1.1 INTRODUCTION AND BACKGROUND ABOUT THE STUDY
This study titled “A Study on Advertisement Effectiveness of Namazco Oils Pvt. Ltd., Pachapoika” aims to analyse the reach and influence of the company’s advertising campaigns among consumers. It further seeks to identify whether the current promotional strategies align with customer expectations and contribute to brand preference and market growth. The findings of the study will provide meaningful insights that may support Namazco Oils in refining its advertising strategies and enhancing customer engagement in the future.
Advertising plays a crucial role in today’s competitive market environment, where businesses continuously seek effective ways to promote their products and influence consumer behaviour. The primary objective of advertising is not only to create awareness but also to persuade customers and establish a strong brand identity. With the increasing availability of products in the market, consumers often rely on advertisements for cues regarding product quality, features, value, and emotional appeal. Hence, assessing the effectiveness of advertisements becomes essential to determine whether they are able to inform, engage, and convince the target audience.
In the fast-growing edible oil sector, advertising has become a vital tool for companies to differentiate their brands and position themselves in the minds of consumers. Factors such as changing food habits, rising health awareness, and the shift towards branded edible oils have increased the importance of effective marketing communication. In this context, Namazco Oils, a recognized brand in the edible oil industry, has adopted various promotional strategies, including digital marketing, television advertisements, print media, and outdoor campaigns, to attract and retain consumers. The brand focuses on highlighting aspects such as purity, nutritional value, quality assurance, and emotional connection through its marketing messages.
Understanding the effectiveness of Namazco Oils’ advertisements is important for evaluating whether the intended message successfully reaches the audience and influences their purchasing decisions. Effective advertisements should attract attention, generate interest, create desire, and lead to action. Therefore, measuring consumer awareness levels, recall value, brand perception, message clarity, and the extent to which advertisements impact buying behaviour are key elements of this study.

 1.2 NEED FOR THE STUDY
This study is necessary to provide a systematic understanding of the role and influence of advertising on consumer behaviour towards Namazco Oils. It will help the company enhance its promotional effectiveness and strengthen its position in the competitive edible oil market. Consumers are exposed to numerous brands and promotional messages influencing their buying preferences. As brand loyalty and purchasing patterns are greatly shaped by marketing communication, it becomes essential for companies to evaluate whether their advertisements are effectively reaching and influencing the target audience. Namazco Oils has invested considerably in advertising across various platforms, including digital media, television, print, and outdoor promotions. However, the extent to which these advertisements have created brand awareness, influenced perceptions, and motivated consumer purchase decisions remains uncertain.
With increasing consumer awareness about health, nutrition, and product quality, the decision to purchase edible oil is no longer based solely on price but also on trust and perceived benefits. Therefore, understanding how well Namazco Oils’ advertising conveys product attributes such as purity, nutritional value, and brand promise is crucial. Evaluating advertisement effectiveness helps determine whether the promotional messages are clear, memorable, and persuasive enough to differentiate the brand from its competitors.
1.3 RESEARCH PROBLEM
Namazco Oils in the edible oil market through various advertising platforms such as television, social media, print, and outdoor campaigns, it remains unclear whether these advertisements are effectively influencing consumer perception and purchase behaviour. Although the brand emphasizes qualities such as purity, nutritional benefits, and trust, there is limited evidence on how well consumers understand, recall, and respond to these promotional messages.The core problem lies in determining whether the advertisements of Namazco Oils are achieving their intended communication goals or if gaps exist between advertisement content and consumer expectations. Additionally, it is necessary to assess whether the advertisements influence brand loyalty, recall value, and purchasing decisions, or if consumers base their buying choices on other factors such as price, taste, recommendations, or availability.
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1.4 SCOPE OF THE STUDY
The present study focuses on assessing the effectiveness of advertisements of Namazco Oils and their impact on consumer awareness, perception, and purchase behaviour. The scope of the study is confined to understanding how advertising influences customer decisions and whether the promotional messages successfully communicate the intended brand values such as purity, quality, and nutritional benefits. The study will cover consumers who are familiar with or potential users of Namazco Oils and will analyse their views regarding recall value, message clarity, emotional appeal, and credibility of the advertisements.
The study also examines the role of different media platforms such as television, digital platforms, print advertisements, and outdoor media in shaping consumer perception. By analysing consumer feedback, the research aims to identify which advertising channels are most effective and preferred by the target audience. Additionally, the scope extends to evaluating whether the advertisements contribute to brand differentiation in a competitive market where multiple edible oil brands compete for consumer attention.
1.5 OBJECTIVES OF THE STUDY
· To study the awareness level of consumers about Namazco Oils through advertisements.
· To analyse the impact of advertisements on the purchasing decision of consumers.
· To identify the most preferred advertisement medium for promoting Namazco Oils.
· To evaluate consumer perception regarding the message and content used in Namazco Oils advertisements.
· To find out the level of satisfaction of consumers towards the advertisements of Namazco Oils.
1.6 LIMITATIONS OF THE STUDY
· The  study  is  limited  to  a  specific  geographical  area  and  may  not represent the views of all consumers.
· The sample size may not be large enough to generalize the findings to the entire population.
· Responses may be influenced by personal opinions, memory recall, and bias of the respondents.
· The study focuses only on advertisement effectiveness and does not evaluate product quality or pricing factors.
· Time constraints restricted the depth of analysis and use of advanced research methods.
RESEARCH METHODOLOGY 
1.7 INTRODUCTION TO RESEARCH METHODOLOGY
Research methodology refers to the systematic procedure used to collect, analyse, and interpret data relevant to the research problem. It provides a structured approach to understanding the research objectives through appropriate tools, techniques, and methods. A sound methodology ensures accuracy, reliability, and validity of the findings. In this study, research methodology helps in examining how effective the advertisements of Namazco Oils are in influencing consumer behaviour and decision- making. The methodology outlines the research design, sampling method, data sources, data collection methods, and tools used for 1.7.1 Research Design and type of Research
The study adopts a descriptive research design, as it aims to analyse and describe consumer perception, awareness, and response towards the advertisements of Namazco Oils. The research is quantitative in nature, as numerical data is collected from respondents using a structured questionnaire. This design helps in understanding existing attitudes and behaviour patterns without altering respondent opinions.
1.7.2 Sampling Technique
A suitable sampling technique is required to select respondents for the study from the target population. For this research, a convenience sampling technique is used, as respondents are selected based on accessibility and willingness to participate.
1.7.3 Population of the Study
The population of the study consists of consumers who are aware of or use edible oil products, specifically Namazco Oils, Koothuparamba,Kannur.
1.7.4 Sample Size
For the purpose of this study, a total of 50respondents were selected to collect relevant data and analyse advertisement effectiveness.
1.7.5 Sampling Method
As mentioned, the sampling method used in the study is random sampling, which allows easy and quick data collection from willing participants.
1.7.6 Sources of Data
The study uses both primary and secondary data:
Primary Data: Collected directly from respondents through a structured questionnaire. 
Secondary Data:  Collected from journals, articles, websites, research reports, advertisements, and company publications.
1.7.7 Methods of Data Collection
The main method used for data collection is a structured questionnaire, which includes closed-ended and multiple-choice questions related to consumer awareness, perception, and response towards Namazco Oils’ advertisements.
1.7.8 Tools for Data Analysis
The collected data is analysed using simple statistical tools such as:
· Percentage analysis
· Charts and tables
1.7.9 Statistical Tool for Data Analysis
· Tabular representation
It is the statistical tool used to present data in rows and columns.
· Charts
Charts are another statistical tool used to present data in graphs and Diagrams.
Types of graphs
1. The Pie Graph
As the name suggests, the pie graph is a display of data in the form of a pie or circle. This graph type is used for showing proportions of a whole.
2. The Column or Bar Graph
The next one in the list is a column graph, also called a bar graph in statistics. We use these different types of graphs where we need to see and compare values across a range. 
· Percentage Analysis
This is a univariate analysis where the percentage of a particular factor with different categories are calculated, to help one get their fair idea regarding the sample and thereby that of population. The following is the formula,
Percentage of respondent =	No: of respondents x 100
Total no: of respondent
1.8 PERIOD OF THE STUDY
The study was conducted over a period of 21 days, including data collection, analysis, and interpretation.









2.1  REVIEW OF LITERATURE
Stewart (2000) in Advertising Effectiveness and Market Response proposed that advertising performance should be evaluated through both communication outcomes and financial indicators. His study highlighted that effective advertisements improve brand awareness, customer perception, and long-term profitability, making them essential tools for competitive advantage.
Vakratsas and Ambler (2000) in How Advertising Works: What Do We Really Know? analyzed various advertising models and concluded that advertising influences consumers through cognitive, emotional, and behavioral responses. Their framework remains widely used in advertising effectiveness research.
Tellis (2004) in Effective Advertising Strategies examined how repetition and message frequency affect consumer recall. He found that consistent exposure strengthens brand recognition and improves consumer memory, thereby increasing advertisement effectiveness.
Belch and Belch (2004) in Advertising and Promotion: An Integrated Marketing Communications Perspective explained that creative message appeals significantly enhance advertising impact. Their work emphasized that emotional and humorous advertisements produce stronger audience engagement than purely informational ones.
Kotler and Keller (2006) in Marketing Management discussed how target-oriented advertising improves persuasion. They noted that advertisements aligned with demographic and psychographic characteristics generate better consumer response than generalized campaigns.
Dahlén (2010) in his research on creative advertising found that originality, surprise, and novelty elements increase audience attention and message retention. His findings suggest that innovation in advertising design is a key determinant of effectiveness.
Hollis (2011) in The Global Brand studied brand trust and advertising response. He concluded that consumers are more likely to respond positively to advertisements from familiar and credible brands, highlighting the importance of brand reputation.
Bakshy, Eckles, Yan, and Rosenn (2012) conducted large-scale experiments on social advertising and found that social cues such as peer recommendations significantly increase click-through rates and consumer engagement. Their research demonstrates the power of social influence in digital advertising.
Stephen (2016) in The Role of Digital and Social Media Marketing emphasized that interactivity and personalization enha nce advertising effectiveness. He stated that digital platforms allow advertisers to engage consumers directly, improving persuasion and brand loyalty.
Dubelaar and Woodside (2019) studied measurement techniques for advertising effectiveness and found that survey design and response framing can influence results. Their research stressed the importance of accurate measurement tools in evaluating advertisement performance.
Ang and Koslow (2020) analyzed advertising creativity and concluded that campaigns based on strong consumer insights and strategic planning generate higher effectiveness than purely artistic advertisements.
Han (2024) examined personalized advertising and found that tailored messages significantly increase consumer engagement and purchase intention. His study indicates that data-driven targeting is becoming essential for modern advertising success.
Meguellati (2025) investigated AI-generated advertising and discovered that AI-created advertisements can sometimes outperform human-designed ones in persuasion when optimized using consumer data. This shows the growing importance of artificial intelligence in advertising strategies.





2.2 THEORETICAL FRAMEWORK 
Advertising effectiveness refers to the extent to which an advertisement achieves its intended objectives, such as creating awareness, influencing attitudes, generating interest, and stimulating purchase behavior. In marketing theory, advertising is not merely a promotional tool but a strategic communication process designed to shape consumer perceptions and decision-making. Theoretical discussions on advertising effectiveness focus on understanding how messages are processed, how attitudes are formed, and how behavior is influenced through exposure to advertising stimuli.
The effectiveness of advertising is evaluated through both communication outcomes (recall, awareness, comprehension, persuasion) and behavioral outcomes (purchase intention, trial, loyalty, and brand switching). Scholars emphasize that effectiveness cannot be measured solely by sales because external factors such as pricing, competition, distribution, and economic conditions also affect sales performance. Therefore, advertising theory integrates psychological, behavioral, and economic principles to explain how advertising works.
Meaning and Definition of Advertisement
Advertising can be defined as any paid form of presentation and promotion of ideas, goods, or services by an identified sponsor. It is a controlled communication process designed to inform, persuade, or remind consumers about a product or brand.
Key elements in the definition include:
· Paid communication: Advertisers pay media channels to deliver messages.
· Non-personal presentation: Advertising reaches mass audiences rather than individuals.
· Identified sponsor: The advertiser’s identity is disclosed.
· Persuasive intention: The ultimate goal is to influence attitudes or behavior.
Different scholars define advertising from different perspectives. Some focus on its persuasive function, others on its informational role, and some emphasize its ability to shape consumer perceptions. Regardless of definition, all agree that advertising is a structured communication tool used to achieve marketing objectives.

Objectives of Advertisement
Advertising objectives refer to the specific goals that a firm intends to achieve through its advertising efforts. These objectives vary depending on the stage of the product life cycle, market conditions, and company strategy. Major objectives include:
Informative Objective
Informative advertising aims to create awareness and provide information about new products, features, or benefits. This type is common during product introduction stages when consumers need basic knowledge about the offering.
Persuasive Objective
Persuasive advertising seeks to convince consumers to choose one brand over another. It emphasizes unique selling propositions, benefits, or emotional appeal to influence buying decisions.
Reminder Objective
Reminder advertising is used to reinforce brand recall and maintain consumer interest, especially for established products. It ensures that the brand remains in consumers’ minds when they make purchase decisions.
Reinforcement Objective
Reinforcement advertising reassures existing customers that they made the right purchase decision, encouraging loyalty and repeat purchases.
Importance of Advertisement
Advertising plays a vital role in business, society, and the economy. Its importance can be understood from multiple perspectives:
For Businesses
· Builds brand awareness
· Increases sales
· Enhances company image
· Facilitates market expansion
For Consumers
· Provides information about products
· Helps compare alternatives
· Reduces search costs
· Improves decision making
For Society
· Encourages competition
· Supports media industries
· Promotes innovation
· Generates employment opportunities
Without advertising, consumers would have limited knowledge about available products, and firms would struggle to reach potential buyers efficiently.
Functions of Advertisement
Advertising performs several essential functions in marketing communication:
Communication Function
Advertising acts as a bridge between producers and consumers by conveying product information, benefits, and usage instructions.
Persuasion Function
Advertisements influence consumer attitudes and motivate them to take action, such as purchasing or visiting a store.
Reminder Function
Advertising keeps brands visible in the marketplace and ensures that consumers remember them when making purchasing decisions.

Value Addition Function
Advertising adds value to products by creating favorable brand images and emotional associations, which increase perceived quality.
Support Function
Advertising supports other marketing efforts such as sales promotions, personal selling, and public relations by strengthening brand communication.
Types of Advertisement
Advertising can be classified in several ways depending on purpose, media, and target audience.
Based on Purpose
· Informative advertising
· Persuasive advertising
· Reminder advertising
Based on Media
· Print advertising (newspapers, magazines)
· Broadcast advertising (TV, radio)
· Outdoor advertising (billboards, banners)
· Digital advertising (websites, social media)
Based on Target Audience
· Consumer advertising
· Industrial advertising
· Trade advertising
· Professional advertising
Each type has its own advantages and is selected based on marketing objectives and budget considerations.

Advertising Media
Advertising media refers to the channels used to deliver advertising messages. Selection of media is critical because it determines reach, frequency, cost, and impact.
Major Media Types
· Television – high reach and audiovisual impact
· Radio – cost-effective and flexible
· Newspapers – wide local coverage
· Magazines – selective audience targeting
· Internet – interactive and measurable
· Social media – highly targeted communication
· Outdoor media – constant visibility
The effectiveness of advertising largely depends on selecting the right media mix that aligns with the target audience and campaign goals.
Advertising Process
The advertising process involves a series of systematic steps:
1. Identifying target audience
2. Setting advertising objectives
3. Determining budget
4. Designing message
5. Selecting media
6. Implementing campaign
7. Evaluating effectiveness
Each stage requires careful planning and coordination to ensure that advertising efforts achieve desired results.

Advantages of Advertisement
Advertising offers numerous benefits:
· Reaches large audiences quickly
· Builds brand image
· Enhances product demand
· Supports distribution channels
· Provides information to consumers
· Encourages competition
Because of these advantages, advertising is widely used by organizations of all sizes.
Limitations of Advertisement
Despite its benefits, advertising also has limitations:
· High cost
· Message clutter and competition
· Short attention span of consumers
· Difficulty in measuring exact impact
· Possibility of misleading information
Therefore, companies must design advertising campaigns carefully to maximize benefits and minimize drawbacks.
Role of Advertising in Modern Marketing
In modern marketing, advertising plays a strategic role rather than a supportive one. It helps firms create brand differentiation, maintain customer loyalty, and compete in global markets. Digital technology has further enhanced advertising capabilities by allowing real-time tracking, personalized messaging, and interactive communication.
Today, advertisers use data analytics, artificial intelligence, and consumer insights to design campaigns that match individual preferences. This shift toward data-driven advertising has increased efficiency and improved return on investment.
Ethical Issues in Advertising
Ethics in advertising refers to moral principles governing advertising practices. Ethical concerns arise when advertisements:
· Mislead consumers
· Exaggerate claims
· Promote harmful products
· Exploit emotions or fears
Responsible advertising should be truthful, transparent, and socially responsible. Regulatory bodies in many countries monitor advertisements to ensure fairness and protect consumers from deception.













3.1 INDUSTRY PROFILE 
Coconut Oil Industry in India
The coconut oil industry in India is a vital agro-based sector closely linked with coconut cultivation, rural livelihoods, and traditional consumption patterns. India is one of the leading producers of coconuts, and coconut oil forms an important value-added product derived from copra (dried coconut kernel). The industry is especially concentrated in southern states such as Kerala, Tamil Nadu, and Karnataka.
Nature and Structure of the Industry
The coconut oil industry is largely fragmented, consisting of:
· Small-scale and traditional oil mills
· Medium-scale processing units
· A few organized branded players
Production begins with drying coconut into copra, which is then processed to extract oil through mechanical or modern extraction methods. Two main types of oil are produced:
Edible coconut oil (used for cooking in many regions)
Non-edible coconut oil (used for hair care, cosmetics, and industrial purposes)
Major Players
The organized segment includes well-known companies such as Marico Limited, which markets the popular Parachute brand, and Kerala State Coconut Development Corporation. Other regional and cooperative brands also play an important role in procurement and processing.
Production and Supply Chain
The supply chain typically involves: 
· Coconut farmers
· Copra makers
· Oil extraction units
· Wholesalers and retailers
Kerala contributes a major share of coconut oil production, though Tamil Nadu has recently emerged as a strong competitor due to higher productivity and better irrigation facilities.
Uses of Coconut Oil
Coconut oil has wide applications:
Cooking oil (especially in South India)
Hair oil and personal care products
Ayurvedic medicines
Soap and cosmetic manufacturing
Its antimicrobial and nourishing properties make it popular in both domestic and industrial uses.
Economic Importance
The industry provides employment to a large number of people, particularly in rural areas. It supports farmers, laborers, traders, and small entrepreneurs. Coconut oil also contributes to India’s export earnings, especially in the form of virgin coconut oil and value-added products.
Challenges Faced
Despite its importance, the industry faces several challenges:
Fluctuating prices of coconut and copra
Competition from cheaper edible oils like palm oil
Climate change affecting coconut yield
Lack of modernization in small-scale units
Recent Trends
There is growing demand for virgin coconut oil (VCO) due to increasing health awareness. The industry is also witnessing:
Branding and packaging improvements
Expansion into organic and export markets
Government support through schemes and subsidies
Conclusion
The coconut oil industry in India is a traditional yet evolving sector that plays a significant role in rural development and the agro-economy. While it faces challenges from market competition and price volatility, increasing health consciousness and value addition are creating new opportunities for growth and sustainability.
THE KERALA ADVANTAGE
Kerala has an enviable tradition of literacy and social development, is endowed with unique natural resources and is supported by a thriving Diaspora.
High Quality Human Capital and Social Development
Kerala has enviable human resources. Its literacy levels are over 90 per cent, significantly above the country average, especially for women. On social indicators, too, Kerala is well ahead of other Indian states. The state scores the highest among all Indian states on the UNDP Human Development Index. Its female-to-male ratio is the best in the country, and among the best in the world. It has the most extensive medical
Economic success
NRls from Kerala are economically successful, and remit significant amounts to their home state. Over the past 5 years, deposits from non-resident Keralites have grown at a healthy 15 per cent CAGR, and account for an impressive 13 per cent of the country's total NRI deposits. This could grow further, through a systematic programme on the lines of the initiatives undertaken by the Chinese Government. However, the performance of the state in the industrial sector leaves much to be desired. The hopes and aspirations of people of Kerala can b fulfilled only by bringing in a paradigm shift in the policies hitherto followed and articulating a vision of Kerala, new and bold. Kerala offers numerous advantages to investors. A study conducted by the Confederation of Indian Industry (CII} across 18 states in India, on the attractiveness of the states in attracting investments , rated Kerala as the third best in the country in overall ranking.
Objectives
The industrial policy 2001 aims to accelerate the industrial growth in the state by attracting a steady stream of investment in industry, infrastructure and core strength sectors by creating a congenial investment climate in the state. Considering the constraints that the state faces in increasing productivity and growth in the other sectors, it is the industrial and service sectors that hold out the most promise.
The growth in the industrial sector is contingent on massive investment. Such investment cannot obviously come from the Government's budget, as it would involve an unbearable level of taxation. The solution lies in attracting private investment into the state by creating an environment that favours such investment.
The ultimate goals of the Industrial Policy 2001 are indicated below:
· Enhanced and sustained industrial growth rate and generation of higher employment in industry.
· Creation and maintenance of an investment friendly climate and facilitation of measures to maximize global and local investment in industry.
· Maximization of private investment in infrastructure development, with Government investment only in areas/functions where private investment cannot be attracted.
· Elimination of all restrictive labor practices, ensuring cordial industrial relations and establishment of new work culture, with productivity orientation and productivity-linked wages.
· Special legal dispensation enabling a more liberalized environment within notified industrial zones, parks and estates.
· Nurturing the scarce entrepreneurial talent for the sustainable creation of industrial wealth with special emphasis on technically qualified persons, those from the business community, women and disadvantaged sections.
· Co-ordination of industry with the educational system in order to produce and update the particular knowledge and skills required by industry from time to time.
· R-engineering the Government's delivery mechanism (departments and agencies as well as systems and procedures) to make them responsive, result-oriented and transparent.
· Special development of sunrise sectors including information technology, biotechnology, food and agro processing, infrastructure and service with high growth potential.
· Maximization of value addition within the state for indigenous produce and minerals and intensive growth (particularly export-oriented) of Kerala's products and services.
· Industrial development in a manner compatible with energy conservation and environmental concerns.
· Ensuring cost effectiveness and accountability by restructuring public enterprises.
· Providing a social safety net for those adversely affected by industrial restructuring.
· Reducing Government involvement in commercial activities and industrial production gradually.
Empowerment of the traditional sector to face up to global challenges by appropriate technology, productivity improvement, design/development and marketing.
IMPORTANT AREAS
Small Scale Industries
The small scale industrial sector will be equipped to cope with global competition by suitable up gradation of technology, cost reduction techniques and sound management. For this, the Department of Industries and Commerce is to be re-engineered into a competent and professional support agency for the SSE sector. The personnel of this ISO 9002 certified Department will be trained appropriately and sector-specific cells created which will interact with expert consultants to formulate profiles of projects viable for Kerala, after conducting potential/ demand surveys. The existing industrial co-operative societies will be modernized and new ones promoted under the Self reliant Co-operatives legislation. Sector specific clusters of industrial units will be promoted with the assistance of financial institutions and skill development facilitated through common facility centers and training institutions. Private participation will be encouraged for the development of infrastructure including new industrial estates and plot, with the Government acquiring suitable land for entrepreneurs, identified by them. Household units, especially to generate employment among women, will be promoted both in the production and service sectors. The intensive industrialization programme will be used to improve the documentation, technical knowledge and management facilities with increased emphasis on technology up gradation for small scale industry and dissemination of information using digital technology and networking. SIDCO will be molded into an efficient, professional agency for marketing of SSE products with common branding and publicity as well as for other self-sustainable lines of business.
Investment promotion
The Government shall organize a well planned and sustained marketing campaign to promote Kerala as an ideal investment destination.
Periodic open sessions with industrialists will be held, presided over by the Chief Minister at the ministerial level and by the Chief Secretary at the official level. The task force headed by the Minister (industries) wills co-ordinate investment promotion activities. A special cell will be constituted KSIDC to provide escort facilities to NRIs / foreign direct investors, especially from the Gulf. It shall also function as a Technology Development Cell.
Simplification of procedures
The directorate of industries and commerce will be restricted to play the role of facilitator and to act as a promotional agency with simplified systems and procedures rather than as a regulatory agency. The Single Window Clearance Boards at the state, District and Industrial Area levels will co-ordinate the issue of clearances required by new industrial units being set up in the state within specified time frames. The Government will move progressively to a self-certification regime and verification by professional non-governmental bodies for various inspections conducted by various Government departments being carried out at present. A high level inter-ministerial task force will be constituted to study how this can be implemented and submit recommendations to government.
Technology up gradation, Quality certification, Intellectual property
Up gradation of and transfer of technology to industry will be priority strategy for the industrial development of Kerala. The R&D institutions in the state will be enabled to take up technology development in specific industrial sectors in the state. Encouragement will be given for getting accreditation with international quality testing agencies. Grants will be provided to industrial units for quality certification by approved institutions/ research laboratories at the rate of 50% of the expenditure subject to a maximum of Rs. 2lakhs per unit. The government will help entrepreneurs obtain patents/intellectual property rights (IPR). Up to Rs.5 lakhs will be provided, limiting to 50% of the expenses, for procuring patent/IPR Cell in KSIDC to assist entrepreneurs. The Government has appointed standing committees of experts; to study the impact of the WTO agreements on various sectors and the suggestions of the committees will be acted upon promptly to enhance the competitiveness of Kerala's products and services.
Local Government initiatives
The decentralized governance implemented in Kerala is widely acclaimed as a success in regional development. Local bodies have the advantage of an outlook of co-ordination between various development departments and institutions, focusing more geographical rather than on departmental boundaries. All the available resources of local self-governments will be utilized for industrialization. They will be encouraged to co-ordinate with other industrial development departments, agencies and financial institutions to promote feasible local enterprises identified by potential surveys.
Implementation
For sustained co-ordination between the various departments of the state to implement decisions relating to the industrial policy, a committee under the chairmanship of the Minister (industries) will conduct periodic reviews. T the Government will ensure the effective implementation of the Single Window Clearance Act for all new industrial projects. There will be sincere appreciation of the needs and problems of entrepreneurs and a decisive response to them. The required Government orders, statutory notifications and amendments will be issued promptly from time to time.
A task force headed by the Minster (industries & social welfare) with the principal secretary (industries), secretary (IT), secretaries (industries), Managing Director, KSIDC and the Director of Industries and Commerce as members will be constituted. Investors/entrepreneurs would be free to approach the secretary (industries) who will be nominated as the Nodal officer of this task force. The task force shall meet once a week to discuss and decide regarding issues and problems in the sectors impinging on industrial development in Kerala, including the difficulties faced by the individuals medium/large enterprises. Entrepreneurs, media, trade associations and unions will have the opportunity to interact with the Nodal Officer who will also be entrusted with the implementation of the communication strategy to market Kerala as an attractive investment destination. 













4.1 COMPANY PROFILE
NAMAZCO Pvt Ltd., is a Pvt Ltd.. company which is a manufacturer of bottles and concentrates purchases and trade of coconut oil, copra, edible oil and bottle filling of coconut oil. Kairali Pet Industries is the sister concern of NAMAZCO, concentrated on bottle manufacturing. It was established in the year of 2007, April. The company started its operation under the ownership of Mr. A. Noufal. The company concentrates majorly on International Pet Industries, Coconut Oil, Copra trade, Edible Oil, Oil filling and Trade links on copra and Coconut Oil. Pet industry is based on sole proprietary ownership. Others are on partnership basis. The company's new venture is an international pepper exporting business, planning to establish its operations at Koorg.
The products are manufactured and distributed under the registered trade name NAMAZCO. They are keeping their quality quite constantly. They follow the rules and regulations that are given by the quality standards. Their packing also maintain very good standard. As NAMAZCO is the only pet industry performing on bottle manufacturing in Malabar region, it has got no base competitors at a large scale and has a bright future of expansion and growth. 
MISSION:
NaMazco objective is, in the ever expanding market scenario, we want to carve a niche for Ourselves with our high quality products and services, and without compromising on either our traditional values or ethics.
VISION:
NaMazco firmly believe that it is our mission to grow and thus to take part in the growth and development of the whole society.
STREAMS OF BUSINESS:
A. "Pet solution for clarity"
NaMazco Manufactures high quality PET containers and bottles. Using only high quality polymers and through processes which are absolutely eco friendly, we make jars and bottles in various shapes and sizes to the demands and needs of a multitude of industries.
NaMazco Supplies PET containers to many leading business concerns in the region. Many Kudumbasree, Gramasree and co operative societies use bottles and containers produced by us to show case their merchandises.
B. COPRA EXPORTERS:
We are one of the distinguished coconut copra manufactures & exporters of Kannur District. NaMazco products are exported all over the country, mainly to Tamil Nadu. Kamataka, Kolkata and so on. Our coconut copra is not only delicious but also high in demand for their fine-quality.
It is proud to mention that major reputed companies like Marico oil industries Mumbai, ShalimarOil Hyderabad and Kerafed Kerala and so on depends on NaMazco products which is the 'form factor' for all we meant for.
C. COCONUT EXPORTERS:
It is a dream come true .It is the fulfillment of a desired goal it is a completion of a task that cannot be quantified. It was a great challenge to bring out such an outstanding exporters of coconuts to all over the country, mainly to co-operative societies in each and every products of NaMazco, footprints of success will be visible. And that's the secret behind our success. Our victory, our's as well as customers satisfaction,
D. COCONUT OIL
In gods own country... Our own taste"
NaMazco Produce finest quality coconut oil from best quality ripe copra through special advanced technology. Our product Namaz coconut oil available in convenient packages of 250ml, 500ml, lltr pouches and pet bottles is an established brand in the market with demand increasing day by day. Its premium quality and competitive price make it an ideal choice for the discerning public.



COMPANY DETAILS
Company Name		:	NAMAZCO
Chairman			:	M .A. NOUFAL
Registered office		:	Pachapoika-670643. Kuthuparamba
Kannur Dist- Kerala, India
Phone: +91 490 2364571 | 2364479 |
2360509
Fax: +91 490 2360509
Email: namazco@gmail.com
Products			:	Coconut oil, pet Bottles
Market				:	Kerala
Website			:	www.namazco.com
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DEPARTMENTAL STUDIES
PRODUCTION DEPARTMENT
Production is a series of process deals with the concept and Technique mental air, physical skill of craftsman and consist of changing the shape, size and properties of material and ultimately them in to more useful articles production managements tell how to manage direct human efforts in productive environment. The production may be defined as an organized activity of transforming.
Raw material into finished products." Industrial production managers co-ordinate the resources and activities required to produce millions of goods every year throughout the world. Due to the wide variety of these goods and differences among factories, manager's duties vary from plan to plant. In general, industrial production managers share many of the same major functions regarding of the industry.
These function include responsibility for production scheduling. Staffing, equipment, quality control, inventory control and the co-ordination of production activities with those of other departments.
The primary mission of manufacturing and production manager's is planning the production schedule with in budgetary eliminations and time constraints. The entarlsanalyzing the plants personnel and capital resources and selecting the best way to meet the production quota. Manufacturing and production manages determine which machines will be used, whether overtime are necessary, and the sequence of production. They also monitor the production run to make sure that it stay on schedule and correct any problems that may arise. Manufacturing and production managers also monitor product standards when quality drops below the established standard, they must determine why standards aren't being maintained and low to improve the product If the problem is poor work. The manager may implement better training programs reorganize the manufacturing process or institute employee suggestions or improvement programmers. If the cause is substandard materials, the manage works with the purchasing department improve the quality of the raw material purchased.
Production is the most important function of every organization. . Production is the process by which, raw materials and other inputs are converted into finished products. Improved production technology, efficient utilization of material and cost efficient are the important factors, which determined the long-term success of an organization. In Parco, the Factory manager and Technical advisor are the head of the Production department. The production department takes all decision about the production. It needs no exaggeration to say that production makes significant contribution to the society's well being. The standard of living of people depends on production of goods and services.
FUNCTIONS OF PRODUCTION DEPARTMENT: 
1. To locate, evaluate and develop sources of a material, suppliers are service that company needs.
2. To ensure good working relation with their source in matter like quality, delivery, payment and exchange on return.
3. To seek out new material and put new sources of better product and materials , so that they can be evaluated for possible use by the company.
4. The purchase wisely the items that the company used the best prices consistent with quality requirements and to handle the necessary negotiation to carry out this activity.
5. To initiate, if necessary, wed to co-operate in cost reduction program value, makes or buy studies, market analysis and long range planning.
6. To work to maintain an effective communication linkage between departments within and its suppliers or potential suppliers.
7. To keep top management too aware of costs involved in the company's procurement affect the company's profit or growth potential
Activities of production department: 
The entire responsibility of the production department rest with production manager as such overall production activities are performed in production department under the control of production manager.
Production planning: 
The term prepares annual statement of production planning based on market demand and special orders. Production planning separately mention monthly, weekly, and daily budget target. Thus it is based on production planning that the firm carry out its daily performance report and other performance report and so on.
Resource planning; 
Resource planning depends on production planning. It is only after production planning there the resource planning can be done. Purchase officer related to the amount and time does the function of planning.
Production: 
Based on customer specification and approval production is made and also ascertain to know whether production is confirming to customer order and specification. It also helps us to know whether production meets the standard norms and quality standards set up in each stage of production. It also helps to prepare a proper reconciliation of the consumption of material with cost sheet and variations of any.
Production planning department: 
Production planning department is working under the planning engineer who is reporting to the production engineer. This department is responsible for the entire production planning in consultation with the various departments.
Proper communication with all departments is necessity for the success of production. This is mainly done because every activity in the plant is in some way of other way related to this department. This department plans monthly as well as daily production and monitoring the same.
PRODUCTION AS A SOURCE OF ECONOMIC WELL-BEING
In principle there are two main activities in an economy, production and consumption. Similarly there are two kinds of actors, producers and consumers. Well-being is made possible by efficient production and by the interaction between producers and consumers. In the interaction, consumers can be identified in two roles both of which generate well-being. Consumers can be both customers of the producers and suppliers to the producers. The customers' well-being arises from the commodities they are buying and the suppliers' well-being is related to the income they receive as compensation for the production inputs they have delivered to the producers.
Stakeholders of production
Stakeholders of production are persons, groups or organizations with an interest in a producing company. Economic well-being originates in efficient production and it is distributed through the interaction between the company's stakeholders. The stakeholders of companies are economic actors which have an economic interest in a company. Based on the similarities of their interests, stakeholders can be classified into three groups in order to differentiate their interests and mutual relations. The three groups are as follows:
· Customers
· Suppliers
· Producers.
The interests of these stakeholders and their relations to companies are described briefly below. Our purpose is to establish a framework for further analysis.
CUSTOMERS
The customers of a company are typically consumers, other market producers or producers in the public sector. Each of them has their individual production functions. Due to competition, the price-quality-ratios of commodities tend to improve and this brings the benefits of better productivity to customers. Customers get more for less. In households and the public sector this means that more need satisfaction is achieved at less cost. For this reason the productivity of customers can increase over time even though their incomes remain unchanged.
SUPPLIERS
The suppliers of companies are typically producers of materials, energy, capital, and services. They all have their individual production functions. The changes in prices or qualities of supplied commodities have an effect on both actors' (company and suppliers) production functions. We come to the conclusion that the production functions of the company and its suppliers are in a state of continuous change.
The inputs or resources used in the production process are called factors of production by economists. The inputs are usually grouped into four categories. These factors are:
· Raw material
· Labour services
· Capital goods
· Land
In the "long run", all of these factors of production can be adjusted by management. The "short run", however, is defined as a period in which at least one of the factors of production is fixed.
A fixed factor of production is one whose quantity cannot readily be changed. Examples include major pieces of equipment. suitable factory space, and key managerial personnel.
A variable factor of production is one whose usage rate can be changed easily. Examples include electrical power consumption, transportation services. and most raw material inputs. In the short run, a firm's "scale of operations" determines the maximum number of outputs that can be produced. In the long run, there are no scale limitations.
PRODUCER COMMUNITY
The incomes are generated for those participating in production, i.e., the labour force. society and owners. These stakeholders are referred to here as producer communities or, in shorter form, as producers. The producer communities have a common interest in maximizing their incomes. These parties that contribute to production receive increased incomes from the growing and developing production.
The well-being gained through commodities stems from the price-quality relations of the commodities. Due to competition and development in the market, the price-quality relations of commodities tend to improve over time. Typically the quality of a commodity goes up and the price goes down over time. This development favourably affects the production functions of customers. Customers get more for less. Consumer customers get more satisfaction at less cost. This type of well-being generation can only partially be calculated from the production data. The situation is presented in this study. The producer community (labour force, society, and owners) earns income as compensation for the inputs they have delivered to the production. When the production grows and becomes more efficient, the income tends to increase. In production this brings about an increased ability to pay salaries, taxes and profits. The growth of production and improved productivity generate additional income for the producing community. Similarly the high income level achieved in the community is a result of the high volume of production and its good performance. This type of well-being generation - as mentioned earlier - can be reliably calculated from the production data. 
MAIN PROCESSES OF A PRODUCING COMPANY
A producing company can be divided into sub-processes in different ways; yet. the following five are identified as main processes, each with a logic, objectives, theory and key figures of its own. It is important to examine each of them individually, yet, as a part of the whole, in order to be able to measure and understand them. The main processes of a company are as follows:
· Real process.
· Income distribution process
· Production process.
· Monetary process.
· Market value process.
Production output is created in the real process, gains of production are distributed in the income distribution process and these two processes constitute the production process. The production process and its sub-processes, the real process and income distribution process occur simultaneously, and only the production process is identifiable and measurable by the traditional accounting practices. The real process and income distribution process can be identified and measured by extra calculation, and this is why they need to be analyzed separately in order to understand the logic of production and its performance.
Real process generates the production output from input, and it can be described by means of the production function. It refers to a series of events in production in which production inputs of different quality and quantity are combined into products of different quality and quantity. Products can be physical goods, immaterial services and most often combinations of both. The characteristics created into the product by the producer imply surplus value to the consumer, and on the basis of the market price this value is shared by the consumer and the producer in the marketplace. This is the mechanism through which surplus value originates to the consumer and the producer likewise. It is worth noting that surplus values to customers cannot be measured from any production data. Instead the surplus value to a producer can be measured. It can be expressed both in terms of nominal and real values. The real surplus value to the producer is an outcome of the real process, real income, and measured proportionally it means productivity.
The concept "real process" in the meaning quantitative structure of production process was introduced in Finnish management accounting in 1960's. Since then it has been a cornerstone in the Finnish management accounting theory. (Riistama et al. 1971)
Income distribution process of the production refers to a series of events in which the unit prices of constant-quality products and inputs alter causing a change in income distribution among those participating in the exchange. The magnitude of the change in income distribution is directly proportionate to the change in prices of the output and inputs and to their quantities. Productivity gains are distributed, for example, to customers as lower product sales prices or to staff as higher income pay.
The production process consists of the real process and the income distribution process. A result and a criterion of success of the owner is profitability. The profitability of production is the share of the real process result the owner has been able to keep to himself in the income distribution process. Factors describing the production process are the components of profitability, i.e., returns and costs. They differ from the factors of the real process in that the components of profitability are given at nominal prices whereas in the real process the factors are at periodically fixed prices.
Monetary process refers to events related to financing the business. Market value process refers to a series of events in which investors determine the market value of the company in the investment markets.
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FINANCE DEPARTMENT
Finance is considered as the crucial element of any organizations. Generally says that it is the life blood of any type of business. Without finance the business cannot able to survive and run. So that it is also called the backbone of business. Without money, there could not be business start-up, investments, sustainability or organizational growth. Therefore, finance requires a proper planning and control to achieve the objectives of the organization. So that financial management has a vital role in an organization.
The financial management is that managerial activity which is concerned with planning and controlling of firm's financial resource. The practicing managers are interested in this subject because among the most crucial decisions of the firm are those which relates to finance and an understanding of theory of financial management provides them with conceptual and analytical insight to make those decisions skillfully. Financial management is always thinking how we can use our money for getting maximum return and for achieving the organizational goals.
Financial management is that managerial activity which is concerned with the planning and controlling of the firm’s financial resources. It was a branch of economics till 1890, and as a separate discipline, it is of recent origin. Still it has no unique body of knowledge of its own, and draws heavily on economics for its theoretical concepts even today.
The subject of financial management is of immense interest to both academicians and practicing managers. It is of great interest to academicians because the subject is still developing and there are certain areas where controversies exist for which no  unanimous solutions have been reached. Practicing managers are interested in this subject because among the most crucial decisions of the firm are those which relate to finance and an understanding of the theory of financial management provides them with conceptual and analytical insights to make those decisions skillfully.
In this unit you will learn about the time value of money and risk and return. Compounding and discounting are the two ways in which the time value for money can be accounted. Compounding implies receiving the principles plus the interest at the time of maturity of the investment period is over. In finance theory , it is important to understand the concept of risk and return. Further, it is important to understand the risk of a portfolio of securities. The capital asset pricing model (CAPM) is a model that provides a framework to determine the required rate of return or an asset and indicates the relationship between return and risk of the asset.
The theory of finance has undergone fundamental changes over the past three decades or so. Finance is no more a descriptive discipline; it is now viewed as a specialized branch of applied micro-economics, and the emphasis now is on the development of seems to have created some gap between theory and practice. It is also felt that the finance theory is not completed and meaningful without its linkage with strategic management. Therefore, there is a need for interdisciplinary interactions.
Meaning of Financial Management
The terms Financial Management, Business Finance, Corporation Finance and Managerial Finance practically mean the same thing and are used interchangeably. Financial Management involves managerial activities connected with procurement and utilization of funds for business purposes. According to Hoagland," Financial Management deals with how the corporation obtains the funds and how it uses them". It is an integral part of overall management.
The definitions of Financial Management can be classified into three broad groups. According to one group Financial Management is simply the task of providing funds needed by the enterprise on suitable terms. This view may rightly be called the procurement view. Though this definition of finance highlights the central point of finance function i.e., procurement of funds for the business, but to confine it to this aspect alone is a narrow view. In fact finance function is a broader function than the supply of funds.
The second definition considers that finance function is concerned with cash. Since all business dealings are ultimately expressed in terms of cash every activity within the business is the concern of the Finance Manager. According to this approach Finance Manager is required to go into the details of every activity taking place in the business. This, of course, is a very wide view.
According to the third approach, Financial Management is concerned with procurement of funds and their effective utilization in the business so, the responsibility of Finance Manager is not limited to procurement of sufficient funds to meet the requirements of the business, but extends to their optimal utilization. Thus, Financial Management covers financial planning, raising the required funds and the optimum use of fiancé as well as financial control.
According to Joseph and Massie "Financial Management is the operational activity of a business that is responsible for obtaining and effectively utilizing the funds necessary for efficient operations". The core of Financial Management is decision making in the areas of investment, finance and dividend. Investment decisions include decisions regarding utilization of funds in one activity or the other. Financing decisions include decisions as regards how the total funds required by the firm are to be raised such as by issue of shares, raising of loans or by retaining of profits. Dividend decisions include decisions regarding how the firm’s profits should be allocated between dividend and retention.
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Table 5.1 
Age of the Respondents
	Age Group
	No. of Respondents
	Percentage

	Below 18 years
	4
	8

	18–25 years
	15
	30

	26–35 years
	18
	36

	36–45 years
	9
	18

	Above 45 years
	4
	8

	Total
	50
	100


Source: Primary Data  
Chart 5.1
Age of the Respondents

Interpretation:
Table 5.1 shows the age of the respondents. 8% of the respondents are below 18 years, 30% are in the age group of 18–25 years, 36% belong to 26–35 years, 18% fall under 36–45 years, and 8% are above 45 years.


Table 5.2 
Gender of the Respondents
	Gender
	No. of Respondents
	Percentage

	Male
	28
	56

	Female
	20
	40

	Prefer not to say
	2
	4

	Total
	50
	100


Source: Primary Data  
Chart 5.2
Gender of the Respondents

Interpretation:
Table 5.2 shows the gender of the respondents. 56% of the respondents are male, 40% are female, and 4% preferred not to say their gender.




Table 5.3 
Monthly Household Income
	Income Level
	No. of Respondents
	Percentage

	Below ₹10,000
	6
	12

	₹10,001–₹25,000
	14
	28

	₹25,001–₹40,000
	16
	32

	₹40,001–₹60,000
	9
	18

	Above ₹60,000
	5
	10

	Total
	50
	100


Source: Primary Data  
Chart 5.3
Monthly Household Income

Interpretation:
Table 5.3 shows the monthly household income of respondents. 12% of the respondents earn below ₹10,000, 28% earn between ₹10,001–₹25,000, 32% fall under ₹25,001–₹40,000, 18% earn between ₹40,001–₹60,000, and 10% earn above ₹60,000.

Table 5.4 
Source of Awareness about Namazco Oils
	Source
	No. of Respondents
	Percentage

	TV Advertisement
	18
	36

	Social Media
	12
	24

	Newspaper/Magazine
	6
	12

	Friends/Family
	9
	18

	In-store Display
	5
	10

	Total
	50
	100


Source: Primary Data  
Chart 5.4
Source of Awareness about Namazco Oils

Interpretation:
Table 5.4 shows how respondents came to know about Namazco Oils. 36% of the respondents came to know through TV advertisements, 24% through social media, 12% through newspapers or magazines, 18% through friends or family, and 10% through in-store displays.
Table 5.5 
Frequency of Noticing Advertisements
	Frequency
	No. of Respondents
	Percentage

	Very Frequently
	10
	20

	Frequently
	14
	28

	Sometimes
	16
	32

	Rarely
	7
	14

	Never
	3
	6

	Total
	50
	100


Source: Primary Data  
Chart 5.5
Frequency of Noticing Advertisements

Interpretation:
Table 5.5 shows how often respondents notice advertisements of Namazco Oils. 20% of the respondents notice advertisements very frequently, 28% frequently, 32% sometimes, 14% rarely, and 6% never.

Table 5.6 
Media Considered Most Effective
	Media
	No. of Respondents
	Percentage

	Television
	20
	40

	Social Media
	14
	28

	Newspaper
	6
	12

	Outdoor Hoardings
	5
	10

	In-store Promotion
	5
	10

	Total
	50
	100


Source: Primary Data  
Chart 5.6
Media Considered Most Effective

Interpretation:
Table 5.6 explains the media considered most effective by the respondents. 40% of the respondents consider television as the most effective medium for advertisements, 28% consider social media, 12% consider newspapers, 10% consider outdoor hoardings, and 10% consider in-store promotion.
Table 5.7 
Advertisement Attracts Attention
	Opinion
	No. of Respondents
	Percentage

	Strongly Agree
	12
	24

	Agree
	18
	36

	Neutral
	10
	20

	Disagree
	6
	12

	Strongly Disagree
	4
	8

	Total
	50
	100


Source: Primary Data  
Chart 5.7
Advertisement Attracts Attention

Interpretation:
Table 5.7 explains respondents’ opinions on whether the advertisement attracts attention. 24% of the respondents strongly agree that the advertisement attracts attention, 36% agree with the statement, 20% neither agree nor disagree, 12% disagree, and 8% strongly disagree.

Table 5.8 
Visual Appeal of Advertisement
	Response
	No. of Respondents
	Percentage

	Yes
	30
	60

	No
	12
	24

	Not Sure
	8
	16

	Total
	50
	100


Source: Primary Data  
Chart 5.8
Visual Appeal of Advertisement

Interpretation:
Table 5.8 explains whether respondents find the advertisement visually appealing. 60% of the respondents feel that the advertisement is visually appealing, 24% feel that it is not visually appealing, and 16% are not sure about the visual appeal of the advertisement.



Table 5.9
Clarity of Advertisement Message
	Opinion
	No. of Respondents
	Percentage

	Strongly Agree
	14
	28

	Agree
	16
	32

	Neutral
	9
	18

	Disagree
	7
	14

	Strongly Disagree
	4
	8

	Total
	50
	100


Source: Primary Data  
Chart 5.9
Clarity of Advertisement Message

Interpretation:
Table 5.9 explains respondents’ views on the clarity of the advertisement message. 28% of the respondents strongly agree that the message is clear, 32% agree with the statement, 18% are neutral, 14% disagree, and 8% strongly disagree.

Table 5.10 
Advertisement Helps Remember the Brand
	Opinion
	No. of Respondents
	Percentage

	Strongly Agree
	13
	26

	Agree
	17
	34

	Neutral
	11
	22

	Disagree
	6
	12

	Strongly Disagree
	3
	6

	Total
	50
	100


Source: Primary Data  
Chart 5.10
Advertisement Helps Remember the Brand

Interpretation:
Table 5.10 explains whether the advertisement helps respondents remember the brand. 26% of the respondents strongly agree that the advertisement helps in remembering the brand, 34% agree, 22% are neutral, 12% disagree, and 6% strongly disagree.

Table 5.11 
Advertisement Highlights Product Quality
	Response
	No. of Respondents
	Percentage

	Yes
	22
	44

	No
	15
	30

	To Some Extent
	13
	26

	Total
	50
	100


Source: Primary Data  
Chart 5.11
Advertisement Highlights Product Quality

Interpretation:
Table 5.11 explains respondents’ opinions on whether the advertisement highlights product quality. 44% of the respondents feel that the advertisement highlights product quality, 30% feel that it does not highlight product quality, and 26% feel that it highlights product quality to some extent.


Table 5.12 
Advertisement Influences Purchase Decision
	Opinion
	No. of Respondents
	Percentage

	Strongly Agree
	11
	22

	Agree
	15
	30

	Neutral
	12
	24

	Disagree
	8
	16

	Strongly Disagree
	4
	8

	Total
	50
	100


Source: Primary Data  
Chart 5.12
Advertisement Influences Purchase Decision

Interpretation:
Table 5.12 explains respondents’ opinions on whether the advertisement influences their purchase decision. 22% of the respondents strongly agree that the advertisement influences their purchase decision, 30% agree, 24% are neutral, 16% disagree, and 8% strongly disagree.

Table 5.13 
Creativity of the Advertisement
	Opinion
	No. of Respondents
	Percentage

	Excellent
	10
	20

	Good
	18
	36

	Average
	12
	24

	Poor
	7
	14

	Very Poor
	3
	6

	Total
	50
	100


Source: Primary Data  
Chart 5.13
Creativity of the Advertisement

Interpretation:
Table 5.13 explains respondents’ opinion on the creativity of the advertisement. 20% rate the creativity as excellent, 36% rate it as good, 24% rate it as average, 14% rate it as poor, and 6% rate it as very poor.

Table 5.14 
Sufficiency of Advertisement Frequency
	Opinion
	No. of Respondents
	Percentage

	Strongly Agree
	12
	24

	Agree
	16
	32

	Neutral
	11
	22

	Disagree
	7
	14

	Strongly Disagree
	4
	8

	Total
	50
	100


Source: Primary Data  
Chart 5.14
Sufficiency of Advertisement Frequency

Interpretation:
Table 5.14 explains respondents’ opinions regarding the sufficiency of advertisement frequency. 24% of the respondents strongly agree that the frequency is sufficient, 32% agree, 22% are neutral, 14% disagree, and 8% strongly disagree.

Table 5.15 
Trust in Advertisement Claims
	Response
	No. of Respondents
	Percentage

	Yes
	21
	42

	No
	14
	28

	Sometimes
	15
	30

	Total
	50
	100


Source: Primary Data  
Chart 5.15
Trust in Advertisement Claims

Interpretation:
Table 5.15 explains whether respondents trust the claims made in the advertisement. 42% of the respondents trust the claims, 28% do not trust the claims, and 30% trust the claims sometimes.



Table 5.16 
Advertisement Influences Brand Loyalty
	Opinion
	No. of Respondents
	Percentage

	Strongly Agree
	12
	24

	Agree
	16
	32

	Neutral
	11
	22

	Disagree
	7
	14

	Strongly Disagree
	4
	8

	Total
	50
	100


Source: Primary Data  
Chart 5.16
Advertisement Influences Brand Loyalty

Interpretation:
Table 5.16 explains respondents’ opinions on whether the advertisement influences brand loyalty. 24% of the respondents strongly agree with the statement, 32% agree, 22% are neutral, 14% disagree, and 8% strongly disagree.

Table 5.17 
Advertisement Motivates to Try Namazco Oils
	Opinion
	No. of Respondents
	Percentage

	Strongly Agree
	11
	22

	Agree
	17
	34

	Neutral
	12
	24

	Disagree
	7
	14

	Strongly Disagree
	3
	6

	Total
	50
	100


Source: Primary Data  
Chart 5.17
Advertisement Motivates to Try Namazco Oils

Interpretation:
Table 5.17 explains respondents’ opinions on whether the advertisement motivates them to try Namazco Oils. 22% of the respondents strongly agree, 34% agree, 24% are neutral, 14% disagree, and 6% strongly disagree.

Table 5.18 
Most Liked Aspect of Advertisement
	Aspect
	No. of Respondents
	Percentage

	Visuals
	15
	30

	Message Content
	13
	26

	Celebrity Endorsement
	9
	18

	Music/Jingle
	8
	16

	None
	5
	10

	Total
	50
	100


Source: Primary Data  
Chart 5.18
Most Liked Aspect of Advertisement

Interpretation:
Table 5.18 explains what respondents like most in the advertisement. 30% of the respondents like the visuals, 26% like the message content, 18% like the celebrity endorsement, 16% like the music or jingle, and 10% do not like any specific aspect.

Table 5.19 
Advertisement is Informative
	Opinion
	No. of Respondents
	Percentage

	Strongly Agree
	13
	26

	Agree
	18
	36

	Neutral
	10
	20

	Disagree
	6
	12

	Strongly Disagree
	3
	6

	Total
	50
	100


Source: Primary Data  
Chart 5.19
Advertisement is Informative

Interpretation:
Table 5.19 explains respondents’ opinions on whether the advertisement is informative. 26% of the respondents strongly agree that the advertisement is informative, 36% agree, 20% are neutral, 12% disagree, and 6% strongly disagree.

Table 5.20 
Advertisement Creates a Positive Image
	Opinion
	No. of Respondents
	Percentage

	Strongly Agree
	14
	28

	Agree
	17
	34

	Neutral
	9
	18

	Disagree
	7
	14

	Strongly Disagree
	3
	6

	Total
	50
	100


Source: Primary Data  
Chart 5.20
Advertisement Creates a Positive Image

Interpretation:
Table 5.20 explains respondents’ opinions on whether the advertisement creates a positive image. 28% of the respondents strongly agree, 34% agree, 18% are neutral, 14% disagree, and 6% strongly disagree.

Table 5.21
Comparison with Other Brands
	Response
	No. of Respondents
	Percentage

	Yes
	20
	40

	No
	15
	30

	Sometimes
	15
	30

	Total
	50
	100


Source: Primary Data  
Chart 5.21
Comparison with Other Brands

Interpretation:
Table 5.21 explains whether respondents compare Namazco Oils with other brands. 40% of the respondents compare with other brands, 30% do not compare, and 30% compare sometimes.



Table 5.22 
Advertisement Helps Understand Health Benefits
	Opinion
	No. of Respondents
	Percentage

	Strongly Agree
	12
	24

	Agree
	16
	32

	Neutral
	11
	22

	Disagree
	7
	14

	Strongly Disagree
	4
	8

	Total
	50
	100


Source: Primary Data  
Chart 5.22
Advertisement Helps Understand Health Benefits

Interpretation:
Table 5.22 explains respondents’ opinions on whether the advertisement helps them understand health benefits. 24% of the respondents strongly agree, 32% agree, 22% are neutral, 14% disagree, and 8% strongly disagree.

Table 5.23 
Likelihood of Purchase After Viewing Advertisement
	Likelihood
	No. of Respondents
	Percentage

	Very Likely
	13
	26

	Likely
	17
	34

	Neutral
	10
	20

	Not Likely
	6
	12

	Not at All
	4
	8

	Total
	50
	100


Source: Primary Data  
Chart 5.23
Likelihood of Purchase After Viewing Advertisement

Interpretation:
Table 5.23 explains the likelihood of purchase after viewing the advertisement. 26% of the respondents are very likely to purchase, 34% are likely to purchase, 20% are neutral, 12% are not likely, and 8% are not likely at all.

Table 5.24 
Purchase after Advertisement
	Response
	No. of Respondents
	Percentage

	Yes
	19
	38

	No
	16
	32

	Planning to
	15
	30

	Total
	50
	100


Source: Primary Data  
Chart 5.24
Purchase after Advertisement

Interpretation:
Table 5.24 explains whether respondents have purchased Namazco Oils after viewing the advertisement. 38% of the respondents have purchased, 32% have not purchased, and 30% are planning to purchase.



Table 5.25
Awareness about Product Varieties
	Opinion
	No. of Respondents
	Percentage

	Strongly Agree
	13
	26

	Agree
	16
	32

	Neutral
	10
	20

	Disagree
	7
	14

	Strongly Disagree
	4
	8

	Total
	50
	100


Source: Primary Data  
Chart 5.25
Awareness about Product Varieties

Interpretation:
Table 5.25 explains respondents’ opinions on whether the advertisement creates awareness about product varieties. 26% of the respondents strongly agree, 32% agree, 20% are neutral, 14% disagree, and 8% strongly disagree.

Table 5.26 
Overall Advertisement Effectiveness
	Opinion
	No. of Respondents
	Percentage

	Excellent
	11
	22

	Good
	18
	36

	Average
	12
	24

	Poor
	6
	12

	Very Poor
	3
	6

	Total
	50
	100


Source: Primary Data  
Chart 5.26
Overall Advertisement Effectiveness

Interpretation:
Table 5.26 explains respondents’ opinion on overall advertisement effectiveness. 22% rate it as excellent, 36% rate it as good, 24% rate it as average, 12% rate it as poor, and 6% rate it as very poor.

Table 5.27 
Need for Improvement in Advertisement
	Response
	No. of Respondents
	Percentage

	Yes
	23
	46

	No
	14
	28

	Not Sure
	13
	26

	Total
	50
	100


Source: Primary Data  
Chart 5.27
Need for Improvement in Advertisement

Interpretation:
Table 5.27 explains whether respondents feel there is a need for improvement in the advertisement. 46% of the respondents feel improvement is needed, 28% feel no improvement is needed, and 26% are not sure.



Table 5.28 
Overall Satisfaction with Advertisement
	Satisfaction Level
	No. of Respondents
	Percentage

	Highly Satisfied
	12
	24

	Satisfied
	18
	36

	Neutral
	10
	20

	Dissatisfied
	7
	14

	Highly Dissatisfied
	3
	6

	Total
	50
	100


Source: Primary Data  
Chart 5.28
Overall Satisfaction with Advertisement

Interpretation:
Table 5.28 explains the overall satisfaction of respondents with the advertisement. 24% of the respondents are highly satisfied, 36% are satisfied, 20% are neutral, 14% are dissatisfied, and 6% are highly dissatisfied.

6.1 FINDINGS
· Most of the respondents (36%) belong to the age group of 26–35 years.
· 56% of the respondents are male and 40% are female.
· 32% of the respondents earn ₹25,001–₹40,000 per month.
· 36% of the respondents became aware of Namazco Oils through TV advertisements.
· 32% of the respondents sometimes notice advertisements of Namazco Oils.
· 40% of the respondents consider television as the most effective advertising medium.
· 60% of the respondents feel that the advertisement is visually appealing.
· 60% of the respondents agree that the advertisement attracts attention.
· 60% of the respondents feel that the advertisement message is clear.
· 60% of the respondents say the advertisement helps them remember the brand.
· 44% of the respondents feel the advertisement highlights product quality.
· 52% of the respondents agree that advertisements influence their purchase decision.
· 36% of the respondents rate the creativity of the advertisement as good.
· 56% of the respondents feel that the advertisement frequency is sufficient.
· 42% of the respondents trust the claims made in the advertisement.
· 56% of the respondents agree that advertisements influence brand loyalty.
· 56% of the respondents say advertisements motivate them to try Namazco Oils.
· 30% of the respondents like the visuals most in the advertisement.
· 62% of the respondents feel that the advertisement is informative.
· 62% of the respondents agree that the advertisement creates a positive image of the brand.
· 40% of the respondents compare Namazco Oils with other brands.
· 56% of the respondents feel advertisements help them understand the health benefits.
· 60% of the respondents are likely to purchase the product after seeing the advertisement.
· 38% of the respondents have purchased Namazco Oils after viewing the advertisement.
· 58% of the respondents say the advertisement creates awareness about product varieties.
· 36% of the respondents rate the overall advertisement effectiveness as good.
· 46% of the respondents feel that the advertisement needs improvement.
· 60% of the respondents are satisfied with the advertisement.















6.2 SUGGESTIONS 
· The study indicates that the creativity and visual elements of the advertisement are not highly appreciated by respondents; therefore, the company should focus on developing more innovative and visually engaging advertisements to capture audience attention more effectively.
· It is observed that respondents show only a moderate level of trust in the claims made in the advertisement; hence, the company should incorporate testimonials, expert opinions, and factual evidence to improve credibility and build consumer confidence.
· The findings reveal that the advertisement does not strongly emphasize product quality, even though consumers show interest in health-related aspects; thus, the company should clearly highlight product quality, ingredients, and health benefits.
· While the advertisement is capable of generating interest among consumers, it does not always translate into actual purchase; therefore, the company should introduce attractive offers, discounts, and strong call-to-action strategies to encourage buying decisions.
· The overall effectiveness of the advertisement indicates scope for improvement; hence, the company should regularly collect feedback from consumers and refine its advertising strategies to better meet their expectations.







6.3 CONCLUSION 
The study on the advertisement effectiveness of Namazco Oils reveals that advertising plays a significant role in creating brand awareness, influencing customer perception, and improving purchase intention. Effective advertisements help communicate product quality, purity, and value, which are important factors influencing consumer preference in the edible oil market. The analysis indicates that consistent promotional activities, attractive message content, and appropriate media selection contribute positively to advertising impact. It is also understood that customers respond more favorably to advertisements that are clear, informative, and visually appealing. Furthermore, the use of local language and culturally relevant themes strengthens customer connection and trust. Overall, advertisement is an essential marketing tool for Namazco Oils to enhance market presence, strengthen brand image, and sustain competitiveness. Continuous improvement in advertising strategies, along with innovative and customer-oriented communication, can further increase effectiveness and support long-term business growth.
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QUESTIONNAIRE
A STUDY ON EFFECTIVENESS OF ADVERTISEMENT OF NAMAZCO OILS
1. Age
☐ Below 18 years
☐ 18–25 years
☐ 26–35 years
☐ 36–45 years
☐ Above 45 years
2. Gender
☐ Male
☐ Female
☐ Prefer not to say
3. Monthly Household Income
☐ Below ₹10,000
☐ ₹10,001–₹25,000
☐ ₹25,001–₹40,000
☐ ₹40,001–₹60,000
☐ Above ₹60,000
4. How did you first come to know about Namazco Oils?
☐ TV Advertisement
☐ Social Media
☐ Newspaper/Magazine
☐ Friends/Family
☐ In-store Display
5. How often do you notice advertisements of Namazco Oils?
☐ Very Frequently
☐ Frequently
☐ Sometimes
☐ Rarely
☐ Never
6. Which media is most effective?
☐ Television
☐ Social Media
☐ Newspaper
☐ Outdoor Hoardings
☐ In-store Promotion
7. The advertisement attracts my attention.
☐ Strongly Agree
☐ Agree
☐ Neutral
☐ Disagree
☐ Strongly Disagree
8. Do you find the advertisement visually appealing?
☐ Yes
☐ No
☐ Not Sure
9. The message in the advertisement is clear.
☐ Strongly Agree
☐ Agree
☐ Neutral
☐ Disagree
☐ Strongly Disagree
10. Advertisement helps me remember the brand.
☐ Strongly Agree
☐ Agree
☐ Neutral
☐ Disagree
☐ Strongly Disagree
11. Do you think the advertisement highlights product quality?
☐ Yes
☐ No
☐ To Some Extent
12. The advertisement influences my purchase decision.
☐ Strongly Agree
☐ Agree
☐ Neutral
☐ Disagree
☐ Strongly Disagree
13. Creativity of the advertisement.
☐ Excellent
☐ Good
☐ Average
☐ Poor
☐ Very Poor
14. The frequency of advertisements is sufficient.
☐ Strongly Agree
☐ Agree
☐ Neutral
☐ Disagree
☐ Strongly Disagree
15. Do you trust the claims in the advertisement?
☐ Yes
☐ No
☐ Sometimes
16. The advertisement influences brand loyalty.
☐ Strongly Agree
☐ Agree
☐ Neutral
☐ Disagree
☐ Strongly Disagree
17. The advertisement motivates me to try Namazco Oils.
☐ Strongly Agree
☐ Agree
☐ Neutral
☐ Disagree
☐ Strongly Disagree
18. What do you like most?
☐ Visuals
☐ Message content
☐ Celebrity endorsement
☐ Music/Jingle
☐ None
19. The advertisement is informative.
☐ Strongly Agree
☐ Agree
☐ Neutral
☐ Disagree
☐ Strongly Disagree
20. The advertisement creates a positive image.
☐ Strongly Agree
☐ Agree
☐ Neutral
☐ Disagree
☐ Strongly Disagree
21. Do you compare with other brands?
☐ Yes
☐ No
☐ Sometimes
22. Advertisement helps understand health benefits.
☐ Strongly Agree
☐ Agree
☐ Neutral
☐ Disagree
☐ Strongly Disagree
23. Likelihood of purchase after viewing advertisement.
☐ Very Likely
☐ Likely
☐ Neutral
☐ Not Likely
☐ Not at All
24. Have you purchased after advertisement?
☐ Yes
☐ No
☐ Planning to
25. Creates awareness about varieties.
☐ Strongly Agree
☐ Agree
☐ Neutral
☐ Disagree
☐ Strongly Disagree
26. Overall advertisement effectiveness.
☐ Excellent
☐ Good
☐ Average
☐ Poor
☐ Very Poor
27. Need improvement?
☐ Yes
☐ No
☐ Not sure
28. Overall satisfaction.
☐ Highly Satisfied
☐ Satisfied
☐ Neutral
☐ Dissatisfied
☐ Highly Dissatisfied
Percentage	
Below 18 years	18–25 years	26–35 years	36–45 years	Above 45 years	8	30	36	18	8	


Percentage	
Male	Female	Prefer not to say	56	40	4	

Percentage	
Below ₹10,000	₹10,001–₹25,000	₹25,001–₹40,000	₹40,001–₹60,000	Above ₹60,000	12	28	32	18	10	


Percentage	
TV Advertisement	Social Media	Newspaper/Magazine	Friends/Family	In-store Display	36	24	12	18	10	


Percentage	
Very Frequently	Frequently	Sometimes	Rarely	Never	20	28	32	14	6	

Percentage	
Television	Social Media	Newspaper	Outdoor Hoardings	In-store Promotion	40	28	12	10	10	

Percentage	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	24	36	20	12	8	


Percentage	
Yes	No	Not Sure	60	24	16	

Percentage	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	28	32	18	14	8	


Percentage	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	26	34	22	12	6	


Percentage	
Yes	No	To Some Extent	44	30	26	

Percentage	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	22	30	24	16	8	

Percentage	
Excellent	Good	Average	Poor	Very Poor	20	36	24	14	6	


Percentage	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	24	32	22	14	8	

Percentage	
Yes	No	Sometimes	42	28	30	

Percentage	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	24	32	22	14	8	


Percentage	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	22	34	24	14	6	


Percentage	
Visuals	Message Content	Celebrity Endorsement	Music/Jingle	None	30	26	18	16	10	

Percentage	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	26	36	20	12	6	


Percentage	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	28	34	18	14	6	


Percentage	
Yes	No	Sometimes	40	30	30	

Percentage	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	24	32	22	14	8	


Percentage	
Very Likely	Likely	Neutral	Not Likely	Not at All	26	34	20	12	8	


Percentage	
Yes	No	Planning to	38	32	30	

Percentage	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	26	32	20	14	8	


Percentage	
Excellent	Good	Average	Poor	Very Poor	22	36	24	12	6	


Percentage	
Yes	No	Not Sure	46	28	26	

Percentage	
Highly Satisfied	Satisfied	Neutral	Dissatisfied	Highly Dissatisfied	24	36	20	14	6	
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