are that of
Kan (2022) and Molla and Rahhaman (2021) who all showed through their findings the significant effect of
advertising on sales growth.

Conclusion and recommendations

The findings of this study highlight the substantial impact of advertising on the sales growth of juice
manufacturing companies in Lagos State, Nigeria. Through meticulous analysis and examination, it has been
established that advertising plays a pivotal role in driving consumer engagement and ultimately influencing
purchasing behavior within the juice market. By effectively capturing consumer attention, generating interest,
fostering desire, and prompting action, advertising campaigns have demonstrated their effectiveness in
stimulating demand and driving sales growth for juice products. Considering the noteworthy impact of advertising
on sales growth, it is advisable for companies to allocate resources towards crafting comprehensive marketing
campaigns. These campaigns ought to span diverse media channels and utilize inventive messaging to effectively
connect with and captivate target consumers. Through strategic investment in advertising, companies can bolster
brand visibility and ignite consumer demand, consequently fueling the upward trajectory of sales growth.

Limitations and future directions for research

The study experienced some deficiencies that led to some limitations in the presentation, interpretation
and generalization which would have been useful as a ground for further studies. The research instrument
administration was challenged by the usual apathy of some of the respondents who withheld sensitive information,
refused to sincerely respond, and totally refused attending to the questionnaire. However, this was mitigated by
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the provision of attrition of 30% in the course of data gathering. Further research can dwell on the growing
importance of sustainability and ethical considerations in consumer purchasing decisions, future researchers could
investigate the impact of sustainability-oriented and ethically-driven advertising strategies on sales growth within
the juice manufacturing industry. Exploring how companies communicate their sustainability initiatives,
corporate social responsibility efforts, and ethical practices to consumers could shed light on the role of ethical
marketing communication in enhancing brand reputation, consumer trust, and long-term business success.
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