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ABSTRACT

The fundamental assumption is that Marketing Communication (MC) concept has been founded on the large organisations and by implication such concept may not explain MC practices among small businesses. It is on this basis that this quantitative study assesses the application of MC tool of advertising in Outdoor Catering Small and Medium-sized Enterprises in Lagos State, Nigeria. The descriptive survey research was adopted with a structured questionnaire to elicit relevant information from the respondents. Of the 200 copies of questionnaires distributed, 196 were properly filled and returned. The gathered data were analysed using both the descriptive and inferential statistics. Based on the analysis, our findings reveal that, firstly, more than 80% of the respondent outdoor catering SMEs use the online/internet advertising medium compared to other traditional mediums. Secondly, critical factors that affect outdoor catering SMEs application MC tool of advertising, despite plethora of factors, include finance, lack of qualified marketing manager/expert, the owner/manager style, cost of advertising and competitors’ advertising activities. However, future research can examine these factors in another geographical locations and industries.
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