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ABSTRACT
This dwell into the ASSESSING THE EFFECTIVENESS OF SOCIAL MEDIA AS A TOOLS FOR MARKETING HERBAL MEDICINE AMONG EAST LOCAL GOVERNMENT, the herbal medicine industry has grown significantly and social media has emerged as a vital marketing platform. However, the effectiveness of social media in promoting herbal medicine remains unexplored. To know the social media platform in which herbal medicine are been promoted to evaluate the implication of promoting herbal medicine and social media on the people of Ilorin East local government and to examine the audience perception towards the advertisement of herbal medicine on social media.
       The theory that was adopted was use and gratification theory which is an audience centred approach to understand why and what people use media for this explain how the audience perceive the social media in promoting herbal medicine. A surveys where conducted through the use of questionnaire to sample the audience perception and analytics data was employed to investigate the impact of social media on herbal medicine marketing.
     The study revealed significant correlations between social media engagement and herbal medicine sales. Facebook and Instagram emerged as the most effective platform with herbal medicine are been promote and user generated content driving brand awareness and conversion. Social media is a valuable tool for marketing herbal medicine offering a cost effective and targeted approach to reach consumers.
     Brand can leverage social media influencers, user generated content and engaging visuals to boots brand visibility and drive sales. This study provides insights for herbal medicine marketers and contribute to understanding of social media’s role in the industry growth. Recommendations where made in order for further use.












CHAPTER ONE
1.0 ITRNODUCTION 
1.1 BACKGROUND OF THE STUDY 
 The practice of herbal medicine is the oldest form of health care which has been use for decades in developing and developed countries. Primitive people has depended on nature for food, shelter, clothing and medicine to cure ailments. These humans distinguished useful herbals with beneficial effects from those that were inactive or toxic.
According to literate approximately 50,000 plant species are stated to have medical properties. Thus, the basis of modern medical drugs such as aspirin, morphine and quinine were synthesised through scientific validation of herbal medicine.  Plant based drugs awareness advanced gradually and has been passed on. Therefore, setting a foundation for many traditional medicine system and around the globe.
Today herbal medicine is still the primary healthcare system for about 80% of the world's population especially in developing countries. There has also been a sudden increase in the utilization of herbs as prescribed in developed countries such as France and Germany. Over the year the use of traditional medicine has provided us with valuable formulas on the selection, preparation and application of herbal medicine. The same vigorous method clinically and scientifically must be implemented to be viable alternative to Western medicine.
The social media revolution is noticeable in business enterprises because in pre social media era, company owners paid for radio and television commercials and moves from door to door with posters to get the public to notice their company. Proof of the advantages of digital social media to business abound in the literature.
According to castroneves [2012], businesses in Canada employ social media to grow their sales prospects and generate awareness of their business. Sports gambling companies leverage social media for client loyalty and communication. According to Edward [2017], this helped them build long term connections with their clients, which is linked the brand loyalty. Nyambu [2013], investigated the effect of promotion on social networks and its influence on telecommunications companies in Kenya. 
According to the studies, social media helped telecommunications companies especially safaricons, develop by giving a venue of effective low cost advertising.
The study conducted in polokwane, South Africa stated social media increased retail revenue growth, for this reason businesses yet to integrate a social media tactic in their promotional mix should do so, since began online will likely have positive effect on their business [ oni & papazefe_lopolou 2014]. Broadly, this paper attempts to establish the role that social media plays in promoting small business in a developing country context. Specifically, the paper studied the effectiveness of social media marketing in Lagos, Nigeria.
The small business landscape in Nigeria has been selected as empirical case. The importance of the small business sector to Nigeria economy can not be over emphasized, especially in the backdrop of its contributions to job creation and consequently enhancing the lives of the employees and the owners.
As Akingbolu [2014] stated, most small businesses in Nigeria do not makes it past the first few years of its operations. This could be a consequence of inadequate marketing or failure to integrate the current advertising trends and approaches, such as, applying social media into firms marketing plan. After all, ineffective marketing techniques are one of the most significant issues that small business confront when it comes to advertising [WALT 2013].
Lack of medical facilities, poverty, affordability and inherent trust in the practice are some of reason for its continous usage in this decade. Adopt by who showed Nigerians to patronize traditional medicine practitioners [TMPs] for their primary health needs more than orthodox medicine doctors.  They exist ratio 1:110 of traditional health practitioners to Nigerian population while the ratio of the medical doctors to the population is 1:16,400 [ African health monitor]. 
Herbal medicine according to national herbalist of association of Australia, is the oldest and still the widely used system of medicine in the world today. It is the use of plants (herbs) to treat disease and enhance well-being. Herbal medicine can be modified based on culture, tribes, social and religious values to meet the health need of people. Historically, the use pf plants as medicine dates are far back as the origin of mankind. Right from the onset, people had utilised plants primarily for nourishment. By trial and error people discovered that plants are good for food, while some are poisonous, and that some produce bodily changes such as increase perspiration, bowel movement, urination, relief of pain, hallucination and healing.
Over the past few decades, the development as mass production of chemically synthesised drugs has revolutionised health care in most parts of the world. Notwithstanding, large portion in developing countries still rely on traditional practitioners and herbal medicines for their primary health care.
In Africa up to 90% and on India 70% of the population depends on traditional medicine to help meet their care needs. In China, traditional medicine accounts for around 40% of all health care delivered and more than 90% of general hospital in China have units for traditional medicine.  Advertising can be done through various media and can take various forms.
According to kotler and Armstrong (2010), products and services normally done through newspapers, billboard, brochures and radio. Regardless of which form of advertisement is being used by an organisation.  The fundamentals reasons for advertising a company's goods and services is to create consumer awareness, stimulate demand, inform consumers on the relevance or usage of their goods and services so as to help them make concrete evaluation, inform consumers on how to use to use the product, and encourage repeated purchase (Gitau 2012).
The use of traditional medicine is not limited to developing countries, and during the past two decades.  Public interest in natural therapies has increased greatly in industrialised countries, with expanding use of ethno botanical. In the united states in 2007, about 38%of adult and 12% of children were using some forms of traditional medicine. Herbal medicine is also very common in Europe, with Germany and France leading in over the counter sales among European countries and In most developing countries.  One can find essential oils m, herbal extracts, or herbal teas being sold in pharmacies with conventional drugs.
The renewal of interest on herbal medicine by residents of urban communities in lagos state has been attributed to the pronouncement on radio and TV. Therapist who claims that their 'wares' can cure all disease ever known to mankind it is now common to see many urban dwellers trooping into stadia and tradefare center of our state capital to visit alternative medical therapist stand to consult and buy these herbal medicines. Herbal medicines are still commonly sold by practitioners and their agents virtually without adequate restrictions and regulations. In fact, a great deal of informality still exists. In other words, the traditional herbal medicine practitioners follow very informed and highly varied protocol in advertising and distributing their products. These poses a grave danger to the health of members of the public.
The study therefore aimed to determine the audience perception of the use of radio in promoting herbal medicines in Lagos state.

1.2 STATEMENT OF RESEARCH PROBLEM 
A lot, of herbal products are advertised on social media through the intensity if advertisement is said to correlate with consumer reaction in terms of awareness creation and patronage. The study therefore was to examine the extent of which social media advertisements influences the effectiveness of herbal products in Ilorin East local government using some selected social media platforms as a case study. Producers need to advertise their products and service in order to be able reach out to both existing and potential customers. Research has shown that purchase decision depends on so many factors such as personal emotion, perception, social situation goals values e.t.c. This study will delves into how social media is being use to promote herbal medicine in Ilorin East local government. 
Consequently, advertisers may have the tendency of misleading consumers, considering the level of competition that exist among herbal medicine producers around Ilorin East local government area. Against this backdrop, the question is 'do social media herbal advertisement in anyway influence drug user's purchase decisions in regard to herbal medicine and also know to duel effect to this advertising message on them. In the midst of all these many producers of herbal medicine are now doing their best to erase this negative perception from consumers mind and to make advertisement an available thing to consumer attitude towards herbal products in Nigeria.


1.3 OBJECTIVE OF THE STUDY 
· To know the social media platform in which herbal medicine are being promoted.
· To evaluate the implications of promoting herbal medicines on social media on the people of Ilorin East local government.
· To examine the audience perception towards the advertisement of herbal medicines on social media platforms. 

1.4 RESEARCH QUESTIONS 
· Which of the following social media platform is commonly use in marketing herbal medicine?
· What are the legal and illegal implications of promoting herbal medicine on social media on the people of Ilorin East local government?
· What are the audience perception towards the advertisements of herbal medicine on social media?

1.5 SIGNIFICANT OF THE STUDY 
The area of this study covers the knowledge on herbal medicine as it regards effectiveness on the people of Ilorin East local government. This study is very sacrosanct and will broaden than horizon on the people as well as add to the stock knowledge of humanity and beneficiaries of the study will be the government and the society, especially those that rely so much on herbal medicines 
There is extreme need to ensure that these products are not exposed without regulation and alternative to certain codes of ethics which NAFDAC (National agency for food, drug administration and control) should dictate and enforce guidelines which must be followed before accepting an advertisement on herbal products. As documented in the traditional medicine policy and regulatory framework (2019), there are currently 157 registered herbal medicine in Nigeria, but non is listed essential drugs list. However, there seems to be aggressive promotions and advertisements of herbal medicine. The alternative medical therapist now pays for extensive air time on government and provide radio to announce their herbal medicine which they could cure any disease ever known to mankind.

1.6 SCOPE OF THE STUDY 
This study is generally based on herbal medicines on social media and people in Ilorin East local government will benefit from the study. Although, various reason why people prefer herbal medicine to Western established drugs may vary from the most affordable, more closely corresponds to the patient’s ideology always concern about the adverse effects of chemical (synthetic) medicine satisfies a desire for more personalised health care and allows greater public access to health information.

1.7 DEFINITION OF TERMS 
Assessment: The action or an instance of making a judgement about something, the act of assessing something.
Effectiveness: Is the capability of producing a desired result or the ability to produce desired output. When something is deemed Effective, it means it has an intended or expected outcome or produces a deep vivid impression.




CHAPTER TWO
LITERATURE REVIEW
2.0 INTRODUCTION
Under the Conceptual review this chapter will discuss exhaustively the four main concept in the study and they include 
· Social media. 
· Marketing. 
· Herbal medicine and other relevant concept.

2.1 CONCEPT OF SOCIAL MEDIA
There are several way by which social media empowers business owners for example, giving them a channel to engage with consumers, and convincing them that product is superior than the competition. It also gives client a way as express negative or positive feedback to other consumers on the site, which will help the firm grow (maithouse, haenlein, skiera, wage and zhang 2013). The potential of social media is securing financially rewarding exposure to both big and small business through advertising has been documented in extent literature.
Lacoste (2016) conducted a study in France to see how managers use social media to communicate with their consumers. They discovered that the platform was used to create long term relationships with clients and prospects, as well as persuade people to buy from them rather than the competitors. Swan et al (2017) studied 214 fortune so companies usage of Facebook and how they can employ emotional appeal on the platform to lure consumer to patronize them. Their studies revealed that when companies use their first brand name and make psychological appeal to buyers or potential customers, the online community notices them and as a result, patronize yu-melewan and Chen (2015 surveyed 357 SMES in China, they focused on branding phone on social networking platforms by small businesses. They discovered that when businesses advertise on social media, they better understand their current and future customers making it easier for them to serve each client individually. This is one of the benefits of applying the platform in business. Karjaluoto, mudstone, and uikuniemi (2015) conducted a survey of 60 companies and identified three key sections where social media may assist organizations.
 They used a case study to highlight the power of social media Which is establishing a relationship with clients, assisting with turn over (sales) and raising awareness. Customers are conversing, they saud and firms should take advantage of this. Another study of by Jarvinen and terminen (2016) looked into how companies employ social networking sites for promotion. They conclude that companies that provide information, funny, and relevant information on their social media account make more money than those that do not. In a similar line, khan and karodeia (2013) revealed that more than 94 percent of South Africa big businesses use social media methods when targeting costumers in a study on the usability of social networks for advertisement.
Additionally, 71% agreed that the platforms Is beneficial for creating business awareness. Waithaka, muturi,and  Nyabuto (2014) claim that firms who market themselves on social networks have a better chance of increasing their business because twitter and Facebook have proven to be effective in reaching a specific audience and connecting with them at a low cost. Hence, the greater the number of consumers they reach, the higher the return of investment (ROI) they got the result of qurashi et al. (2014) study in Islamabad in Pakistan specified that social networks are an excellent fit for business that want to sell to a larger audience and their target specific individuals for their products. 

2.1.1 SOCIAL MEDIA AS A CHEAPER MEANS OF ADVERTISING  
Fisher (2009) states that advertising professional various recent decisions are then need to explain preferences for online communication over conventional advertising methods. Historically, marketing spending on distribution messages has always been by cash and is commonly seen as high expenditure (Weinberg & pelican 2011), however, there are currently several free or inexpensive solution which can be used successfully. In comparison to traditional media, which is usually expensive, a social media strategy does not necessitate a large budget (Hanna et al.2011). As citied by many academics, social media networks are cost effective and lucrative marketing techniques (Amin et al.2015). Furthermore, it is possible to generate target groups and disseminate structured promoting to those individuals using social media  cost (Dong _hun,2010) because most social platforms are free to join, the price is frequently determined by the amount of tome crafting messages and responding to customers feedback ( Zappe, 2010) Aside from being an inexpensive platform, social media allows for a successful expansion of interactive content sharing through geographic distance to vast numbers of people (Korda& itani, 2013), the cost of targeting consumers outside those boundaries may be far higher by traditional media with more than two billion users on Facebook, customer are increasingly drifting away from the conventional media as an avenue to access product and services information.
As a result, businesses now benefit from implementing creative, strategic brand initiatives that effectively connect and reach their customers in various ways. Across multiple channels, without requiring high_ cost marketing, advertising and innovation (Hanna et al 2011), for example, hello health is well known and profitable due to its low _ cost use of the platform to engage with customers, particularly about drug prescription (Hawn 2009) with the application of social media potentially leading to real cost saving. It has become a vital choice for most business which are generally peddle with limited resources (Hoffman & Fedor 2010).

2.1.2. THE INFLUENCE OF SOCIAL MEDIA ON ITS AUDIENCE.
Social media can be referred to as a program with multifunctional applications and websites or blogs that allow people interconnects through the Internet, chat and share content and video calls around the world. Interested users often sign up to such platform before they can sign in to access or share information on the same social platform. Some of the m9st widely used social media platforms include Facebook, Twitter, WhatsApp and Snapchat. Communities of all social media platforms, youths and teenagers are the most addicted as they are found in social network even in most unlikely places including class rooms and worship places (Kuss &Griffiths 2011). In light of this researcher have realized that social media sites in every society have a significant influence on the lives of young people.
These interactions on social media have been influenced in both positive and negative ways and affect the moral standard behavior and education of these young people. Magneto (2017) reveals that the positive impact of social media on young people include updating them on global trends and events and establishing them to network and stay connected with other around the world, without having meet physically. He further states that it brings gaps between friend as they can stay in touch with each other not minding the distance between them. This help in consolidating relationships amongst classmates during and after finishing school even if most of them relocate to different part of the world.
Young people create group and page’s on various social media platforms based on their professions, focus, beliefs and political interests leading to more connections and opportunities for their respective disciplines and mutual benefits. Young people around the world have benefits immensely from this in ways which includes employment opportunities, participation in politics and information that lead them to make informed choices in casting their vote during elections. Social media platforms have made life easier, more efficient and more enjoyable for young people and for many of them it has become lifestyle. While it is true that social media connects people and provide them with up-to-date information, it also leads to social isolation (Hobson, 2017), with the increase in virtual interactions, physical interaction have reduced considerably because Young people spends more time online than they do on physical basis. Research reveals that social isolation may give rise to development of certain issues, which may lead to some physical, emotional, mental and psychological problems in those youth.
These problems could result in depression, anxiety on social media, misspelling and misuse of words and tense may be develop by users and may create a negative impact on students, as it may also affect their language articulation and lead to low grades in languages spending long hours posting items and chatting on social media sites may decrease Young productivity in some areas but can be used positively in some other areas. Though it creates opportunities for cyber theft, bullying, identity theft, and many cyber crimes. 
Social media can encourage the spread of correct and useful information, or wrong information and news mainly aimed at tainting the images of people or groups of interest such as political or religion groups and may have serious effects on the way of an election process may go through. Mageto (2017) argued that the use of social media by youths is more detrimental than them, Laroche et al (2013) argued that the way social media is used might determine its strengths toward positively.
The Nigeria youth participation in politics and how the nation can have election without interference and imposing candidates on the citizens. The social media provides enough privacy and power to take decisions based on its content and the forces driving online campaign.

2.1.3 BENEFIT OF SOCIAL MEDIA MARKETING ON HERBAL PRODUCTS.
Social media provides an excellent opportunity for you to grow your business. Consider the following benefits of social media marketing. 
· Make a direct line of communication: it’d easy to communicate with potential customers on social media whether through comment or direct messages. This feature helps you get to know your customers and provide better customer services. 
· Create trust and loyalty: when you take the time to get to know your customers, you can build loyalty in your campaign, plus high qualities content and posts will make your brand seem more trustworthy in the eyes of customers.
· Enjoy cost-effectiveness: social media account is free to create, making social media marketing a cost-effective alternative to traditional marketing methods like billboards or newspapers ads. There are paid advertising services on the biggest platforms too.
· Create viral content: with social media, you can hoop onto treads or create 5hat goes viral to reach even more people. This strategy is especially effective on trend_ driven platform like Tiktok and YouTube.

2.1.4 NATIONAL POLICES ON HERBAL MEDICINE.
A National policy on herbal medicine I’m the health care system, provision for the necessary regulation and laws, contemplating of intellectual property concerns National polices vary from county to county regarding herbal medicine. Herbal medicines are classified as ei5her prescription or non prescription medicine.
The working party on National and nutritional supplements was established NAFDAC to evaluate the safety, efficiency, quality and labeling of herbal products (Therapeutic good act, 2010). The act states that ‘traditional claims for herbal remedies be allowed providing general advertising requirements are complied and providing such claims are justified by literature reference’.
Herbal medicine in Nigeria must meet the terms of the terms of the national health products regulations. In accordance to these regulations a product license is required for all herbal product to be sold in Nigeria. The recommended use, potency, comprehensive information on the medical constituent, source and non medical constituents need to be provide in order for a licence to be granted.  The companies that manufacture, pack label and import herbal medicine also needed a site licence.

2.1.5 RULE OF SOCIAL MEDIA IN MARKETING OF HERBAL MEDICINE.  
Social media plays a crucial role in marketing of herbal medicine, it provides a platform for herbal medicine brand to connect with their target audience, share information about their products, and build brand awareness through social media, companies can reach a larger audience, engage with customers directly, and create a sense educational content, testimonial, success stories, which can help build trust and credibility.
Additional, social media platforms offers targeted advertising options allowing herbal medicine brands to reach specific demographics and increase their chances of attracting interested customers. Social media is a powerful tool for herbal medicine marketing, enabling brand to establish their products effectively. Social platforms like Facebook, Instagram, and twitter product a wide reach, allowing herbal medicine to connect with a larger audience. They can create engaging posts, share information content and showcase the benefits of their products. This helps build brand awareness and attract potential customers who are interested on natural remedies.
Social media also allows brands to engage directly with their audience. They can respond to comments, answer questions, and provide personalised recommendations. This builds trust and establishes a sense of credibility, showing that the brand genuinely a sense of credibility, showing that the brand genuinely cares about their customers wellbeing. Social media platform offers advance targeting options, allowing herbal brands to reach specific demographics. They can tailor their ads to reach people who genuinely interested in herbal remedies, increasing chances of attracting new customers. 

2.1.6 ADVANTAGES OF SOCIAL MEDIA IN MARKETING OF HERBAL MEDICINE.
· Social media platforms provide a cost-effective way for brands to reach a large audience. It’s  like having a virtual store front that’s accessible to people all around the world.
·  Social media allows direct interaction with customers. Brands can engage with their audience through comments, messages and even live videos. This create a sense of connection and trust, as customers feel heard and valued.
· Social media also offers the opportunity to show case herbal medicine products. Brands can share visually appealing posts videos, and testimonials to highlight the benefits and effectiveness of their products. 
· This help build credibility and attracts potential customers. Additionally, social media platforms provided valuable insights and analytic brands can track engagement, reach and demographic data to better understand their audience and tailor their marketing strategies accordingly. Social media enables targeted advertising. Brands can define their target audiences based on factors such as age, interests, and location.
· This ensures that their marketing efforts are reaching the right people who are more likely to be interested in herbal medicine.
·  It’s a powerful tool that can help brands connect with their audience showcase their products and ultimately grow their business.  
· Social media allows brand to create a strong online presence by consistently posting engaging content, such as informative articles product updates and user testimonials, herbal medicine brands can establish themselves as authoritative sources in the industry, this build trust and credibility among their audience.

2.1.7 DISADVANTAGE OF SOCIAL MEDIA IN MARKERTING OF HERBAL MEDICINE. 
· Limited Regulations: social media platforms have varying degrees of regulation when it comes to advertising herbal medicine. Some platforms may have strict policies ir restrictions that make it challenging for herbal medicine brands to promote their product effectively.
· Information Overload: with the audience of contents on social media, it can be tough for herbal medicine brand to stand out and capture the attention of their target. Its important to have a well_ defined and engaging marketing strategy to cut through the noise.
· Misinformation and Trust Issues: social media can be a breeding ground for Misinformation. Herbal medicine brands need to be cautious about false claim or misleading information that can harm their reputation or create trust issues among potential customers.
· Limited Depth of Information: due to the nature of social media platforms like these ia limit to the amount of detailed information that can be shared in single post or advertisement. It can be challenging to provide comprehensive information about herbal medicine products and their benefits within the constraints of social media formats.
· Negative Feedback and Public Scruting: social media allow for public comment and reviews, which means that negative feedback or criticism can be visible to wide audience. It’s important for herbal medicine brand to actively monitor and address any concerns to main a positive brand image.

2.1.8 CONCEPT OF HERBAL MEDICINE.
Herbal medicines have been used for thousands of years in the European Union (EU), these products are correctly marked either as herbal medicine or as food supplements. According to the national regulations the European commission (EC) has taken measures to harmonise legislation for herbal products in EU and to provide free movement in the inner EU market. In principle, the new European legislation on traditional herbal medicine products permits the registration and a medical product in all member states. However, for a number of cases some hurdles still need to be taken. This review discusses the present and future situation for herbal products, taking into account legislation, technical requirements and marketing perspectives.
The World Health Organisation (WHO) defines herbal medicine as a practice which includes herbs, herbal materials, herbal preparation and finished herbal products, that contain as active ingredients parts of plants or other plants materials, or combination. These herbs are derived from plant parts such as leafs, stems, flowers, roots and seeds. Herbal drugs contain active ingredients, plant parts or plants materials in the processed or crude state with certain excipients I.e, dilutions, solvents or preservation. These active ingredients protect plants from damaged and disease and contribute to the phytochemicals which include several classes such as saponins, flaronoids, glycosides, tannins, alkaloids and terpeniods.
Photochemical have been scientifically validated over the year to provide health for human, for example, herbal remedies used as sedative and somatic mixtures contain mainly aromatic plants, species which have therapasmodic properties, plant species which have high tannin content are used in mixtures for diarrhea and stomach ulcer ls, generally showing antimicrobial, astringent and anti-inflammatory activities. Herbal products have a Long history of medical use in many parts of the world. Especially in Asian and African countries, there is only an old and rich traditional herbal products but plants continue to form a major source of medical treatment until today. Examples are traditional Chinese medicine. Ayurvedic and many other systems in different regions of the world. Often, these’ holistic’ medicinal system is based on a philosophy and an approach to diseases and treat hate differs from conventional medicine in Western countries. 
Traditional medicine generally aims to improve the overall health and well-being of an individual or patient not merely focusing on the primary causative mechanisms of a disease. Thus, approach has shown efficacy in treating patients, especially in chronic multifunctional herbal medicines may contain multiple active ingredients acting in synergy in restoring the body’s balance or preventing potential side effects.
A herbal product has to be classified as an medical product based on its presentation or its function. Herbal medicinal products can be categorized into three groups
· New herbal medical products
· Herbal medicinal products with bibliographical application 
· Traditional herbal medicine products 

 2.1.9 MODERN HERBAL MEDINCINE.
The World Health Organisation (WHO) estimates that 80% of the population of some Asian and African countries presenting use of herbal medicine for some aspect of primary health care.  Pharmaceuticals are prohibitively expensive for most of the world’s population half of whom lived on less than 82 U.S pet day in 2002.
In comparison, herbal medicine can grow from seed or gathered from nature for little or no cost. Many of the pharmaceutical ls currently available to Physicians have a long history of use of herbal remedies, including aspirin, and quinine. According to the word health organisation, approximately 25% of modern drugs used in the united states have been derived from plants alt least 7,000 medical compounds in modern pharmacopoeia are derived from plants.

2. 1. 10 MEDIA AUDIENCE EXPOSURE TO HERBAL MEDICINE PROMOTION. 
The rate at which Traditional herbal medicine practitioners fought slat promoting bills of many social media especially Nigeria, informed a study of this nature in our contemporary society, it is not uncommon to hear promotion of various categories of herbal medicine on social media. Among the multitude of herbal medicine in circulation in Lagos state, only ten have been registered by National Agency For Foods, Drugs Administration And Control (NAFDAC) and most of those are imported. Only advertisement with NAFDAC endorsement are allowed on radio, yet aggressive strategies such as some motor code announcements have been adopted by many unregistered herbal medicine practitioners to market their products, which are freely available for purchase in the open market.
In a survey and observation study of efficacy of herbal remedies used by herbalists in Kwara state, about 85% of Kwarans were found to use and consult traditional medicine for healthcare, social and psychological benefits because of poverty and disillusionment with conventional medical care. The governing council of NAFDAC, prescribes that any herbal medicine or related products that will promote shall be accurate, complete, clear and designed to promote credibility and trust by the general public and health care practitioners and statements illustrated shall not be misleading directly or by Implication.
The implementation of this had far reaching consequences for supporting the appropriate and lead credence to customers. Against this backdrop, WHO’S regulatory assessment of medicinal product for use in self medication (2000) advocate as ethical criteria that “while advertisements to the general public should take account of people’s legitimate desire for information regarding their health, they should not take undue advantage of people’s concern for their health “
 2.1.11 SAFETY AND TOXICOLOGY CONCERNS OF HERBAL MEDICINE. 
The product of herbal medicine has a long history of being safe, however, the misuse of these medicine may have side effects due to Toxic constituents. In some other countries, Toxicology assessment of herbal medicine of a single plant may contain numerous times than number the time required to isolate every single active ingredient for every herbal would be tremendous. Moreover, the countries lack operative machinery to legalise manufacturing quality standard and Practices. Thus, making hazardous products continually available to customers.   Study related on the use of traditional eye medicine reported that it caused 26% of childhood blindness in Malawi and Nigeria, and 25% of corneal ulcer in Tanzania. Pyrrolidine alkaloids have been reported to be fatal. These are molecules within certain plants causing hapatatoxicity through a veno_occlusion illness. Nausea and vomiting can occur with some herb ephedrine and echinacea. Herbs consumed as tea have been reported to cause diarrhoea and hematological, cardiac and gastrointestinal effect. 
Herbal remedies can be sold as supplements for supporting, maintaining, stimulating and promoting health in many countries, these supplements require a label that define the ingredients are intended to affect the function within human in line with Act 101 of 1990 and amendments (2002). The evidence on the efficiency safety and quality of such herbal product is unknown raising s concern on the safety of these herbal medicines.

2.2 THEORETICAL FRAMEWORK 
Uses and Gratification theory 
Uses and Gratification theory (VGT) is an approach to understanding why and how people actively seek out specific media to specific need VGT is an audience centered approach to understanding communication. Diverging from other media effect theories that questions what does media do to the people”?  VGT focuses on “what do people do with media”? It postulates that media is a highly unavailable product and the audience are the consumers of the same product. Elihu Kate (1970) this communication theory is positivity in its approach, based on the sociopsychological communication tradition, and focuses on communication at the masses scale. This driving question of VGT is “why do people use social media and what do they use them for”? VGT discusses how user deliberated choose media and will satisfy given needs and allows one to enhance knowledge, relavation, social interaction, diversion or escape. It assumes that audience members are not passive consumers of media.  Rather the audience has power over their media consumption and assumes on active role in interpreting and integrating media into their own lives unlike other theoretical perspective, VGT hols that audience are responsible for choosing media to meet their desire and needs to achieve gratification.
This theory would then imply that media compete against other information sources viewers gratification. As commonly understood by gratification researchers the term audience activity postulates a voluntarily and selective orientation by audience towards the communication process. In brief, it suggests that media use is motivated by needs and goal that are participation in the communication process may facilitate limit or otherwise influence the gratification and effect associated with assessment of social media as tool for marketing herbal medicine.  Current thinking also suggests that audience coexisting varying kinds and degrees of activity.
This theory is appropriate for this study because it makes us understand why and how people actively seek out specific media to satisfy specific needs, use of herbal medicine can be use as yard stick to measure their perception towards herbal medicine promotion on social media.

2.2.1 DIFFUSION OF INNOVATION THEORY. 
This theory was developed by Everett Rogers in the 1960, and it suggests that new ideas spread through a process of communication and social influence. The theory outlines five key elements that affect the spread of an innovation.
· The innovation itself: this refers to new ideas or technology being introduced.
· Communication Channel: this refers to the social environment in which the innovation is being received. 
· Time: this refers to the amount of time it’s takes for the innovation to be adopted. 
·  Social System: this refers to the social environment in which the innovation is being received. The communication Channels used to spread the innovation and also play a role for example, a new product might be more likely to be adopted of it promote through multiple channels like television, print media and social media.
The Diffusion of Innovation Theory can be applied to the topic of marketing herbal medicine in a few ways. It’s important to consider the relative advantage of herbal medicine with every other type of medicine. If herbal medicine can be shown to have clear benefits over traditional pharmaceutical. It may be likely to be adopted by general public. Its also important to consider the complexity of herbal medicine, it seen as too complicated or difficult to use it may not be adopted widely.

2.3 EMPIRICAL REVIEW 
Several studies have investigated the effectiveness of social media marketing for herbal medicine. A study by zhang et al (2019) found that social media marketing increased brand awareness and customer engagement for herbal medicine brand. Another study by Wang et al (2020) found that social media influencers played a significant role in promoting herbal medicine products. 
A systematic review of 20 studies on social media marketing for herbal medicine found that social media marketing was effective in increasing brand awareness, customer engagement and website traffic (liuetal, 2020). However, the review also highlight the need for further research on the effectiveness of social media marketing for herbal medicine.
A study was done to find out the audience perception of herbal medicine practitioners towards marketing principles and impact on patronage in Lagos, in the study, areo (2014) was concerned with examining the influence of these marketing practices and level of satisfaction with the introduction of marketing on the side of consumers are submitted that radio is covered by many people and it has a far reaching effect and cost of using radio for advertisement is cheap, majority get the awareness of herbal medicine products while listening to the radio. Furthermore, he added that majority of the consumers of herbal medicine are rural area whose main occupation was farming and their level of income is very low so their herbal remedies were seen as affordable and easily available.





CHAPTER THREE
RESEARCH METHODOLOY
3.0 INTRODUCTION
             Methodology is the study of research methods. however, the term can also refer to the methods themselves or the philosophical discussion of associated background assumption. A method is a structure procedure for the bringing about a certain goal like acquiring knowledge or verifying knowledge claims. This normally involves various steps like choosing a sample, collecting data from thus samples and intepreting the data. The study of methods concerns a detailed description and analysis of these processes.
It includes evaluative aspect by comparing different methods. this way, it is assessed what advantage and disadvantage they have and what research goal they may be use. These description and evaluation depend on philosophical background assumption.
    Example are how to conceptualize the studied phenomenon and what constitutes evidence for or against them. When understand in the widest sense methodology also includes the discussion of these more abstract issues.

3.1 RESEARCH DESIGN
        According to john w. creswell (1994) research design is the plan, structure, and strategy that researchers create to guide their study.it involves making decisions about the research approach, methods, data collection, and analysis techniques.
          The design helps researchers address their research question and objectives effectively while ensuring the validity and reliability of their finding. Creswell emphasizes the importance of aligning the research design with the research goal and selecting appropriate methods to answer the research question. This helps researchers generate meaningful and reliable results. The survey research methods will be adopted for this study. Data collected from the target audience of herbal medicine in Ilorin east local government were in regard to their dependency on the media for knowledge and awareness of herbal medicine, exposure of media herbal medicine advertising messages believability of herbal medicine media advertisement perception of herbal medicine media advertisement, news media herbal medicine advertisement as an influence on residents purchase decision among the multiple channel employed in advertising herbal medicine social media formed the basis of this study because of their popularity.

3.2 POPULATION OF THE STUDY
         Population study is a study of a group of individuals taken from the general population who share a common characteristic, such as age, sex, or health condition. This group may be studied or different, such as their response for a drug or risk of getting a disease the population of this study comprises all resident in the Ilorin east local government in Kwara state, who has come across herbal medicine media advertisements on social media. These communities, which the urban areas, were purposively selected because their residents are the target of advertising onslaught by alternative medicine producers. Kwara state has no estimated population of 3,551,000 million, according to the Nigeria 2022 projection figure while Ilorin east local government has 163,200.

3.3 SAMPLE SIZE AND SAMPLING TECHNIQUE
      This stage involved selecting the strategic places where the respondents could be selected and have the questionnaire filled, saloon, market places, shopping malls and schools were considered appropriate in each of these communities. Volunteer, who were not at these various places, had the questionnaire administered to them
         This procedure is known as the accidental or convenience sampling method. the sampling size of 200 will be drawn since the researchers cannot study all the people who listen to herbal medicine advert on all social media in Kwara state, therefore those transmitted on Facebook, Twitter, Instagram and YouTube will be assessed.
       The jingle and sponsored programme on herbal medicine is the focus of the study.th study does not seek to analyse their content, rather to know the social media platform in which herbal medicine producer use to promote their product, also to know the legal and illegal implication of exposure to the herbal medicine advert and audience perception of the use of social media in promoting herbal medicine.

3.4 RESEARCH INSTRUMENT
         A research instrument Is a tool used to collect, measure, and analyse data related to your research interests used in health science, social science, and education to assess patients, these tools are mostly commonly clients, student, teacher, staff etc.
          Research instrument are often used in the field of social science and health science. These tools can also be found within education that relates to patients, staff, teachers and students. The format of a research instrument may consist of questionnaire, survey, interviews, checklist or simple tests. The choice of which specific researchers. it will also be strongly related to the actual methods that will be used in the specific study. The instrument used in collection of data in the study are mainly that close ended questionnaire. The questionnaire will consist of twenty questions which will be extracted from the research questions stated in chapter one of this study. The questionnaire is divided into two sections in which section A will cover the demographics of the respondents while section B will raise the research questions

3.5 VALIDITY AND RELIABILITY
          Reliability and validity are concept used to evaluate the quality of research. They indicate how well a method techniques or test measures something. Reliability is about the accuracy of a measure option. It’s important to consider reliability and validity when you are creating you research design, planning your methods, and writing up your result, especially in qualitative research. Falling to do so can lead to several types of research bias and seriously affect your work. Validity according to Mc leod (2013) the concept of validity was formulated by kelly and according to him he started that the test is valid if it measures what it claims to measure, herbal medicine brings together current thinking and practice in the area of characteristics and validation of nature products which are used to cured diseases.
         The term reliability on the other hand refers to the consistency of a research study or measuring test McLeod (2013) further opines that if findings from research are replicated consistently they are reliable, natural products, can be a source of useful new medicines when the active ingredients is isolated, identified, standardized and subjected to appropriate clinical studies but in their “natural” form herbal medicine are so variable from batch to batch and across the brands that gathering reliable evidence of effectiveness is unlikely ever to be possible.
3.6 DATA COLLECTION METHOD
            According to Kothari (2004) data collection method are techniques and procedures used to gather information for research purpose. Data collection is the process of gathering and measuring information on variables of interest, in an as established systematic fashion that enables one to answer stated research question, test hypothesis, and evaluate outcome. The data collection components of research is common to all field of study including physical and social science, humanities, business etc. while methods very by discipline, the emphasis on ensuring accurate and honest collection remains the same. The goal for all data collection is to capture quality evidence that building of a convincing and credible answer to question that have been posed.
        Regardless of the field of study, or preference for defining data (Quatitative, qualitative), accurate data collection is essential to maintaining the integrity of research. Both the selection of appropriate data collection instrument existing, modified or newly developed and clearly delineated instructions for their correct use reduce the likelihood of errors survey to more complex experiments and can involve either qualitative or quatitative approach to data gathering. The responses gathered from the questionnaire will be analysed using descriptive statistics. Frequency table and percentage will be used to analyse demographic of respondents and responses.

3.7 METHOD OF DATA ANALYSIS    
   This is the process in which the respondents filled the research instrument (questionnaire). This stage involved selecting the strategic places where the respondents could be seen and have the questionaire filled saloon, market place, shopping malls, and school where considered appropriate in each of the Ilorin east communities. Volunteers, who were met at this various places, had the questionnaire administered to them. This procedure is known as the accidental or convenience sampling methods.






















CHAPTER FOUR
DATA PRESENTATION/ANALYSIS 
4:0  INTRODUCTION 
This chapter deals with analysis and interpretation of data gathered during the study the data analysis involves the collection of all information given and classification of response. The total of 100 questionnaire was distributed. A total of 100 questionnaire were retrieved to research on “ASSESSING THE EFFECTIVENESS OF SOCIAL MEDIA AS TOOLS FOR MARKETING HERBAL MEDICAL” Data filled by the respondents are analysed in details below 
4:1 DATA PRESENTATION 
Take 4.1.1 distribution According to Gender Demographic and personal information population of respondents. 
	Characteristics 
	Category 
	Frequency (N)
	Percentage (%)

	Sex
	Male 
	47
	47%

	
	Female
	53
	53%

	
	Total 
	100
	100%


Source: field survey 2025
Demographic and personal profile of respondents as shown in table 1 and it shows the distribution of the gender which were Male 47% while female is 53% this implies that more respondents of the questionnaire were female.






Table 4.1.2 Respondents Age Bracket.
Demographic and personal information population of respondents.
	Characteristics 
	Category 
	Frequency (N)
	Percentage (%)

	Age
	15-20years 
	40
	40%

	
	21_25year 
	35
	35%

	
	26-30years 
	25
	25%

	
	30years _above 
	1
	1%

	
	Total
	100
	100%


Source: field survey 2025
From the table above 40% of the respondents are between the age of 15-20 years,35% are between the age of 21-26 years,24% are between the age of 26-30 years.1% are between the age of 30 years and above. This implies that more respondents are between the age of 15-20 years respond to questionnaire.
Table 4.1.3 Respondents Religion 
Demographic and personal information population of respondents.
	Characteristics 
	Category 
	Frequency (N)
	Percentage (%)

	Religion 
	Christians 
	46
	46%

	
	Muslim 
	54
	54%

	
	Total 
	100
	100%


Source: field survey 2025
Table 4.1.3 above shows  respondents religion which 46% were Christian while 54% were Muslim this implies that majority of the respondents were Muslim.





Table 4.1.4. Respondents marital status.
Demographic and personal information population of respondents.
	Characteristics 
	Category 
	Frequency (N)
	Percentage (%l

	Marital status 
	Single 
	84
	84%

	
	Married 
	16
	16%

	
	Total
	100
	100%


Source: field survey 2025
Table 4 shows marital status of respondents which were 84% are single while 16% are married. This implies that more respondents to the questionnaire are single.
Table 4.1.5 Distribution according in education qualifications 
Demographic and personal information population of respondents.
	Characteristics 
	Category 
	Frequency (N)
	Percentage (%)

	Qualification 
	SSCE/WAEC
	0
	0%

	
	ND/NCE
	26
	26%

	
	HND/B.SC
	70
	70%

	
	M.SC
	2
	2%

	
	Others
	2
	2%

	
	Total
	100
	100%


Source: field survey 2025
 From the table 0% of the respondents were SSCE/ WAEC holder, 26% of the respondents are ND/NCE holder,70% are HND/B.SC holder,2% are M.SCholder,2% of the respondents are other. This implies the more respondents are HND/B.SC holder who respond to the questionnaire.


Table 4.1.6 Distribution according to occupation
Demographic and personal information population of respondents.
	Characteristics 
	Category 
	Frequency (N)
	Percentage (%)

	Occupation
	Student 
	64
	64%

	
	Self-employed 
	26
	26%

	
	Employed 
	10
	10%

	
	Civil_ servant 
	0
	0%

	
	Total
	100
	100%


Source: field survey 2025
From the table 64% of the respondents were students 26% of the respondents are self-employed 10% of the respondents are empolyed 0% of the respondents are civil servant. This implies that more respondents are student who respond to the questionnaire.
4.1.7 ANALYSIS OF RESEARCH INSTRUMENT 
Table 4.1.7 Do you use social media.
	Category 
	Frequency (N(
	Percentage (%)

	Yes
	100
	100%

	No
	0
	0%


Source: field survey 2025
Table 1 above shows the 100% of the respondents use social media,0% are not using social media this implies that majority of the respondents use social media.




Table 4.1.8 which of the following social media do you use?
	Category 
	Frequency (N)
	Percentage (%)

	Facebook 
	47
	47%

	Instagram 
	50
	50%

	YouTube 
	3
	3%

	Total
	100
	100%


Source: field survey 2025
Base on the table above 47% of the respondents commonly used Facebook 3% use YouTube,50% use Instagram. This implies that majority of the respondents use Instagram.
Table 4.1.9 which of the following social media is commonly used for promoting herbal medicine ?
	Category 
	Frequency (N)
	Percentage (%)

	Facebook 
	52
	52%

	Twitter
	2
	2%

	Instagram 
	46
	46%

	YouTube
	0
	0%

	Total
	100
	100%


Source: field survey 2025
Base on the table above 52% of the respondents commonly used Facebook for promotion of herbal medicine 2% of respondents commonly used Twitter,46% used Instagram and 0% used YouTube for promotion of herbal medicine 


4.2.1 which of the following social media platform is more effectives for promotion herbal medicine?
	Category 
	Frequency (N)
	Percentage (%)

	Facebook 
	50
	50%

	Twitter
	4
	4%

	Instagram 
	46
	46%

	YouTube
	0
	0%

	Total
	100
	100%


Source: field survey 2025
According to the table above 52% of the respondents agree that preventive is more effective for promotion herbal medicine 4% said Twitter, 46% said Instagram 0% of the respondents said YouTube. This implies that more respondents agree that Facebook is more effective for promotion herbal medicine.
4.2.2 which of the following social media can be use successful for herbal medicine promotion?
	Category 
	Frequency (N)
	Percentage (%)

	Facebook
	53
	53%

	Twitter
	4
	4%

	Instagram
	41
	41%

	YouTube
	2
	2%

	Total
	100
	100%


Base on the table above 53% of the respondents agreed that Facebook can be use successful for herbal medicine promotion 4% said Twitter,41% said Instagram and 2% said YouTube. This implies that more respondents agreed that Facebook can be used successful for promotion herbal medicine 
4.2.3 Misunderstanding is one of the illegal implications of promoting herbal medicine on social media
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	24
	24%

	Agreed
	44
	44%

	Disagreed 
	28
	28%

	Strongly disagreed 
	4
	4%

	Total
	100
	100%


Source: field survey 2025
Base on the table above 24% of the respondents strongly agreed,44% agreed, 28% disagree and 4% strongly disagree. This implies that more respondents Agreed that misunderstanding is one of the illegal implications of promotion herbal medicine on social media 
4.2.4. There should be regulations or law that governor the promotion of herbal medicine on social media
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	21
	21%

	Agreed 
	43
	43%

	Neutral 
	22
	22%

	Disagreed 
	7
	7%

	Strongly disagreed 
	7
	7%

	Total
	100
	100%


Source: field survey 2025
Base on the table above 21% of the respondents strongly agreed,43% Agreed,22% are neutral,7% disagree and 7% strongly disagree with the statement. This implies that more respondents Agreed that there should be regulations and law that governor the promotion of herbal medicine on social media 
4.2.5 Restrictions or guidelines that claim that can be made when promoting herbal medicine 
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	18
	18%

	Agreed
	39
	39%

	Neutral 
	25
	25%

	Disagreed 
	11
	11%

	Strongly disagreed 
	7
	7%

	Total 
	100
	100%


Source: field survey 2025
Base on the table above 18% of the respondents Strongly agreed to the statement above 39% Agreed,25% are neutral 11% disagree while 7% strongly disagree that restrictions or guidelines regarding the claims that can be made when promoting herbal medicine on social media 
4.2.6 there should be consequences per individual fund promotion herbal medicine illegal on social media
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	18
	18%

	Agreed
	35
	35%

	Neutral 
	24
	24%

	Disagreed 
	18
	18%

	Strongly disagreed 
	7
	7%

	Total 
	100
	100%


Source: field survey 2025
The table above indicate that 18% of the respondents Strongly agreed 35% agreed with the statement 24% are neutral 16% disagree while 7% strongly disagree with the statement.
This implies that more respondents Agreed that there should be consequences for individual or business fund promotion herbal medicine illegal on social media 

4.2.7 Government should monitor and enforce registration related to the promotion of herbal medicine on social media
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	19
	19%

	Agreed
	39
	39%

	Neutral 
	26
	26%

	Disagreed 
	8
	8%

	Strongly disagreed 
	8
	8%

	Total
	100
	100%


Source: field survey 2025
The table above implies 19% of the respondents Strongly agree,39% of the respondents agree,26% are neutral 8% disagree while 8% strongly disagree. This implies that more respondents Agree that government should monitor and enforce registration related to the promotion of herbal medicine on social media 
4.2.8 Wrong use of herbal medicine products is also part of the implications of promoting on herbal medicine on social media
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	19
	19%

	Agreed
	38
	38%

	Neutral 
	23
	23%

	Disagreed 
	21
	21%

	Strongly disagreed 
	8
	8%

	Total
	100
	100%


 Source: field survey 2025
Base on the table above 22% strongly agree, 41% agree, 23% are neutral, 7% disagree while 7% strongly disagree with the above statement. This implies that more respondents Agree that wrong use of herbal medicine products is also part of implication of promoting herbal medicine on social media 
4.3.1 promoting herbal medicine on social media platform as due effect on its audience 
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	12
	12%

	Agreed 
	42
	42%

	Neutral 
	28
	28%

	Disagreed 
	11
	11%

	Strongly disagreed 
	7
	7%

	Total
	100
	100%


Source: field survey 2025
Base on the table above 12% of the responds strongly agree, 42% agree, 28% Neutral 11% disagree and 7% strongly disagree this implies that more respondent agreed that promoting apple medicine on social media platform has due effect on its audience 
4.3.2 celebrity endorsement is one of the factors influence the audience perception of purchasing about medicine advertised social media 
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	19
	19%

	Agreed
	38
	38%

	Neutral 
	23
	23%

	Disagreed 
	21
	21%

	Strongly disagreed 
	8
	8%

	Total
	100
	100%


Source: field survey 2025
Based on the table above 19% of  the responds  strongly agree, 38% agree 23% are neutral 23% disagree 21%, 8% strongly disagree to the statement above this the implies that more respondents greed that celebrities endorsement is one of the factor influence the audience perception of purchasing ABBA medicine advertised social media 
4.3.3 There are misconception or concerns the audiences have regarding medicine advertisement on social media.
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	12
	12%

	Agreed
	43
	43%

	Neutral 
	29
	29%

	Disagreed 
	8
	8%

	Strongly disagreed 
	8
	8%

	Total 
	100
	100%


Source: field survey 2025
Based on the table above 12% of the respondents Strongly agree 43% agree 29% are neutral 8% disagree 8% strongly disagree. This implies that more respondents agreed that there are misconception or concerns audience have regarding medicine advertisement on social media
4.3.4 Ethnic consideration that audience take into account when evaluating herbal medicine advertisement on social media should be put in place.
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	17
	17%

	Agreed 
	43
	43%

	Neutral
	25
	25%

	Disagreed 
	7
	7%

	Strongly disagreed 
	7
	7%

	Total 
	100
	100%


Source: field survey 2025
Based on the table above 17% of the respondent strongly agree 44% agree, 25% are neutral, 7% disagree and 7% strongly disagree. This implies that more responders agree that Ethnic consideration that audience take into account when evaluating herbal medicine advertisement on social media should be put in place.
4.3.5 advertisers should understand and address the audience perception towards the advertisement on herbal medicine on social media.
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	18
	18%

	Agreed
	43
	43%

	Neutral 
	25
	25%

	Disagreed 
	7
	7%

	Strongly disagreed 
	7
	7%

	Total
	100
	100%


Source: field survey 2025
Base on the table above 18% of respondents strongly agree to the statement 43% agree, 25% are neutral, 7% disagree while 7% strongly disagree this implies that more respondents agree that advertisers should understand and address the audience perception towards the advertisement on herbal medicine on social media.
4.3.6 herbal medicine advertisement on social media help to inform the customer about new herbal products.
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	23
	23%

	Agreed
	36
	36%

	Neutral
	27
	27%

	Disagreed 
	7
	7%

	Strongly disagreed 
	7
	7%

	Total
	100
	100%


Source: field survey 2025
The table above indicates that 23% of the responds  strongly agree, 36% agree 27% are neutral 7% disagree while 7% strongly disagree to the statement. This implies that more respondents agree that herbal medicine advertisement on social media help to inform the customers about the new herbal product.
4.3.7 NAFDAC registration number is enough to confuse audience to purchase herbal products advanced on social media.
	Category 
	Frequency (N)
	Percentage %

	Strongly agreed 
	23
	23%

	Agreed
	37
	37%

	Neutral 
	25
	25%

	Disagreed 
	7
	7%

	Strongly 6
	8
	8%

	Total
	100
	100%


Source: field survey 2025
The table above indicates that 23% of the respondent strongly agree 37% agree 25% are natural 7% disagree 8% strongly disagree to the statement above . This implies that more respondents agree that NAFDAC registration number is enough to confuse audience to purchase herbal products advanced on social media.
4.3.8  audience of negative mind-set about herbal medicine advertised on social media.
	Category 
	Frequency (N)
	Percentage (%)

	Strongly agreed 
	12
	12%

	Agreed 
	43
	43%

	Neutral 
	28
	28%

	Disagreed 
	10
	10%

	Strongly disagreed 
	7
	7%

	Total
	100
	100%


Source: field survey 2025
Base on the table above 12% of the respondent strongly agree to the statement 43% agree 28% are natural 10% disagree and 7% strongly disagree with the statement this implies that more respondent s agree that audience of negative mind-sets about herbal medicine advertised on social media.
4.2 ANALYSIS OF RESEARCH QUESTION 
RESEARCH QUESTION ONE
Which of the following social media are commonly used to market herbal medicine? 
Table 3 provide answer for this question most respondents agree that social media is commonly used for marketing herbal medicine 52% used Facebook 42% used Instagram through percent used Twitter for marketing about medicine 
Multiple for also provide answer to this question 50% of the respond that agreed that Facebook is more effective for marketing herbal medicine 46% said Instagram 4% said Twitter 0% of the respondent said YouTube this implies that more responders agree that Facebook is more effective for marketing upper medicine
RESEARCH QUESTION TWO 
What are the legal and illegal implication of promoting herbal medicine on social media to the people of Ilorin East local government?
Table 6 provide an answer to this question the respondents has show that 21% of the responds  strongly agree 41% agree with the statement 22% are natural 9% disagree and 7% strongly disagree with the statement. This implies that more respondents agreed that misunderstanding is one of the illegal application of promoting  herbal medicine on social media.
Table 11 also give an answer to the question wrong use of herbal medicine on social media 19% of the respondent strongly agree 38% agree 23% are natural 9% disagree 7% strongly disagree with the statement this implies that more respondents agree that wrong use of herbal medicine products is also part of implication of promoting herbal medicine on social media.
RESEARCH QUESTION THREE
What are the audience perception towards the advertisement of herbal medicine on social media 
Devil 13 answer the question the respondent on table 13 says that 12% of the respondent strongly agree 42% agree 28% are natural 11% disagree 7% strongly disagree to the statement this implies that more respondents agree that promoting herbal medicine on social media platform has dues effect on it audience.
Table 19 also answer this question the respond of the respondents shows that advertiser should understand and address the audience perception towards the advertisements of herbal medicine and social media 28% of the responds  strongly agree 37% agree with the above statement 25% are natural 7% disagree while 8% strongly disagree with the statement this implies that more respondents agree that advertiser should understand and address the audience perception towards the advertisement of herbal medicine on social media.
4.3 DISCUSSIONS OF FINDINGS 
I discovered the demographic and personal profile of respondents as shows in table one and it shows the distribution of age which male 47% while female 53%. Table 4 above shows material status of the respondent which were 84% single and 60% are married. Table five review the respondent degree 0% of the respondent are o level holder 26% of the respondent are ND/NCE holder 70% of the respondent are HND/B.Sc holder 2% of the respondent are M.Sc holder 2% of the respondents are others. This implies that more respondents are HND/B.Sc holder who respond to the questionnaire 
I also find out that majority of the respondent used social Media platform 100% of the respondent used social media 0% are not using social Media. I also discovered that majority of the respondent use Facebook most 50% of the respondent use Facebook 47% use Instagram 3% used Twitter and 0% use YouTube 
  This research also shows that Facebook is more effective for promoting herbal medicine 52% of respondents agree that Facebook is more effective for promoting herbal medicine 46% of the respondent said Instagram 2% said Twitter and is 0% said YouTube 
This research also  the review that misunderstanding is one of the illegal implication of promoting herbal medicine on social media 21% of the respondent strongly agree 41% of the respondent agree to the statement 22% and natural 9% disagree 7% strongly disagree with the statement 
Research also show that there should be regulation or law that govern the promotion of herbal medicine on social media 21% of the respondent strongly agree 43% agree 22 are natural 7% disagree and 7% strongly disagree with the statements I also find out that wrong use of herbal medicine product is also part of implication of promoting herbal medicine on social Media 19% of the respondent strongly agree 48% agree 23% are natural 12% disagree and 8% strongly disagree with the statement 
  I also find out that advertiser should understand and address the audience perception towards the advertisement of herbal medicine on social media 80% of the respondent strongly agree with the statement 43% agree 25% are natural 7% disagree and 7% strongly disagree with the statement.
CHAPTER FIVE
SUMMARY CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY 
             The research word dwell on the “ ASSESSING THE EFFECTIVENESS OF SOCIAL MEDIA AS A TOOLS FOR MARKETING HERBAL MEDICINE AMONG ILORIN EAST LOCAL GOVERNMENT” this chapter as therefore summarized all that has been done in carrying out this research, this chapter focuses on the objectives of the research work and significance of the study’s to evaluate the implication of promoting herbal medicine on social media on the people of Ilorin East local government and examine the audience perception towards the advertisement of herbal medicine on social media platform.
Review of related literature was broadly covered on theory that was used in the research work are uses and gratification theory and diffusion of innovation theory. The theory were examined in relation to the study and empirical review and sized, this focuses on research mythology research design that was adopted in carrying out the research is the survey with the use of questionnaire as an instrument which 100 copies were distributed the population sampled. This chapter focuses on the results of findings conclusion and recommendations. 
Furthermore there is a very high percentage 50% of the respondents agreed that Facebook is more  effective for promoting herbal medicine 47% of the respondents said Instagram 3% said Twitter while 0% said YouTube . This implies that more respondent agree that Facebook is more effective for promoting herbal medicine. This implies that more respondent strongly agree does social media both Facebook and Instagram are more common among herbal medicine practitioners in order to promote their herbal products to their target audience.
 5.2 CONCLUSION 
This study shows the ASSESSING THE EFFECTFULNESS OF SOCIAL MEDIA AS A TOOLS FOR MARKETING HERBAL MEDICINE and found does social media is commonly used for promotion of herbal medicine. Social median platform is more effective for promoting herbal medicine regardless of which form of advertisement being used by an organization the fundamental reasons for advertising a company’s goods and services to create customer awareness, stimulate demands inform consumers on the relevance or usage of their goods and services so as help them make concrete evaluations inform customers on how to use the products and encourage repeated purchase ( Gitau,2002)
    The major findings of the study suggest that the respondent are strongly agreed that misunderstanding is one of the illegal implication of promoting herbal medicine on social media there should be regulation or law that govern the promotion of herbal medicine on social media restrictions of guideless regarding the crime should be made when promotion herbal medicine on social media. The ending of the study shows that traditional medicine practitioners do thoroughly and before promoting their product on herbal medicine . Hence the study suggest that the “loud crimes” on social media advertisement by traditional medicine practitioners should be further scrutinize as they appear to reflect significantly, the effectiveness of their medicines.
    Therefore concluded that there are audience perception such as promoting herbal medicine and social Media platform has dues effects on it audience and also point out that celebrity endorsement is one of the factors that confuse the audience perception purchasing herbal medicine advertise as there are misconception or concern that audience have regarding herbal medicine advertisement on social media. Advertisers should understand and address the audience perception towards the advertisement of herbal medicine on social media advertising contents of electronic jingle and sponsored.
    Programme help to bringing herbal products on service to the attention of potential and current customers herbal advertisement focused on one particular product or service. Thus an herbal advertisement plan for one products might be very difficult then that for another products advertising is typically done with sign brochures commercial, direct mailings e-mail message personal contact etc.

5.3 RECOMMODATIONS 
(1) Brands and companies should compare the social media performance an effectiveness with industry benchmark and best practices marketing herbal medicine 
(2) ABBA medicine products should gather feedback from customers and followers on social media to other stands their perceptions preference and experience with their herbal medicine brand 
(3) There should be an identification of specific key performance indicator that aligns with your objectives for marketing herbal medicine on social media 
(4) There should be a conduct of a comprehensive audit the current social media presence and activities related to marketing herbal medicine 
(5) Brand should monitor audience engagement with your herbal medicine content on social media platforms.
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