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ABSTRACT
This study in brief looks at the herbal medicine industry and how it uses advertising to affect the buying decision of consumers in Nigeria.  The research was designed to examine the extent to which adverts affect the buying attitude of consumers with regards to herbal medicine.  The methodology deals with the population.  Simple chosen and the research instrument used.  The population comprises of consumers of herbal drugs in Ilorin.  A sample of sixty (100) respondents was chosen for the study.  Questionnaires and interviews were the research instrument applied frequency tables were used to analyze and present data.  Based on the outlined objective, it was found out that advertisement is one of the major communication tools that can influence the buying attitudes of consumers.  In a nutshell, advertisements on consumer goods should be frequent with an appropriate and persuasive heading for the fact that it draws consumer’s attention on the firm’s products thereby giving market power to the firm.  It is therefore very essential for the form to full focus on advertising because it is an effective tool for creating awareness and positive perception in the minds of consumers.  It is suggested that further research should be carried out by increasing the sample size and extension to other areas like organizational buying behavior in terms of their decision making process with regards to advertisement.  Contributing to this fact that, the researcher had a limited time and financial constraints which did not allow the researcher to operate within a larger area.
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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY 
Advertising in diverse ways has helped producers in some countries to reach the level of contemporary distribution through the use of advertising tools (Arnes, 1994). Over the past few periods, companies around the world archived the art of mass marketing or selling highly standardized products to masses of customers. 
In the process, they developed effective mass-media advertising techniques to support their mass-marketing strategies (Kottler, 2009) 
       In Nigeria, marketing as a tool has raised some Nigerian products into the international level and therefore creating a chance for the organization to introduce many new products into the county while other made-in Nigeria products are not making head way in the marketing sectors. In spite of this, consumers are being exposed to a greater variety of marketing communication from different sources. Moreover, customers do not distinguish between message source be way marketers do. I the consumer’s mind, advertising message from different to media such as television, magazines, or online sources blur into one.
     However, there are many factors advertisers may consider when introducing a new brand of product into the market. There considerations may differ form either producer to producer or advertisers to advertisers depending upon the environment. These Amy include the type of product need to be advertised, the demand is the market and consumers, availability of the quality raw materials and the skilled labour.
      Again, many questions may also contradict in the mind of the producer “How can we reach our customers “ but also “How can we find ways to let our customers reach us?” With these, the communication process should start with an assessment of all the potential interactions that target customers may have with the product and the company. For example, someone purchasing a new computer may talk with others, see the television commercials, read articles and advert in newspapers and magazines and try out computers in the store. Marketers must assess the influence that each of these communications experiences will have at different stages of the buying process. This understanding will help them allocate their communication strategies more efficiently and effectively.
Achumba and Osuagwu (1994) post that marketing is important for the success of any organization, whether service or product oriented. Clarke (2006) confirmed that marketing performance is central to success in today’s fast moving competitive markets, the measuring marketing performance is critical to manage it effectively. The processor communicating the value of a product or service to customers, for the purpose of selling the product or service has become complex in recent times due to globalization.
     All these products will not be patronized effectively without marketing communication. Some advertisers in Nigeria have also recognized few ways of projecting advertisers and now incorporate various advertising elements to improve their market outreach or coverage. New product ratio, price positioning, competitive orientation to survive and grow. Although marketing tools plays a vital role in the performance of products distribution, many research efforts in the area of marketing practices in developing economic have emphasized on macro issues and the management structure of and organization as the measure of the performance in terms of market share , growth, efficiency and well-being of consumers.
\

1.2 STATEMENT OF THE PROBLEM 
    Most of the work done in product marketing have concentrated on the mainstream business such as pharmaceutical industries, and cosmetics products in Nigeria. Little is known about challenges that confront producers of indigenous herbal products on how they commercialize their or. Therefore, the researchers take interest to investigate how indigenous herbal producers and marketers blend the advertising tools to reach their consumers.
     As pertains in most developing countries, indigenous Nigerian marketers experience lack of trained manpower, poor infrastructural development , lack of adequate or insufficient capital, and also the face intense competition from superior foreign companies (Li, Edwards&Lee, 2000). The lack of competence and appreciation for promotion was noted by Ogechukwu and Latinwo (2010), in the case of Ghana, where they noted lack of understanding, the need for, and the manner of application of the marketing concept. Kottler (2005) also noted that the shift from mass marketing to targeted marketing, with its corresponding use of a richer mixture of communication channels and promotion tools, poses a problem for marketers. 
     Resnik and Stern (1988) also noted that few studies attempt to distinguish informative effect from persuasive effects in advertising. Scholars and researchers have come up with theories in their attempt to explain how advertising messages are received, processed and acted on by their target audience (Belch and Belch, 2001 and Shimp, 2002). However, this study seeks to fill the gap created by finding out the kind of effective advertising tools used to advertise indigenous herbal product and how consumers are reached with these products.
1.3 OBJECTIVES OF THE STUDY 
   The main objectives of this study was to ascertain the role of advertisement in promoting herbal medicine products in Nigeria. The specific objectives are:
1. To examine the advertising tools used by marketers of indigenous herbal products to persuade consumers.
2. To find out whether advertising can affect the consumer attitude towards herbal products in the market.
3. To find out whether a well planned advertising program can change the buying decision if consumers if herbal products.
4. To determine the kind of medium that firms use in advertising their herbal products in Nigeria.
5. To determine the level of people’s exposure to herbal products advertising campaigns.
1.4 RESEARCH QUESTIONS 
The following research questions were raised to guide the study:
1. What are the advertising tools used by marketers of indigenous herbal medicine products to persuade target audience in Nigeria?
2. Can a well planned advertising program change the buying decisions of consumers?
3. Does advertising affect the consumer attitude towards products in the market?
4. What medium does the firms use in an advertisement of herbal products in Nigeria?
5. To what extent are people exposing to herbal products advertising campaigns?
1.5 SCOPE OF STUDY 
The study, which is the role of advertisements in the promotion of herbal products in Nigeria shall focus in how advertising has become the immediate promotional tool usually use by marketers to persuade their target customers on herbal products.
The residents and consumers if herons and herbal products in Ilorin formed the population of the study . Due to time and other resource constraints, the people of the study area will constitute the population of students that will be used in the study as information will generated through the administration of questionnaires . This deals with the areas that the research covers.
The main focus is on how.
1.6 SIGNIFICANCE OF STUDY
It is the belief of that research of this nature will use different categories of people especially now that the country is making serious effort to promote and boost locally produced products. Thus, the study will be useful to students, scholars, consumers if goods and services, policy makers, advertisers, advertising agencies and advertising researchers.
    This study will help advertisers and advert agencies to understand the perception and factors that influence consumer’s buying decisions of herbal products. 
    Also, it will educate consumers on how to identify the best herbal products in the market by making use of advertisement information. The study will expose media and advertising industries on the need to stand firmly on advertisement ethical principles.
    The study will form nil empirical material and literature that is available in the subject area which future researchers and students can lay hands on when writing or carrying out similar studies in the future.
1.7 OPERATIONAL DEFINITION OF TERMS
Social media: Websites and application that enable users to create and share content or to participate in social networking.
Influence: the capacity to have an effect on the character, development, or behavior of someone or something or the effect itself.
Advertisement: a notice or announcement in a public medium promoting a product or service.
Promotion: the publicizing of a product, organization, or venture so as to increase sales or public awareness.
Herbal medicine: products made from botanicals , or plants, that are used to tract diseases or to maintain health are called herbal products l, botanical products, or phytomedieined. A product made file plants and used solely for internal use is called an herbal supplement.



CHAPTER TWO
LITERATURE REVIEW
2.1 CONCEPTUAL REVIEW
2.1.1 CONCEPT OF ADVERTISING 
      Advertising is the immediate promotional tool usually use by marketers to persuade their target customers (Korkeamaki, 2014). It is communication between the seller and the buyer through different media such as billboards and banners. The aim of advertising is to create awareness and establish the product in the mind of customers. Advertiser has its goal of communicating some specific Meade to targeted group and the success of the product I’d measured by how well that message is conveyed (Gerber, Terblanche-Smit & Crommelin, 2004).
     Advertising developed in a variety of media. Perhaps the most basic was the newspaper, offering advertisers large circulations, a readership located close to the advertiser’s place of business, and the opportunity to alter their advertisements on a frequent and regular basis. Magazines, th either chief print medium, may be of general interest or they may be aimed at specific audiences (such as people interested in outdoor sports or computers or literature) and offer the manufacturers of product of particular interest to such people the chance to make contact with their most likely customers. Many national magazines publish regional editions, permitting a more selective targeting of advertisement.
     In Western Industrial Nations Television and Radio became the most persuasive media. Although in some countries radio and television are state-run and accept no advertising. In other advertisers are able to buy short “sports” of time, usually a minute or less in duration. Advertising spots are broadcast between or during regular programs, at moments sometimes specified by the advertiser and sometimes left up to the broadcast. For advertisers the most important facts about a given television or radio program are the size and composition of its audience. The size of the audience determines the amount of money the broadcaster can charge an advertiser, and the composition of the audience determines the advertisers’ choice as the when a certain message, directed at a certain segment of the public, should be run. The other advertising media has include direct mail, which can make a highly detailed and personalized appeal; outdoor billboards and posters, transit advertising, which can reach the millions of users if mass-transit systems; and miscellaneous media, including dealer displays and promotional items such as matchbooks or calendars.
There is no dispute over the power of advertising to inform consumers of what products are available . In a free-market economy effective advertising is essential Oya company’s survival , for advertising it has been argued that the consumer must pay for the cost of advertising i the form of higher prices for goods, against this point it is argued that advertising enables goods to be mass marketed , thereby bringing prices down . It has been argued that the cost of major advertising campaigns in such few forms can afford them, this help IB these to dominate the market; o the other hand, whereas smaller firms may not be able to compete with larger ones at a national level. Advertising at the local level or online enables them to hold their own.
Finally, it has been argued that advertisers exercise an undue influence over the regular contents if the media they employ - the editorial stance of a newspaper or the subject of a television show. In response it has been pointed out that such influence is contreracted, at least in the caus of financially strong media firms, by the advertisers’s reliance on the media to convey a message; Andy compromise of the integrity of a media firm might result in a smaller audience for the advertising.

Features if Advertising 
Advertising consists of all activities presenting to a group of non-personal, oral or visual, openly sponsored identifies message regardless of a product, service, or idea. The message, called an advertisement, is disseminated through one or more media and is paid for by an identified sponsor. Stanton (2011) noted the following features of advertising: provides information, paid communication, non-personal presentation, publicity, persuasion, target oriented, art, science and profession, the element of marketing mix and creativity.
It is a paid form of communication: Advertisements appear in newspapers, magazines, television or cinema screens because the advertiser has purchased some space or time to communicate information to the prospective customers.
Impersonality: As there is no face-face contact between the customer and the advertiser, it is considered to be an impersonal method. Since it is a one-sided communication, a monologue is created, not a dialogue.
Identified Sponsor: A sponsor can be a person or organization who contributes some money while sponsoring some event or something. Either the producer himself or dealer on behalf of the producer sponsors each advertising. The identity of the sponsor is known through his name, logo or brand. The advertiser does not want to hide his name because it is a matter of public relations.
Informative in action: It seeks to disseminate adequate information to the target market or readers, listeners, and many viewers about the several aspects of the business and its products and services features and other related matters. Hence, advertising is informative in action.
Persuasive Act: Advertising contains a persuasive message. It aims at persuading people to buy or use the business firm’s product or service. It tries to direct the attitude and actions of the target market towards the company’s offers. The question may arise, how the persuasive act of the advertising change the attitude of the customers can and brings them to the company’s product. 
Competitive Act: Today’s business world is the world business competition. Competition is the very keen in the market in terms of price, quality, service, performance, etc. Every business form or marketer wants to win that competition, so today advertising is mostly used as a competitive weapon.
Non-personal communication: Advertising is a non-personal communication. In the advertisement, the advertiser does not make face-to-face contact with the target market to communicate the company’s message. He uses convenient and viable media or sources to communicate his message.
Functions if advertising 
      The real objective of advertising is effective communication between producers and consumers. The following are the main functions of advertising as noted by Wells et al (2003): 
Support to personal selling: A firm’s promotional activities should be done along with personal selling. Here, advertisement helps personal selling.
Teach to mass people: It is the process of non-personal and mass communication. It aims at reaching mass people at a single effort, which is not possible by personal selling.
Attract a new marketing segment: It is also done to attract new customers who can be potential customers of the for. In the future. 
Promotion of new product: Before launching the new product in the market consumers should be well informed about the use and benefits of the product. Advertising aims to fulfill this objective. 
Motive dealer relation: Wholesalers and retailers usually want advertisements to be done by producers, while producers want support from them. Therefore, by sharing this responsibility the relation of the firm with dealers ca be improved, and sometimes such a relationship can be maintained by taking responsibility by the firm itself.
Expand the use of the product: It may lengthen the season for a product. For example with the help of massive advertisement ice-cream and cold drinks can be marketed in the winter seasons too. 
Brand Patronage: Suitable advertising, in the long run, sim to develop brand loyalty and profitability by motivating consumers to immediate buying decisions; building product and company image; educating consumers about the uses and benefits of the product; and developing 
Media of Advertising: The major media of advertising include:
Press or print
It includes the advertisings done through printed media like newspapers, journals, or magazines. It is the most important media among all. The print or press media is also classified into newspaper media and journals & magazines.
Audio or Radio
     It generally includes radio advertising. Before the use of television in this field, radio was the major mass media appealing to the whole community that includes both literate and illiterate groups.
     It is still playing an important role in advertisement campaigns. There are five types of radio advertising I.e through strength appeal, dialogue, dram, music, and integration of these all. It is a personal medium that gives human touch.



Audio-visual 
     It includes both televised film advertisements. Both of these media provide entertainment to the viewers through the combination of sound and visual pictures. It has a deep impact on customers, gives more entertainment, and is more selective and flexible.
Display 
    As per this advertisement, goods on the like are displayed beautifully to assist the salesmen in this function. It can attract the attention of the prospects and arouse their interest.
     In this type of advertisement, goods and the like are properly displayed in shops , windows, fairs & exhibitions, walls, sky, electric signs, etc.
Jewelers, handicrafts products, etc are generally displayed in the windows to attract tourists. Some marketers arrange their store with lighting and beautiful colors objectively.
Web
It is also called webpage, online, or internet advertisement is a method of promoting a firm’s goods and services to the mass customers through personal websites or through commercial websites.
2.1.2 ADVERT AND BRAND PROMOTION 
The recognition of the importance of trust in Marketing was a result of the fundamental shift that took place in the early 1990’s from a transactional Marketing approach to Relationship Marketing. A seminal paper by Morgan and Hint (1994) demonstrated the importance of commitment and trust in building a relationship with customers. They define trust as “when one party has confidence in an exchange partner’s reliability and integrity”.
Since the Morgan and Hint (1994) paper, other topic of trust has been explored in some depth, with 35 papers being written on the subject in 2006 alone (Kenning, 2007). The discussion of trust has evolved from the business to business literature to more general marketing journals with the slow recognition that trust is also important in the business to consumer o next. However, it is recognized that customers can perceive brands as having personalities (Aaker, 1995) and can feel some loyalty towards them. As a result, brands are being personified and therefore it is possible to trust them.
So it is clear that brand trust leads to many positive outcomes for the brand owner. It is therefore important to establish how it can be created. Particularly as there is evidence to suggest that customers are being increasingly cynical and level of brand trust are decreasing (Lantieri and Chiagouris, 2009). There is surprisingly very little work in this area. A study by Xingyuan, Li and Wei (2010) examined the impact of three sources of information on brand trust; user experience, word of mouth (WOM) and advertising. They proposed a strong relationship between brand knowledge and brand trust and thereby examined how these different sources of information contributed to brand knowledge. Perhaps, unsurprisingly, they found that user experience had the strongest influence. Advertising was good at increasing brand awareness, product knowledge and company knowledge but less effective at influencing perceived value. The important influence of consumption experience was also supported by Delgado-Balledter and Munuera-Alemab (2005).
Research on the link between advertising and trust specifically consists of two main threads. One line of research is people’s perceptions of advertising generally and how trustworthy they perceive it to be. This is important because if people don’t trust advertising then they may be less influenced by individual brand attempts to build trust through that marketing communications tool. Indeed this negative perception of all advertising was identified by Li and Miniard (2006) as a challenge. In 2009 Soh, Reid and King developed the ADTRUST scale, the first scale to measure Trust in Advertising so that this area could be explored further. The scale identifies four main factors, reliability, usefulness, affect and willingness to rely on. It has not yet been adopted in other studies but may be a useful tool is future research.
Li and Minaiard (2006) examined how to create a trustworthy image of a brand through advertising by undertaking two advertising experiments using a fictitious CSS r repair company, without the use of celebrity endorsers. It was found that the inclusion of the words “You can trust us to do the job for you” had an impact on the number of positive thoughts about the advertisement and the brand. The brand was perceived to be more trustworthy compared to the advertisement without those words and consequently purchase intention increased. Li and Miniard (2006:11) acknowledged that their study “only scratched the surface” and that much more work needed to be done in this area. Their findings were based on an experiment using a fictitious car repair company which is a high involvement service and consequently a high level of information processing would normally results due to high risk factors.
2.1.3 ADVERT AND SALES OF HERBAL PRODUCT 
The essence of being in business by any commercial organization is to produce for sales and profits. For an organization to continue to be in business such organization must generate enough sales from its products or services to cover operating point in budgeting or profit planning. It is so because it must be determined, in most cases before production units could be arrived at.
In an industrial and free competitive market economy, where the interplay of economic variables dictates the market, the problem of survival of business becomes a very nightmarish one for produces and manufacturers. The singular desire of manufacturers becomes how to create awareness and market for their goods. Advertising is then one strategy that fulfills the desire completely. The desire to be buoyant in business and to increase profit has given advertisement an irrevocable reputation.
Advertising is not undertaken by management just for fun it to keep products or services. It is principally involved in persuasion or advocacy even apparently just giving us information, using media that are paid for it to get through to the mass audience with the identity of the advertisers being clear. Advertising has the mandate to sell the advertisers’s goods and help the consumers to shop wisely (Okoro, 2005).
Similarly, of all marketing weapons, advertising has a leading impact in viewers minds, as its exposure is much more felt (Katie, 2007). The marketing mix has four sunsets I.e. product, price, place and promotion. Advertising is a component of the promotional mix, which is used to create awareness about products and services for making purchase decisions (Akinrosoye, 2004). 
Today, many people in less developed and civilized areas often use herbs more because of the availability of the herbs, availability of inherited methodologies . Other reasons for using herbs by some people is due to lack of money to patronize professional doctors or hospitals. Regardless of age or gender, many of us have one thing in common: we want to improve and maintain overall health. Considering that an increasing number of people turn to the internet for ideas, marketing herbal products and supplements online can be a great way to reach new customers. 
Sales of teas and other herbal products have climbed steadily over the last several years, so the marketplace is growing all the time. However, the number of herbal product supplier is growing as well. This means that if you want to stand out from your competitors, you have to develop a robust marketing strategy. Moreover, that strategy needs to include several channels. Success is possible, and many herbal product companies have increased their revenues and attracted new customers online.
2.2 CONSUMER ATTITUDE TOWARD ADVERTISING 
     When consumers make decisions, they form attitudes about brands and attitudes about products. It is important to realize that in a decision making situation consumers form attitudes toward objects other than the product itself and these attitudes can influence their ultimate selections. For instance, consumers form attitudes towards the advertisements that they see . These are called attitudes toward the advertisement or advertising and defined as a predisposition to respond in a favorable or unfavorable manner to a particular advertising stimulus during a particular exposure occasion value. Post it I’ve feelings are generated by an advertising and consumers experience a variety of emotional response when they are exposing to advertisement.
     Determinants I’d advertising include towards the advertiser, evaluation of the advertising execution itself. The mood evoked by the advertising, and the degree to which the advertisement affects viewer arousal levels. It is generally agreed that commercials have the potential to stimulate at least two kinds of positive emotions. That is pleasure and arousal negative emotions such as intimidation, are also possible mood management theory assumes that consumers strive to eliminate or at least diminish bad moods and perpetuate good ones by selections appropriate media. Arnold et al (2002).
2.3 THE AIDAS MODEL
     The study adopted the Awareness, Interest, Desire, Action and Satisfaction (The AIDAS Model) process of Advertising as the theory for this research. According to Mackay (2005), several advertising formulas are in existence today but one of the most commonly used is the acronym AIDAS which means Awareness, Interest, Desire, Action and Satisfaction. This refers to specific techniques necessary to implement when creating an advert. The various stages in buying process help consumers to know which products he or she should go for. Again, he explains the acronym AIDAS where Awareness deals with getting the attention of the target customers.
     Cunningham (1993) also view awareness as something used to attract the reader’s or viewer’s attention. For instance in print advert, it might be a photograph or illustration, bold type, white space around the art and words of the advert that may create awareness to customers. Mackay (2005) indicates interest in the field of advert as creating concern in the product by giving product information and how to help satisfy the needs and wants of the individual.
     The third stage of the process in advertising is desire. Creating desire in the customer to posses a product is an important aspect in advertising. Therefore, this is done by emphasizing the benefits of the product and how it will satisfy the needs and wants. Demand is another stage of the AIDAS model. This is to convince customers to make a purchase. The final stage of the model is satisfaction. According to Mackay, this is where the customer buys the product and becomes satisfied with the product.  
2.4 Concept of Social Media
     Social media are interactive technologies facilitates the creation, sharing and aggregation of content, ideas, interests, and other forms of expression through virtual communities and networks. Social media refer to new forms of media that involve interactive participation. While challenges to the definition of social media arise due to the variety of stand-alone and built-in social media services currently available, there are some common features: 
1. Social media apps are online platforms that enable users to create and share content and participate in social networking.
2. User-generated content such as text posts or comments, digital photos or videos, and data generated through all online is the lifeblood of social media.
3. Users create service-specific profiles for the website or app that are designed and maintained by the social media organization.
4. Social media helps the development of online social networks by connecting a user’s profile with those of other individuals or group.
The term social in regard to media suggests that platforms are user-centric and enable communal activity. Such as, social media can be viewed as online facilitators or enhancers of human-networks webs of individuals who enhances social connectivity.
Users usually access social media service through web-based apps on desktop ms or services that offer social media functionally to their mobile devices (e.g. smartphones and tablets). As sisters engage with these online services, they create highly interactive platforms in which individuals, communities, and organizations can share, co-create, discuss, participate, and modify user-generated or self-curated content posted online. Additionally, social media are used to document memories, learn about and explore things, do self promotion and form friendships along with promotion of ideas through blogs, podcasts, videos and gaming sites.
The change in relationship between human and technique is the focus of the emerging fiend of techno self studies. Some of the most popular social media platforms, with more than 100 million registered users, include Twitter, Facebook (and its associated Messenger), WeChat, ShareChat, Instagram (and its associated app Threads), QZone, Weibo, VK, Tumblr, Baidu Tieba, and LinkedIn. Depending on interpretation, other popular platforms that are sometimes referred to as social media services include YouTube, LetterBox, QQ, Quora, Telegram, WhatsApp, Signal, Line, Snapchat, Pinterest, Viber, Reddit, Discord, TikTok, Microsoft Teams, and more. Wikis are examples of collaborative content creation.
     Social media outlets differ from traditional media (e.g. print magazines and newspapers, TV, and radio broadcasting) in many ways, including quality, reach, frequency, usability, relevancy, and permanence. Additionally, social media outlets operate in a dialogue transmission system (I.e., many sources to many receivers) while traditional media outlets operate under a monological transmission model (I.e. one source to many receivers). For instance, a newspaper is delivered by o many subscribers, and a radio station broadcast the same programs to an entire city.
Since the dramatic expansion of the internet, digital media or digital rhetoric can be used to represent or identify a culture. Studying the rhetoric that exists in the digital environment has become a crucial new process for many scholars.
Observers have noted a wide range of positive and negative impacts when it comes to the use of social media. Social media can help to improve an individual’s sense of connectedness with real or online communities and can be effective communication (or marketing) tool for corporations, entrepreneurs, non-profit organizations, advocacy groups, political parties, and governments. Observers have also seen that there has been a rise in social movements using social media as a tool for communicating and organizing in times of political unrest.
2.4.1 TYPES OF SOCIAL MEDIA ADVERT 
.  Facebook
.  Instagram 
.  Twitter
.  LinkIn
.  SnapChat
     Each platform offers unique targeting options and advertisement type to help you reach your audience. Ultimately, the type of social media advertising you choose will depend on:
.  Your target audience 
.  Your target audience’s preferred social platforms 
.  Where your target audience engages most with advertisements 
     Let’s dive in and look at each platforms, so you can choose the best types of social media advertising for you.
2.5 USES IF SOCIAL MEDIA ON ADVERT
1. Improved Brand Recognition 
Advertising through social media has been shown to increase brand recognition. Regular posting on social media platforms allows companies to interact with the clientele on familiar grounds. This constant interaction creates a picture of credibility and an eagerness to listen to what the clients have to say. Once customers are familiar with your brand, they are more likely to recommend your brand to friends and family, therefore increasing your brand reach. The brand should not constantly hammer the presence, whereas it should be subtle enough to make an impact. Sticking to a particular theme of colors and fonts will help big time.
2. improved Band Loyalty 
     For any company to stay afloat, it needs a okay clientele base. New customers are a happy addition, but without loyalists, the conversation rates would be somewhere between sad and non-existent. Advertising on social media creates an open service platform where customers can express their views and feelings about services and products offered. By listening to consumer opinions, customer satisfaction levels rise exponentially, all along with the loyalty to your brand is increased. The consumers will be more impressed with your turn around time and appreciate the company more.
3. Improved Conversion Rates
     The majority of the population is on social media. Social media and advertising are two components used together to target potential clients on social media platforms, such as Facebook and Instagram. With the increased brand visibility that comes with advertising in social media, more leads will visit your website, and the chance of conversation also increases. With a well-articulated media advertising plan, a company can improve its sales and profits.
4. Reduces Marketing Costs 
     Compared to conventional marketing, social media marketing does not require a lot of monetary resources. With an internet connection and computers , a company can minimize its marketing costs by a significant margin. But as the business landscape continues to evolve, traditional marketing methods begin to fade out in Favour if less resource-intensive methods. Therefore, using social media to market products and services is an efficient way of reducing companies operational costs. Social media platforms do most of the work in terms of an investment. The business needs a consistent theme, tonality and an effective marketing strategy to make use of the platforms. The costs are greatly reduced as more number of people can be reached with the same amount of monthly budget.
5. Better Search Engine Ranking
     While a social media page does. To exactly improve search rankings, the page will certainly get you more traffic. More people use google, DuckDuckGo, Bing or other search engines to find products or services online. If your business has a social media listing, chances are, it will appear among the top search results of a related product or service, leading to wider visibility. Search engine optimization tools are another attractive option due to their ability to drive more traffic to company websites and achieving higher search rankings in the same. Social media advertising has grown to be a favorite marketing option for many business start-ups and organizations globally. This is due to the ease of using social networking sites to sell product and services. The results are almost always immediate, which allows companies to gauge the effectiveness of their marketing campaigns. Social media marketing has become an integral part of any marketing program regardless of size or nature. It is a great opportunity to increase sales while minimizing costs; one that no company or organization should pass on.
2.6.    IMPACT OF SOCIAL MEDIA OK ADVERT
     The benefits derived from advertising are manifold. It is one of the most important components of the marketing process.
    This is beneficial to manufacturers, traders, consumers and society as a whole. Advertising offers the following impact. 
(1)   Introduces a new product in the market:
Advertising plays a significant role in the introduction of a new product in the market. It stimulates the people to purchase the product.
(2)   Expansion of the Market:
It enables the manufacturer to expand his market. It helps in exploring new markets for the product and retaining the existing markets. It plays a sheet anchor role in widening the marketing for the manufacturer’s products even by conveying the customers living at the far flung and remote areas.


(3)   Increased sales:
Advertisement facilitates mass product to goods and increases the volume of sales. In other words, sales can be increased with additional expenditure on advertising with every increase in sale, selling expenses will decrease.
(4)   Fights competition:
Advertising is instrumental in increasing goodwill if the concern. It introduces the manufacturer and his product to the people. Repeated advertising and better quality of products brings more reputation for the manufacturer and enhances goodwill for the concern.
(5)   Enhances Good-will: 
Advertising is instrumental in increasing goodwill of the concern. It introduces the manufacturer and his product to the people. Repeated advertising and better quality of products brings more reputation for the manufacturer and enhances goodwill for the concern.
(6)  Educates The Consumers:
Advertising is educational and dynamic in nature. It familiarises the customers with the new products and their diverse uses and also educates them about the new uses of existing products.
(7)  Elimination of Middlemen:
It aims at establishing a direct link between the manufacturer and the consumer, thereby eliminating the marketing intermediaries. This increases the profits of the manufacturer and the consumer gets the products at lower prices.
(8)  Better Quality Products:
Different goods are advertised under different brand names. A branded product assures a standard quality to the customers. The manufacturer provides quality goods to the consumers and tries to win their confidence in his product.
(9)  Supports The Salesmanship:
Advertising greatly facilitates the work of a salesman. The customers are already familiar with the product which the salesman sells. The selling efforts of a salesman are greatly supplemented by advertising. It has been rightly pointed out that "selling and advertising are cup and saucer, hook and eye, or key and lock wards."
(10)   More Employment Opportunities:
Advertising provides and creates more employment opportunities for many talented people like painters, photographers, singers, cartoonists, musicians, models and people working in different advertising agencies.
2.7   THEORETICAL FRAMEWORKS
2.7.1  USES AND GRATIFICATIONS THEORY
This theory is concerned with how audiences actively pick a specific medium to satisfy their needs and gratification (Baran & Davis, 2012; McQuail, 2010). The theory concerns the relationship between the medium and the audience (Herzog 1944; Katz 1959; Clapper, 1963; Lin
1999; Stafford, Stafford, & Shade, 2004). The first research regarding the uses and gratification theory (U&G) began in the 1940s. Harrell (2000) observed that "early uses and gratifications studies in the 1940s, 50s and 60s typically researched why people used certain media types, instead of examining audience stimulation for using a particular medium" (p. 36). McQuail
(2010) summarized the studies of the 1960s and 1970s as follows:
1)  Media and content choice is generally rational and directed towards certain specific goals and satisfactions (thus the audience is active and audience formation can be logically explained).
2)  Audience members are conscious of the media-related needs which arise in personal and
social (shared) circumstances and can voice these in terms of motivation.
Cultural and aesthetic features of content play much less part in attracting audienees than the satisfaction of various personal and social needs (e.g., for relaxation, shared experience, passing time, etc.)
4) All or most of the relevant factors for audience formation (motives, perceived or obtained satisfactions, media choices, background variables) can, in principle, be measured. (p. 424)
Severin & Tankard (1992) indicated "different people can use the same mass communication medium for very different purposes" (p. 270). Now, the Internet is booming,
"U&G provides the theoretical framework for understanding the specific reasons that bring consumers to online marketplaces where commerce transpires" (Stafford et al., 2004. 0. 267).
Because U&G can be flexible in researching specific motivations and features of social activities of audience, researchers can apply it to new media (Ruggiero, 2000). In the case of Internet TV.
U&G researchers' aim is finding out what kind of needs and gratification audiences are seeking and obtaining (Baran & Davis, 2012; Charney & Greenberg, 2002). Knowing how audiences use en the Internet not only helps researchers understand this market, but it also means that media managers can think more about what their users want (Charney & Greenberg, 2002).
The uses and gratification theory is useful to illustrate why media users choose specific media to seek relaxation, entertainment, or social interaction (Charney & Greenberg, 2002;
Rubin, 1981). Therefore, U&G is an appropriate theory to study new media at the beginning level (Ruggiero, 2000). Consumers now are more actively finding ways to control what kind of information they want to use, even the sources of the media (Eastman & Ferguson, 2012; Harrell,
2000; Luo, 2002).
In addition, audiences are not stable in what kind of gratifications they are seeking. Katz.
1959) suggested that people use media based on social role and experience-based purpose.
Individuals will use different kind media under different circumstances to fulfill their needs
(Katz et al., 1973-1974). "As emerging technologies provide users with a wider range of source? selection and channels of information, individuals are selecting a media repertoire in those areas. of most interest" Ruggiero, 2000, p. 19).
2.7.2.    THEORY OF COGNITIVE DISSONANCE
This theory was formulated by Festinger and is based on the premise that attitudes held " by an individual tend to be consistent and that the 'individual' actions are usually consistent with o his attitudes. In taking any decision, for example, to purchase a product, the individual encountered a conflict situation in which he has to weigh up the positive and negative attitudes to the various alternatives.
Dissonance theory deals with inconsistencies that occur between two cognitions after a * decision has been made. This following a decision, information about the positive features of • rejected alternatives and about the negative feature of the chosen alternative, can be produce
dissonance.
The theories of attitudes help modify attitudes that strongly influence the purchase of a particular product class, so as to bring consumer attitudes in line his company offering which is an implication to the marketer. Another implication to the marketer is that it could try to change consumer's choice criteria adding to the product characteristics already established as being important to the consumer.
Kaish (1967) used the cognitive dissonance theory to redefine the three types of consumer goods identified in the literature: convenience goods, shopping goods, and specialty goods. According to the author, the generally accepted definitions of these product classes are incomplete since the meaning of an important good is not clear and the conditions that will reduce post-purchase dissonance are not specified. He first noted that psychological elements of a a product like the self-image that it provides to the consumer are relevant determinants of its importance as well as its economic characteristics like cost and durability. He also claimed that dissonance is not only related to the importance of a product, but also to the functional performance differences among similar products, the difficulty in making a judgment about how the product will perform based on the information available, and the number of the alternative products in the market. As a result, he broadened the definitions of convenience, shopping, and specialty goods by taking into consideration their potential to create dissonance.
However, despite Kaish (1967), Oshikawa (1969) criticized the applicability of the theory in consumer behavior research and claimed that there is not enough evidence to claim consumers' post-purchase interest in information regarding that particular product as their effort to reduce the possibility of dissonance. Hunt (1970), on the other hand, pointed out the fruitfulness of the theory of cognitive dissonance from marketing researchers' point of view. In order to clarify the decision-oriented implications of the theory, he investigated the effectiveness of different post-purchase communication methods (i.e., letters and telephone calls) on decreasing dissonance and increasing the possibility of future purchases. While letters provided results that were predicted by the theory (decreased dissonance, improved favorable attitudes, increased possibility of purchase), phone calls produced contrary outcomes.
Korgaonkar and Moschis (1982) further examined how the level of involvement with a product influenced post-purchase evaluations. The authors found that high expectations before y purchase lead to more favorable evaluations after the decision have been made in case of a high involvement product. Therefore. they suggested marketers of high involvement products to a design promotional mixes that that invoke high expectations so that the consumers will have less dissonance after they buy the products. With respect to the measurement issue, Oliver (1997) argued that there is a need to develop a sound dissonance scale to use in consumer research.
Soutar and Sweeney (2003) investigated the presence of segments with different levels and types of dissonance. The authors used the scale developed by Sweeney el al. (2000) (281 and employed it with two different customer groups. They found that there are three cognitive dissonance segments, at least in consumer goods markets: "high-dissonance", "low-dissonance", and "concerned-about needing the purchase". The first thing their research signaled is that an important percentage of consumers (27% and 40% in two product categories examined in the research) experience dissonance; either at a high or a low level. In addition, young consumers are found to be more likely to experience high level of dissonance because they usually, experience higher involvement and they form higher levels of expectations.
Therefore, the authors claimed that how to handle dissonance at all levels of customer service should be an important concern for the managers. Recently, O'Neill and Palmer (2004) studied the relationship between cognitive dissonance and the stability of service quality o perceptions. The authors showed that people forget about their experience when time passes after the service consumption takes place and they form new expectations as they are faced with new stimuli. Then, the gap between these expectations and somewhat forgotten prior experience widens and this causes perceptions of the prior experience to decline; which would, in turn, imply cognitive dissonance.
2.8.   EMPIRICAL REVIEW
Advertising fulfills a number of tasks like awareness, communicating product attributes and benefits, reminding the consumers, generate repeat purchases and contributing for the development of consumer base. Every company tries to occupy customer mind space and this has increased the scope of advertising (Ravindra et al., 2010). Although personal selling, sales promotion, publicity, and public relations are important elements of promotional activities within the marketing mix but advertising is the most visible and noticeable component (Coulter et al.,
2001). The question is not the choice of using advertising rather how effectively advertising campaign is designed and executed. Advertising campaigns were successful in increasing product awareness when the product market was highly competitive, the product being advertised had unique characteristics and was for the consumer market, advertising messages were creative, media selection was appropriate, and inancial resources were adequate (Korgaonkar et al., 1984).  Extant literature has suggested that consumers in general have positive attitudes toward advertising and feel that direct to consumer advertising is a valuable source of information regarding various products and services (Perri and Nelson, 1987; Perri and Dickson, 1988; Everett, 1991; Williams and Hensel, 1995; Shavitt et al., 1998; Paul et all., 2002).
Marketers are continually searching for ways to make their products and services appear more attractive to consumers.  However, consideration from the companys’ perspective of the positive aspects of such strategies must be balanced with that of consumers’ perceptions, given that these contribute to complicating their purchasing experience (Estelami, 2003a).  It was found that advertising for existing products achieved deeper penetration than advertising for new products (Toshie et al., 2000).  Advertisements should also be in accordance with professional business practice and have a feeling of social responsibility, so that the public’s faith in advertising is not affected negatively (Civildepartmentet, 1994).  Advertisement has strong linkage with entertainment also and the proliferation of media has blurred the distinguishing lines between advertisements and entertainment (Moore, 2004).
Estelami (1997) in examining multi-dimension pricing, encourages marketing managers to apply communication practices fairly, especially in consideration of negative consumer reactions in the event of being misled.  Estelami (2003a) discourages the excessive use of multi-dimensional pricing, due to consumers’ tendency to consider these communication practices misleading in general and consequently form negative attributions regarding the seller.
Luo and Donthu (2005) identified advertising media and spending inefficiencies in generating sales, and concluded that top 100 marketers’ advertising spending in print, broadcast, and outdoor media are not efficient and could bring in 20 percent more sales.  Past studies reveal a fairly strong relationship between advertising investments and sales.
Twedt and Knitter (1964) observedsome relationships between larger investements in print media and profits.  Sturgess and Young (1981) identified the direct relationship between sales and advertising expenditures as more relevant to a company’s performance variables than any other test of communication effectiveness of advertising.
Schultz and Wittink (1976) stated that ‘although some studies have reported a positive influence of primary advertising on primary demand, no conclusive empirical evidence has been brought to bear on the major premise’.  Marketers should focus on outcomes, not outputs, and the true value of advertising itself is in marketing result (Schultz, 1997).
Achumba and Osuagwu (1994) posit that marketing is important for the success of any organization, whether service or product oriented.  Clarke (2006) confirmed that marketing performance is central to success in today’s fast moving competitive markets, and measuring marketing performance is critical to manage it effectively.  The process of communicating the value of a product or service to customers, for the purchase of selling the product or service has become complex in recent time due to globalization.  There is also the need to exceed the expectation of customers since satisfied customers are the priority of the organization (Kotler, 2000).  As a result of this, organizations who are static in promoting their products through one-way marketing communication will realize the need to institute strategies that will help them gain an in depth understanding of the market, particularly with regards to their competitors and customers.  Organizations will achieve this objective effectively by considering the total marketing environment and the kind of marketing communication tool to use in the distribution of made-in Ilorin Herbal product.
Herbal medicines are but one component of complementary and alternative medicine, which includes acupuncture, chiropractic manipulation, meditation, homeopathy, and other approaches (Erah, 2002).  Herbal medicines consist of herbs, herbal materials, herbal preparations, and finished herbal products that contain parts of plants or other plant materials as active ingredients (WHO Media Centre, 2008).  Since the introduction of orthodox medicines in Africa, the use of herbal medicine in treating various ailments has existed alongside western medicines.  Herbal medicines are playing major roles in the health of thousands of people worldwide (Erah, 2002).  There is a tradition of herbal medicine practices in Ilorin according to Ekeanyanwu (2011).  The country is rich in herbal medicine and has respected and eminent herbal healers who are involved in taking care of the vast population.  Herbal medicine practices in Ilorin have become a main source of livelihood for significant number of the Ilorin population who depend on it as their main source of income (Ekeanyanwu, 2011).


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	INTRODUCTION
This chapter focuses on the methods used to collect data for the study.  The following are addressed and explained as they pertain to this study; research design, research method.  Population of the study, sample size, sampling method, operationalization of concept and measurement of variables, instrument for collecting data, validity and reliability tests, data collection process, data analysis method, and ethical consideration.
3.2	RESEARCH DESIGN
Research design is a blueprint of a scientific study, it includes; research methodologies tools and techniques to conduct the research, it helps to identify and address the problem that may rise during the process of research and analysis.
A research design is also called a research strategy.  It is a plan to answer set of question (McCombes, 2019).
This research focuses on following the explanatory research in order to complete the dissertation.  This has been selected since the research design allows the analysis and explanatory research design enable the researchers to understand and follow systematic discussion of theoretical ideas and its application (Mathotra, 2011).
Moreover, this descriptive and explanatory research design would not have been useful for this research since descriptive research design focuses on determining concepts that have been minimally studies descriptive whole explanatory research design intends to research topic that are novel and have not been studied before.  Hence, has been selected since it enable the researcher to comprehend the type of relativity that affects it.  In additional, this research method is considered more valid and reliable since it involves the use of statistical analysis (Davous, 2003).
3.3	POPULATION OF THE STUDY
Population refers to a set of all possible cases of interest on a research report.  In most cases, it is the group to which the research plan to generalize his research.
Population of the study refers to the total number of the people involved in the study.  Adeogbo (2011) Babbie (2010) defines population as the aggregation of elements from which a sample i.e actually selected.  This affirms the population is to bigger group from which the sample is usually smaller is draw from.  The population is a combination of members with similar characteristic where the sample is drawn from with the notion that generalization can be made.
The population of this study are business owner, student, trader, civil servant, medical practitioners, teachers and other residents in Ilorin East Local Government.  The reason for studying this group of people was because of their awareness and exposure to social medial activities.
3.4	SAMPLE SIZE AND SAMPLING TECHNIQUE
A sample size can be refer to a picked or chosen group under research area which reasonably embodies the entire population of attraction or concern i.e a sample of population which has the attributes that are necessary to the study analysis.
According to Kothari (2004) defined samples size as a method of how researchers select the person or the group as the sample based on their purposes and opinions.
On the other hand, sampling techniques is the method you employ while choosing a sample from a population for example; you could select every 3rd person, everyone in a particular age group, and so on, you must carefully order your study before choosing an appropriate sampling techniques.  It has a significant effect on your results.
Making use of the online format of the Taroya mane format, the sample size for the study is one hundred (100), and to mitigate the effect of poorly filled and unanswered instrument, total of two hundred (200) questionnaires will be printed and administered.
3.5	INSTRUMENT OF DATA COLLECTION
The term data collecting refers to the tools or devices used to gather data, such as a paper questionnaire, or system for computer assisted interviews.  Tools used to gather data includes; case studies, checklists, interviews, occasionally observation, surveys and questionnaire.
The instrument that was used in collecting data for this research is the structured questionnaire.
A questionnaire is a research tool featuring a series of questions used to collect useful information from respondents.  This instrument include written questions which comprise an interview – style format.
According to Craig McLian (2009), questionnaire can be defined as a set of carefully designed questions given to exactly the same form to a group of people in order to collect data about some topic(s) in which the researcher is interested.
The questionnaire was designed in a bid a elicit information from the respondents as regards the research in question.  To arrive at this, the questionnaire was divided into two sections namely; (Section A, Respondents demographic profile) while (Section B).
3.6	VALIDITY AND RELIABILITY OF THE INSTRUMENT
Validity and reliability are both about how well a method measures something.  Validity refers to accurate of a measure (whether the result do represent what they are supposed to measure).
Reliability refers to the consistency of a measure (whether the results can be reproduced under the same condition).  Main concern of reliability is precision and accuracy, which are important in research measurement.  According to Amusan (2004), p. 70), a measurement is said to be reliable if it measure consistently under varying conditions and at different times a performance or trait.  Its further states that it reflects the consistency or trustworthiness of that instrument.
Therefore, to ensure reliability of the research instruments a pilot study would be carried out by administering 100 of research instrument to people in Ilorin East LGA to get feedback in their understanding of the questions and possible adjustments to be made where necessary.  Reliability of the instrument would be determined by calculating the Cronbach’s Alpha coefficient from the result of the pilot study.
According to Ary (2006) an instrument must have a Cronbach’s alpha value of 0.7 or above to be considered to have adequate internal consistency and reliable for use with given population.  The items which if found to lower the value below 0.7 will be deleted from t he questionnaire.
The questions in the questionnaire were reviewed and subjected to supervisor reviews and approval to ensure that precise and appropriate question were asked, the questions were also reviewed to eliminate combiavity.
3.7	DATA COLLECTION METHOD
Data collection methods are techniques and procedures used to gather information for research purpose.  These method can range from simple self-reported surveys to more complex experiments and can involve either quantitative or qualitative approaches to able gathering (Grewell, 2013).
To collect first hand information, different tools in accordance with the qualitative and quantitative approaches for instance, the tools used to gather qualitative information through primary sources are; in-depth interviews, documents reviews, observation methods, and group discussion.  Contrarily, the primary source of data collection method in quantitative methodology includes; close-ended questionnaire surveys, computer extraction and information systems as tools (Johnson and Turner, 2003) however, the primary source of data collection is a time-consuming techniques to collection information directly from the people.
Thus, another option for researchers is to use a secondary source of data collection, which only requires the inclusion of previous literature published in book or e-books, journal articles, commercial reports and authentic web pages as its fundamental tools (Gill, Stewart, Traasure, 2008).
The present research opted for the use of primary sources of the data collection to keep the research quantitative.  Another reason for selecting both the primary method was to attain maximum unbiased and firsthand data to reflect the customers and or relatives perception regarding the importance of social medial in advertising and promoting.
Resultantly, the data collection through primary source could allow better comprehensive as well as achievement of research objectives.  The key tools used to collect primary data involved closed-ended questionnaire, filled by 100 participants selected randomly.
Furthermore, the close-ended questionnaire has been designed in a simple way containing 10 questions regard the subject and relevant options using Libert-scale.
3.8	METHOD OF DATA ANALYSIS
Data analysis is the process of systematically applying statistical and/or logical techniques to describe and illustrate, condense and recap, and evaluate data, in terms of quantitative research approach, the data analyzed for making sense of the data and its comprehension unlike in research, which follows a quantitative research approach, quantitative analysis of the data since the data collected could hardly be quantified.  The approach these types of research follow usually involves interpretation.
The data collected in this study were analyzed descriptively and inferentially using tables.  The descriptive statistics that were employed are frequently, percentage, mean and standard deviation.  In order to answer the research questions, descriptive statistics showing the means and standard deviation of each items were presented and inferential statistics showing the correlations.


CHAPTER FOUR
DATA PRESENTATION & ANALYSIS
 4.0	INTRODUCTION
This chapter contains the results of the survey conducted to examine the role of advertisements in promoting herbal medicine products in Ilorin.  This chapter discuss the demographics profits of respondents, analysis of research question of findings.
4.1	DATA PRESENTATIONS
Table 4.1 Gender of respondents
	S/N
	GENDER 
	FREQUENCY
	PERCENTAGES 

	1
	Males 
	61.2
	61.2%

	2.
	Female 
	38.8
	38.8%

	
	Total 
	100
	100%


 
Table 4.1.2 Age of respondents 
	16-20 Years 
	16.2
	16.2%

	21-25 years 
	23.2
	23.2%

	26-30
	34.3
	34.3%

	31 and above 
	26.3
	26.3%

	Total 
	100
	100%


Table 4.1.3 Pelagron of Respondents
	Religion
	Frequency 
	Percentage 

	Christianity 
	32.3
	32.3%

	Islam 
	41.4
	41.4%

	Others 
	26.3
	26.3%

	Total 
	100
	100%



Table 4.1.4 Educational Qualification Respondents
	Educational Qualification 
	Frequency 
	Percentage 

	ND/NCE
	42.9%
	42.9%

	HND/BSc/BA
	30.6%
	30.6%

	MSc/PAD
	26.5%
	26.5%

	Total 
	100
	100%



Table 1 shows the analysis of respondents based on demographic, on the sender composition of the respondents 61.2% were male, while 38.8% respondents were female.  Also it shows that 16.2% respondents fall within the age bracket of 16.20, while 23.2% (23.2%) falls within theage bracket of 21-25 years, 34.3% fall within the age bucket of 26-30 years and 26.3% falls within the age bracket of 31 and above.  On religions background of the sample it was revealed that 32.3 (32.3%) respondent were Christianity and 41.4% (41.4%) were muslim.  On the educational background it was revealed that 42.9% (42.9%) respondents were ND/NCE, while 30.6 (30.6%) respondents were HND/BSc and 26.5% respondents were MCs/PGD.
4.2	Analysis of research questions
Question 5: Advertising in diverse ways has helped many indigenous herbal produces to reach the level of contemporary distribution through the advertising tools.


	Response 
	Frequency 
	Percentage

	Strongly agree
	44
	44%

	Agreed 
	38
	38%

	Neutral 
	0
	0%

	Disagreed 
	8
	8%

	Strongly disagreed 
	6
	6%

	Total 
	100
	100%




	Response 
	Frequency 
	Percentage

	Strongly agree
	26
	26%

	Agreed 
	22
	22%

	Neutral 
	19
	19%

	Disagreed 
	19
	19%

	Strongly disagree 
	14
	14%

	Total 
	100
	100%


Source: Field Survey
From table 7 above 26% respondents (26%) strongly agreed that producers need to advertise their products and services in order to be able to reach out to both customers, (existing) and potential customer, 22% respondents (22%) agreed, while 19% respondents (19%) were nautical 19% respondents (19%) also disagreed while 14% respondents (14%) were stronghly disagreed with the position.
Question 8 = producer, need to advertise their products and services in order to be able to reach out to both consumers (existing) and potential customers.
	Response 
	Frequency 
	Percentage

	Strongly agree
	31
	31%

	Agreed 
	22
	22%

	Neutral 
	15
	15%

	Disagreed 
	14
	14%

	Strongly disagree 
	18
	18%

	Total 
	100
	100%


Source: Field Survey
From table 8 above 31 respondents (31%) strongly agreed that competition is now a major factor among factor herbal producers in the world today 22 respondents (22%) while 15 respondents (15%) were neutral, while 14 respondent (14%) were disagreed while, 18 respondent (15%) were strongly disagreed with the position.
Question 9 = through advert many marketers of herbal drugs are now doing their list tacrake this negative perception from consumers minds and make herbal product their choice.
	Response 
	Frequency 
	Percentage

	Strongly agree
	30
	30%

	Agreed 
	24
	24%

	Neutral 
	12
	12%

	Disagreed 
	10
	10%

	Strongly disagree 
	24
	24%

	Total 
	100
	100


Source: field survey
From table 9 above 30 respondents (30%) stronghly agreed that through advert many marketers or herbal drugs are now doing their best to erase this negative perception from consumers minds and make herbal product their choices 24 respondents (24%) also agreed, while 12 respondent (12%) were neutral, 10 respondents (10%) disagreed and 24 respondents (24%) strongly agreed with the position.
Question 10 – I am satisfied with the products of herbal medicine.
	Response 
	Frequency 
	Percentage

	Strongly agree
	28
	28%

	Agreed 
	17
	17%

	Neutral 
	19
	19%

	Disagreed 
	17
	17%

	Strongly disagree 
	19
	19%

	Total 
	100
	100%


Source: Field Survey
From table 10 above 28 respondents (28%) stronghly agreed that they are satisfied with the product of herbal medicine 17 respondents (17%) agreed, while 19 respondents (19%) were neutral, 17 respondents (17%) disagreed and 19 respondents (19%) strongly agreed with the position.
Question 11 = 1 would like to continue buying herbal drugs because of advertisement.
	Response 
	Frequency 
	Percentage

	Strongly agree
	26
	26%

	Agreed 
	21
	21%

	Neutral 
	10
	10%

	Disagreed 
	22
	22%

	Strongly disagree 
	21
	21%

	Total 
	100
	100%


Source; Field survey
From table 11 above 26 respondents (26%) strongly agreed that they would like to continue buying herbal drugs because of advertisement 21 respondents (21%) also agreed while, 10 respondents (10%) were neutral, 22 respondents (22) disagreed and also 21 respondents (21%) strongly disagreed with the position.
Question 12: Hug Investment in advertisements does not head to increase sales.
	Response 
	Frequency 
	Percentage

	Strongly agree
	20
	20%

	Agreed 
	10
	10%

	Neutral 
	12
	12%

	Disagreed 
	38
	38%

	Strongly disagree 
	20
	20%

	Total 
	100
	100%


Source: Field Survey
From table 12 above 20 respondents (20%) strongly agreed that huge investment in advertisement does not lead to increase sales 10 respondents (10%) were neutral 12 respondents (12%) disagreed and 38 respondents (38) strongly disagreed with the position.
Question 13 = above 16 respondents (16%) strongly agreed that the neglect of advertisement affects an organizations productions, 26 respondents (26%) disagreed and 28 respondents (28) strongly disagreed with the position.
Question 14 = In recent times, the popularity of radio as an ideal medium of advertising is gaining ground among herbal medicine predicers apparently for commercial gains.
From table 5 above 44% respondents (44%) strongly agreed that advertising in diverse way has helped many indigenous herbal produces to reach level of contemporary distribution through the use of advertising tools, 38 respondents (38%) agreed, while O respondents (o) were neutral, 8% respondent (8%) were disagreed, while 6% respondent (6%) were strongly disagreed with the position.
Question 6 = Advertising in diverse ways has helped many indigenous herbal produces to reach the level of contemporary distribution through the use of advertising tools.
	Response 
	Frequency 
	Percentage

	Strongly agree
	33
	33%

	Agreed 
	42
	42%

	Neutral 
	10
	10%

	Disagreed 
	0
	0%

	Strongly disagree 
	11
	11%

	Total 
	100
	100%


Source: Field Survey
From table 6 above 33% respondents (33%) strongly agreed that the desire to be buoyant in business and to increase profit has given advertisement and irrovacable reputation.  34% respondents were (34%) strongly agreed while, 10% respondents (10%) were neutral while 0% respondents (0%) were disagreed while 11% respondents (11%) were strongly disagreed with the position.
Question 7 = competition is now a major factor among herbal producers in the world today.
	Response 
	Frequency 
	Percentage

	Strongly agree
	32
	32%

	Agreed 
	33
	33%

	Neutral 
	12
	12%

	Disagreed 
	9
	9%

	Strongly disagree 
	14
	14%

	Total 
	100
	100%


Source: Field survey
From table 14 above 32 respondents (32%) strongly agreed that 10 recent times, the popularity of radio as an ideal medium of advertising is gaining ground among herbal medicine produces apparently for commercial gains, 33 respondents (33%) agreed while 12 respondents (12%) were neutral, 9 respondents (9%) disagreed and 14 respondents strongly agreed with the position.
Question 15: Advertisement truly affect the consumer attitude towards products for the market.
	Response 
	Frequency 
	Percentage

	Strongly agree
	16
	16%

	Agreed 
	16
	16%

	Neutral 
	15
	15%

	Disagreed 
	27
	27%

	Strongly disagree 
	26
	26%

	Total 
	100
	100%


Source: Field survey
From table 15 above, 16 respondents (16%) strongly agreed that advertisement truly change buying decision of consumers in market 16 respondents (16%) agreed while 15 respondents (15%) were neutal, 27 respondent (27%) disagree 26 respondent (26%) strongly disagreed with the position.
Question 16 = Better than TV and poster, radio reach many members of a company’s target audience in the urban, semi-urban and rural areas.
	Response 
	Frequency 
	Percentage

	Strongly agree
	26.3
	26.3%

	Agreed 
	29.3
	29.3%

	Neutral 
	15.2
	15.2%

	Disagreed 
	8.1
	8.1%

	Strongly disagree 
	21.2
	21.2%

	Total 
	100
	100%


Source field survey
From table 16 above 26.3 above respondents (26.3%) strongly agreed that advertisement truly change buying decision of consumers in market, 29.3 respondents (29.3%) agreed, while 15.2 respondents (15.2%) were neutral, 8.1 respondents (8.1) disagreed and 21.2 strongly disagreed with the position.
Question 17: Through advertising consumers get to know about the firms products and that their purchases boast the sales of these product with increasingly accompanied with high profit.
	Response 
	Frequency 
	Percentage

	Strongly agree
	41
	41%

	Agreed 
	29
	29%

	Neutral 
	8
	8%

	Disagreed 
	10
	10%

	Strongly disagree 
	12
	12%

	Total 
	100
	100%


Source: Field survey
From table 17 above 41 respondents (41%) strongly agreed that through advertising, consumers get to know about the firms products and that their purchases boost the sale of these products with increasingly accompanies with high profit, 29 respondents (29%) agreed while 8 respondents (8%) were neutral 10 respondents (10%) disagreed and 12 respondents strongly disagreed with the position.
Question 18 = people are exposed to heal products advertising campaigns to large extent.
	Response 
	Frequency 
	Percentage

	Strongly agree
	24.5
	24.5%

	Agreed 
	31.6
	31.6%

	Neutral 
	14.3
	14.3%

	Disagreed 
	10.2
	10.2%

	Strongly disagree 
	19.4
	19.4%

	Total 
	100
	100%


Source: Field Survey
From table 18 above 24.5 respondents strongly agreed that people are exposed to herbal product advertising compaigns to a large extent, 32 respondents (32%) agreed while 14.3 respondents, (14.3) were neutral, 10.2 respondents (10.2) disagreed and 19.4 respondents (19.4%) strongly disagreed with the position.
Question 19 – Advertisement helps the consumer to remember locate, identify and make a choice from competing herbal product.
	Response 
	Frequency 
	Percentage

	Strongly agree
	29.3
	29.3%

	Agreed 
	25.3
	25.3%

	Neutral 
	15.2
	15.2%

	Disagreed 
	11.1
	11.1%

	Strongly disagree 
	19.1
	19.1%

	Total 
	100
	100%


Source: Field Survey
From table 19 above 29.3 respondents (19%) strongly agreed that advertisement helps the consumers to remember, locate, identify and make three from competing herbal products.
25.3 respondents (25.3%) agreed, while 15.2 respondents (15.2%) were neutral, 11.1 respondents (11.1%) disagreed and 19.1 respondents (0%) strongly disagreed with the position.
Question 20 = Advertisement is the heart of every successful herbal from.
	Response 
	Frequency 
	Percentage

	Strongly agree
	20.4
	20.4%

	Agreed 
	31.6
	31.6%

	Neutral 
	16.3
	16.3%

	Disagreed 
	15.3
	16.3%

	Strongly disagree 
	16.3
	16.3

	Total 
	100
	100%


Source: Field Survey
From table 20 above 20.4 respondents (20.4%) strongly agreed that advertisement is the heart of every successful herbal firm. 31.6 agreed, while 16.3 respondents (16.3) is neutral and 15.3 respondent (15.3%) respondent (15.3%) disagreed while 16.3 respondents (16.3%) strongly disagreed with the position.
4.3	ANALYSIS OF RESEARCH QUESTIONS
i.	Research Question One
What are the advertising tools used by marketers of indigenous herbal medicine products to persuade target consumers in Nigeria?
Table 5 analyzed advertising tools used by marketer of indigenous herbal medicine products to persuade target consumers in Nigeria by healing that 44 respondents (44%) strongly agreed that advertising in diverse ways has helped many indigenous herbal producers to reach the level of contemporary distribution through the use of advertising tools 38 respondents (38%) agreed, while 0 respondents were neutral, 8 respondents (8%) disagreed and 6 respondents (6%) strongly disagreed with the position.
ii.	Research Question Two
Can a well planned advertising program change the buying decisions of consumer.
Table 13 analyzed whether a well planned advertising program change the buying decisions of consumers by revealing how in recent times, the popularly of radio as an ideal medium of advertising is gaining ground among herbal medicine producers apparently for commercial gains 28 respondents (16%) strongly agreed 26 respondents (26%) agreed while 13 respondents (13%) were neutral, 17 respondents (17%) disagreed and 28 respondents strongly disagreed with the position.
iii.	Research Question Three
Does advertising affect the consumer attitude towards products in the market?
Table 15 analyzed advertising can affect the consumer attitude towards product in the market by revealing how 16 respondents (16%) strongly agreed that advertisement truly affect the consumer attitude towards products in the market 16 respondents (16%) agreed while 15 respondents (15%), 27 respondents (27%) disagreed and 26 respondents strongly disagreed with the position.
iv.	Research Question Four
What medium does the firms use in an advertisements of herbal production Nigeria?
Table 17 analyzed that what medium dies the firm use in an advertisement of herbal product in Nigeria by revealing how 41 respondents (41%) strongly agreed that through advertising consumers set to know about the firms products and that their purchase boost that sale of these products with increasingly a compound with high profit 29 respondents (29%) agreed, while 8 respondent (8%) were neutral 10 respondents (10%) disagreed and 12 respondents (12%) strongly disagreed with the position.
v.	Research Question Five
To what extent are people exposing to herbal products advertising campaigns by revealing how 24.5 respondant (24.5) strongly agreed that people are exposed to herbal products advertising campaigns to a large extent 31.6 respondent (31.6%) agreed, while 14.3 respondents (14.3%) were neutral, 10.2 respondents (10.2%) disagreed and 19.4 respondent (19.4%) strongly disagreed with the positions.
4.4	DISCUSSIONS OF FINDING
This research examined the advertising tools used by marketers to reach the targets consumers of herbal products in Ilorin.  It also investigated how consumers respond to the advertising tools used by marketers to reach them with herbal products the researcher employed the mark analysis to analyze responses obtained from the respondents.  The study also analyzed a number of adverts done through the use of advertising tools with in the period the research was conducted in depth interviews were employed for collecting data from the field.
The study revealed that marketers employ various form of advertising tools in order to increase sales productions and reach target audience with effective messages about the product.
As esserted by Bouce and Acens (1996) the aim of advertising is to inform the firm’s objectives and the value preposition to the customers as well as increase the level of awareness and respond to the brand.  The model that formed the basis of the research to the brand.  The model that formed the basis of the research was AIDAS model of advertising.  Data was collected from two main sources, management and staff of the companies and advertisement is the heart of every successful herbal firm.  It was also realized that target consumers could be influenced to pay attention to watch adverts when advertisers invoke certain advertising element.
These elements motivate consumers to change their buying attitude positively which include advertisement involving demonstration, celebrities, testimony and sponsorship advertising through some traditional television and other media as well as through some traditional media from the research it was also found cat that advertisement affects the consumer motives attitude and perceptions.  In this essence advertisement helps the consumer to remember locate identify and make a choice from compacting products.  Consumer attitude is the most important activity which needs to be undertaken by the firm that wanted to be successful.  Hence knowing the consumer attitude would enable the marketers to determines how advertising programs would be design to influence consumer buying attitude or their decision making process positively.



CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
This chapter deals with the summary of the while work on the “role of advertisements in promoting herbal medicine products in Ilorin”.  Logical conclusion and recommendation based on the data collected, analyzed and interpreted during the research study are given.
5.1	SUMMARY
This research paper was to study the effects of advertisement of herbal drugs on consumer buying attitude in Ilorin East Local Govt. It was to find out the extent to which adverts affect the decision making process of consumers towards their buying attitude.  Also the study was to find out how producers and marketers of herbal drugs will advertise their product in ways that will win many consumers and how consumers will identify the best herbal product on the market by making use of the advertisement.
Data was collected from two main source and secondary sources.  The data were analyzed using frequencies and percentages.  From the hypothesis tested, it was revealed that advertising affects consumer motions to buy.  It was also realized that advertising have other factors that affects consumer decision making other factors that affects consumer decision making process and consumer purchasing habits, some of the factors that affect consumer buying attitude were friends, family /relatives business and the economy.
From the research, it was also found out that advertisement affect the consumer motives attitude and perception.  In this essence, advertisement helps the consumer to remember, locate, identify and make a choice from competing products consumer attitude in the most important activity which reads to be undertaken by the firm that worth to be successful.
Therefore, knowing the consumer attitude would enable the marketer to determine how advertising programs would be design to affect consumer buying attitude or their decision making process.
5.2	CONCLUSION
Advertising tools as an effective media used to reach consumers to be packaged well to project the image the firm and the product advertising herbal products should be carried out frequently with eatchy element because it attracts consumers attention to the products and serve as a powerful means of selling consumers goods.  The use of advertising tools in the field of marketing communication influences consumer perception, cognition and buying attitude toward the products.  Therefore, herbal firms should consider using all the various tools of advertising as their major promotional tools in the aspect of promoting products and sales.  Since herbal products are local products that are produced and prepared in Ilorin.  Following the findings of the study, the effective combination of medium to project or reach the target audience was radio and television.  This is because television projects attractive messages and demonstrates the products on the screen.  It provides both audio and visual images of the audience to see the reality and aesthetic nature of the products.  The findings of the study also concluded that advertiser could use certain dements or styles in their television adverts to motivate their target consumers to give some attention to herbal products.  Radio which is also used as a pervasive medium can be found and reaches almost every corner of the urban and rural areas in Ilorin than television and other media like newspaper, billboards and internet. All the medium for accessing advertisements of herbal products in the study.


5.3	RECOMMENDATIONS
Based on recent findings on the topic, advertising indigenous herbal products and consumer response to the advertising tools used the following recommendations have been made.
1. Social media firms should focus more on both the traditional and modern ways of advertising because these are both powerful means through which herbal products could be brought to the attentions of the consumer.
2. Marketers of urban products should choose effectiveness types of advertising tools that would benefit the firms as well as well promote sales.
3. Social media should communicate herbal products to the target consumers and also attract consumers to respond to the product.
4. Marketing should study consumer buying attitudes motives and perception and advertisement so as to design the advertisement to meet their needs.
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