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CHAPTER ONE
INTRODUCTION
1.1     Background to the Study
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 costs and post reasonable profits. For many organizations, sales estimate is the starting 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 producers and manufacturers. The singular desire of manufacturers becomes how to create awareness and market for their goods. Advertising is then one strategy that fulfils 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 or 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 advertiser’s goods and help the consumers to shop wisely (Okoro, 2016).
Similarly, of all marketing weapons, advertising has a leading impact on viewers minds, as its exposure is much more felt (Katke, 2017). The marketing mix has four subsets 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, 2018).
No company can become a market leader unless they invest lots of their investment in promotional purposes (Hussainy, 2018). The major aim of advertising is to impact buying behaviour; however, this impact on the brand is changed or strengthened frequently people’s memories. Memories about the brand consist of those associations that are related to the brand name in consumers’ minds. Also, the major objective of consumers’ behaviour analysis is to determine the factors that influence consumers’ behaviour in a particular circumstance. Consumers’ behaviour analysis is helpful for advertisers to understand the behaviour of consumers in buying different situations.
Meanwhile, one of the sectors and activities in Ghana today that is experiencing a serious influx of people is herb production as supplements and drugs which have resulted in several competitions among the practitioners leading them to use different forms of promotional tactics to push their brands. It should be recalled that since time immemorial, traditional herbal medicine has been so important in the health care delivery system in Ghana and most African countries due to its neutrality.
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. In Ghana, the estimated ratio of the Traditional Medicine Practitioner (TMP) to the population is 1:400 as against a ratio of the orthodox doctor to the population of 1:12,000 (Christiana, 2018).  Thus, TMP is an important actor, in the health care delivery system in Ghana.
Meanwhile, one of the very popular among the Traditional Medicine Practitioners is Amen Scientific Herbal Centre, Taifa-Accra which has even turned into a hospital now using the traditional herbs for their major treatments of any kind. The centre is gaining momentum as more people are beginning to release the potency of the natural herbs to the western drug. It is against this background that the research examines the t effect of herbal medicine advertisement on consumer buying habits in Ilorin east local government. 
1.2       Statement of the Problem
As companies are spending a large amount of investment on advertisement because they want to keep their product at the top of the customer’s mind. Advertisement has proven to be a successful tool for communication but companies are still in confusion that what kind of ingredients should be there and how to do these advertisements will help to change the consumer buying habits (Rusell, Rusell & Lane, 2019).
Consumers react in various ways in their purchase buying habits. They are influenced by a number of factors in each purchase that is made. Competition is now a major factor among herbal producers in the world today. Producers need to advertise their products and services in order to be able to reach out to both customers (existing) and potential customers if they are not to be overtaken by their competitors.
Due to this marketers have developed the tendency of misleading consumers about their products through advertisement. In as much as advertisements help consumers in finding products or choosing between the various brands of products in the market, producers sometimes mislead customers into buying products that do not really serve the purpose for which they were advertised.
In the midst of all these, many marketers of herbal drugs are now doing their best to erase this negative perception from consumers minds and make herbal products their choice. To this end, the research examines the effect of herbal medicine advertisement on consumer buying habits in Ilorin east local government. 
1.3       Objectives of the Study
The general objective of this study is to discover the effect of herbal medicine advertisement on consumer buying habits. The specific objectives of the study are as follows:
i. To examine the level of people’s exposure to herbal products advertising campaigns.
ii. To ascertain whether herb advertisements have changed the perceptions of consumers positively towards using herbs products.
iii. Identify the key elements of advertising campaigns that effectively drive consumer purchase behavior for herbal products.
1.4       Research Questions
To facilitate arrival at sound findings to achieve the objectives set out above, the following research questions were considered. 
i. To what extent are people exposing to herbal products advertising campaigns?
ii. To what extent have herb advertisements changed the perceptions of consumers positively towards using herbs products?
iii. What is the relationship between consumer exposure to herbal product advertising campaigns and their purchase decisions?


1.5	Research Hypothesis
HYPOTHESIS ONE
Ho:	There is no significant expose to herbal products advertising campaigns	
Hi:	There is significant expose to herbal products advertising campaigns 
HYPOTHESIS TWO
Ho:	There are no extent that herb advertisement changes the perceptions of consumers positively towards using herbs products
Hi:	There are extent that herb advertisement changes the perceptions of consumers positively towards using herbs products
HYPOTHESIS THREE
Ho:	There is no significant relationship between consumer exposure to herbal product advertising campaigns and their purchase decisions.
Hi:	There is a significant relationship between consumer exposure to herbal product advertising campaigns and their purchase decisions.
1.6       Significance of the Study
It is the belief of the researcher that research of this nature will use different categories of people especially now that the country is making serious efforts to promote and boost locally produced products. Thus, the study will be useful to students, scholars, consumers of goods and services, policymakers, advertisers, advertising agencies and advertising researchers.
This study will help the advertisers and advert agencies to understand the perception and factors that influence consumers’ buying habits 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 bulk empirical material and literature that is available in the subject area which future researchers and students can lay hands on when writing carrying out similar studies in the future. 
1.7	Scope of the study
This study has been limited to effect of herbal medicine advertisement on consumer buying habit Ilorin East Local Government has been chosen as the area in carrying out the research on this project and all research done are limited to Ilorin East Local government residents in particular.
It is therefore noted that the findings of this research is based on the findings that will be gathered from how Ilorin East Local government resident uses advertisement in consuming herbal medicine and how advertisement has helps in consumer buying behavior. The time frame for the study will be between the period of January 2025 to July 2025.
Furthermore, the scope outlines what aspects of advertisement will be investigated in the buying of herbal medicine and helps guide the research process. By clearly defining the scope of the study, researchers can focus their efforts on specific aspects of advertisement in herbal medicine consumption, ensuring a more targeted and meaningful investigation into how advertisement helps in the purchase in Ilorin East Local Government Residents.
1.8	Definition of Terms
Advertising: is a paid message that promotes a product, service, brand, or event. Advertisements can be published or broadcast, and are intended to inform or influence the audience
Herbal Medicine: a type of medicine that uses plant parts to treat disease, improve health, and prevent illness. Herbal medicines are also known as botanical products, phytomedicines, or phytotherapy. 
Consumer: Consumer is a person who acquires goods and services for his or her own personal needs
Buying Habits: Buying habit is a pattern of behavior that describes what a customer usually buys and where they buy it. It can also refer to the decisions a customer makes when purchasing a product or service. 


CHAPTER TWO
LITERATURE REVIEW
2.0	Literature Review
	Weerathunga A.K, Pathmini M.G.S in his research paper title Impact Of Sales Promotion On Consumer’s Buying Behaviour Study In Supermarkets In Anuradhapura City, the author in his research recommends the retailers, Sales promotion techniques are most important to attract customers and through that process they can increase profit of the companies. Price Discount, Free sample, Buy-one Get-one free, Loyalty program.
Syed Ali Ahmad, Waqas Mehmood, Syed Aun Ahmed, Mazhar Mustafa, Muhammad Faisal Tahir Khan, Malka Yasmeen(2021) in their paper title Impact of Sales Promotion on consumer buying behaviour in Pakistan talks about the consumers’ attitude towards different promotional tools on buying behaviour is favourable. It showed that sales promotion tools are supplementary or complementary to existing business as an additional marketing strategy.	
Rahul Goel in his work titled as Effect of Sales Promotion on Consumers with reference to FMCG Companies in India tells about his findings that most of the FMCG companies are spending good deal of money for the sake of consumer oriented sales promotion. Most of them benefited and some of them faced high long term costs, In fact sales – promotion is a short -term device for quick results, while attractive prices may at the outset offer consumers enough inspiration to transform allegiance to a new product, it won’t keep consumers for long
2.1	Conceptual Review
	The Advertising Practitioners Council of Nigeria defines advertising as “a form of communication through media about products, services or ideas, paid by an identifiable sponsor”. Okoro (1998:12) equally points out that advertising are the printed, written, spoken or pictorial representation of a person, product, service or movement openly sponsored by the advertiser and at his expense, for the purpose of influencing sales, votes, or endorsements”. The definition of Okoro (1998) seems indeed, all encompassing. This assertion is evidenced in the submission of Godson (1004:70) when he pointed out that the definition has identified many characteristic of an advertising message. Apart from defining advertising, Moemeke (1983:5) also alluded to the advertising media in his definition when he noted advertising as being all about “messages published in the newspapers, billboards, radio, TV and cinema for products and services”.
Advertising does not only promote ideas, products or services but also institutions. This assertion is attested by Nwosu (1996:32) when he added that “advertising is any paid form of non-personal presentation and promotion of persons, institutions, ideas, advertisements or services by an identified sponsor, using appropriate medium or media of communication”. According to Daramola (2010), the aim of advertising generally is to inform and convince people that a product will benefit them or that a political party will serve the generality of the people and not self that most of the message in advertising are persuasive although a number of them are meant to inform and not to persuade.
2.1.1	Advertising and consumer behaviour
The consumer is a problem solver and information processor who engages in mental activities which satisfies needs or purchase motives. The consumer goes through the consumer learning process which is identified as the process by which individuals acquire the purchase and consumption knowledge and experience they apply to future related behaviour (Belch and Belch, 1003). Consumer behaviour can be seen as the process and activities people engage in when searching for, selecting, purchasing, using, evaluating, and disposing of products and services so as to satisfy their needs and desires. For many products and services, purchase decisions are the result of a long, detailed process that may include an extensive information search, brand comparisons and evaluations, and other activities. Other purchase decisions are more incidental and may result from little more than seeing a product prominently displayed at a discount price in a store. But the question is; how many times have we made impulse purchases in stores.
Most of the time, consumers are motivated to purchase a product when they see an advertisement of the product somewhere especially online. There is also a general belief among consumers that products advertised online are safe. Therefore, online advertisement is a credible marketing tool for generating more sales and sustaining the achievement (Haider & Shakib, 2018).
2.1.2	Consumer purchase decision
According to Kazmi and Batra (1001), the consumer’s purchase decision process is generally viewed as consisting of five distinct steps, through which the buyer moves or passes in purchasing a product or service. Their view was supported by Belch and Belch (1003). They are all of the opinion that decision making involves psychological processes such as Problem Recognition, Information Search, Alternative Evaluation, Purchase Decision and Post-Purchase Evaluation. According to Kumar (1008:194) the purchase intention of a customer gains importance when there are multiple competitors in the market and it gives the focal brand an edge in various purchasing situations. Thus, the greater the brand purchases intention of a customer, the greater the brand value.
2.1.3	Internet advertising
According to Baran (1999:427), “online commerce is still in its infancy". People thus have fears that the mail catalogue will not be shipped. They believe that the accounting will be accurate and that if the goods are not delivered, if they are damaged, or otherwise unsatisfactory, the catalogue dealer will make it right. This level of confidence is still lacking for many people in online transactions. Therefore, the question that comes to mind is this: to what extent has online advertising achieved the goal of advertising? When stated differently: how effective is online advertising? The study aimed at providing answer to these questions. It is worthy to note that many scholars have looked into diverse aspects of online advertisements and their effects on consumers’ intentions to purchase. Wu (1003) found out that the quality of online reviews has a positive effect on consumers’ purchasing intentions and purchasing intentions increase as the number of reviews increases. Also, in another study, Kimelfield and Watt (1001) found a strong impact for pragmatic value of advertising in predicting purchase intentions. In Palanisamy’s (1004) study, he found out that, in the content of web-based banner advertising, gender was an influential factor towards banner advertisement.
In his own study, Sama (2019) studied the effects of television, radio, newspapers, magazines and the internet advertisements on awareness, interest, conviction, purchase and post-purchase behaviour of consumers. The results indicate that newspapers advertisement affect the five stages of consumer behaviour (CB). He also found that internet creates awareness, interest and influences purchasing behaviour (PB) of consumers more than the other media put together. This shows that online advertisement is a necessary innovation that is changing the face of marketing.
Moreover, another study by Korgaonkar (1003) revealed gender differences with males exhibiting more positive beliefs about web advertising. In his own case, Hollis (1005:34) pointed out that “online advertising has grown rapidly in the last decade. By 1000, online advertising spending in the United States reached $8.2billion. It is projected that these numbers will continue to increase as more people are connected, spend more time online and as additional devices like mobile phones and Televisions are able to provide internet connectivity.
In actual fact, internet has transformed businesses on global scale which has resulted into transformation in business relationship between organisations, retailer and consumer. Internet knows no boundaries; online advert is more proficient than other tools of advertisement. In short, internet has changed traditional techniques of advertisement throughout the world (Lava Family Inn, 2020). It was also found that internet advertisement has high influence on the purchasing behaviour on most consumers. Online advertising is good. It has certain advantages. One of it is that online users can be connected to a sponsor’s own site through a like between advertising and that sight. Once there, they can localize with advertisers’ locations. Also, computer networks made possible advertising on demand; in essence cyber catalogues can be user-selected. Again, it makes one to know about new updated products and interesting information about the product. This is useful for product purchase (Brunth et al, 2019). Internet advertising equally promises a wider, global coverage and this assists in making online advertising reach more audiences and this creates the chances for getting better results through our online advertising campaign. Moreover, with online advertising, one can reach the target audience role easily and by so doing, more can be achieved in terms of patronage and profitability. Another main advantage of internet advertising or marketing is its promise of much affordable price compared with the price of traditional advertising costs. With a much lesser cost one could advertise on the internet for a wider range of audience and geographical locations. This is why Chukwu et al (2019) posited that a positive significant relationship exist between online advertisement and purchasing behaviour of consumers.
Again, measurability and easiness to track the conversion make online advertising miles ahead of traditional advertising methods. In internet advertising, the advertiser is able to convey more details about the advertised to the audience and that too, at a relatively low cost. Flexibility of payment is another advantage of internet advertising and marketing. In offline advertising, you need to pay the full amount to the advertising agency irrespective of the results but in online advertising there is the flexibility of paying for only qualified le advertisements , clicks or impressions. However, despite the strides and numerous advantages of online advertising, earlier findings have found a number of shortcomings that bedevil it. Baran (1999:422) cited in Kur (1004:32) pointed out that online advertising is hampered by relatively unsophisticated animation and sound (compared to TV). Many internet users see advertising online as cluttering the screen and delaying their access to the material they really want to see. This is contrary to newspapers and magazines where readers can quickly turn the pages when confronted with unwanted advertising or, using a table of contents, they can go directly to the material they want to read. Another factor which poses a problem to online advertising is an instance of saturation or irritation. Consumers are so used to seeing advertising in magazines and newspapers; they have developed an aversion to all forms of advertising. This is the case with online advertising where consumers or internet users avoid clicking banner advertisements, bypass advertising in online videos, watching and closing pop up achievements as soon as they come up on their screen Miranda (2013:10).
Viewing problems equally account for one of the banes of online advertising. Website downtime, lags in website or video loading and browser complications can reduce the number of times consumers see online advertisements and how well they see them. Another difficult situation faced by online advertising is the fact that buyers need to see, feel and even smell many of the products they buy. Music, software and online tickets pose little problems for online buyers, but other products such as clothes and cars often require a real, rather than a virtual world test. But online sellers believe that many price-sensitive shoppers will accept this disadvantage as the cost benefits of electronic shopping become better known. The problem of too many options also poses a challenge to online advertising. The internet offers a wide range of websites on which companies can place advertisements. This can be overwhelming, especially for small business owners. On the other hand, many scholars have looked into diverse aspects of online advertisements and their effects on consumers’ behaviour and intentions to purchase. 
Wu (1003) found out that the quality of online reviews has a positive effect on consumers’ purchasing intentions and purchasing intentions increase as the number of reviews increases. Also, in a comparative study on the effects of pragmatic value of online transactional advertising on purchasing intention, Kimelfield and Watt (1001) found a strong impact for pragmatic value of advertising in predicting purchase intentions. Their study moreover revealed an effect for the web medium itself in producing promotional acceptance behaviour and purchasing intention.
2.2	Theoretical Review
2.2.1	Agenda Setting Theory 
	Cited by (Zhu & blood, 1997), Mc combs and Shaw (1972) posit that agenda setting is the process whereby the news media lead the public in assigning relative importance to various public issues. In this situation, the media agenda theory influenced the public agenda not by saying “this issue is important” in an overt way but “by giving more space and time to that issue an by giving it more prominent and important space and time. 
	In relation to this study, it is very clear that this theory is very relevant Undoubtedly, re-productive has always been a major issue in the developing countries. Therefore, such and issue could equally be set as a top agenda from the media to the general populace. More space and time can be allocated to issues related to re-productive its scourge, it effect, and prevention. Information, communication and education (ICE) on the scourge of reproductive can be taken as a top agenda by radio stations (as have been various done by many radio stations) and through interpersonal communication thereby promoting and contributing immensely in the prevention and reduction of the parasite in the proposed community 
	This theory refers to how the media’s news coverage determines which issues become the focus of public attention. First introduced in 1972 by college professors, Maxwell McCombs and Donald Shaw, they found in surveying North Carolina voters during the 1968 U.S. presidential election that what people thought were the most important issues were what the mass media reported as the most critical.
Thus, agenda-setting theory was born, built on the notion that the mass media sets the agenda for what people should care about. The agenda-setting theory rests on two basic assumptions.
	The first is that the media filters and shapes what we see rather than just reflecting stories to the audience. An example of this is seeing a sensational or scandalous story at the top of a broadcast as opposed to a story that happened more recently or one that affects more people, such as an approaching storm or legislative tax reform.
The second assumption is that the more attention the media gives to an issue, the more likely the public will consider that issue to be important. Another way to look at it: Mass media organizations aren’t telling us what to think or how we should feel about a story or issue, but are giving us certain stories or issues that people should think more about.
	There is psychological and scientific merit to the agenda-setting theory. The more a story is publicized in the mass media, the more it becomes prominently stored in individuals’ memories when they’re asked to recall it, even if it doesn’t specifically affect them or register as a prominent issue in their minds.
Agenda setting theory is used in a political ad, campaigns, business news, PR (public relation) etc. The main concept associated with the theory is gatekeeping. Gatekeeping is in charge of and has control of the selection of content discussed in the media. It is assumed that the public cares mostly about the product of a media gatekeeping. Editors are the main gatekeepers of media itself. The news media decides ‘what’ events to broadcast and show through the media ‘gates’ on the basis of ‘newsworthiness’.
	The history of study of agenda-setting can be traced to the first chapter of Walter Lippmann's 1922 book, Public Opinion. In that chapter, "The World Outside And The Pictures In Our He advertisements ", Lippmann argues that the mass media are the principal connection between events in the world and the images in the minds of the public. Without using the term "agenda-setting", Walter Lippmann was writing about what we today would call "agenda-setting". Following Lippmann, in 1963, Bernard Cohen observed that the press "may not be successful much of the time in telling people what to think, but it is stunningly successful in telling its readers what to think about. The world will look different to different people," Cohen continues, "depending on the map that is drawn for them by writers, editors, and publishers of the paper they read."As early as the 1960s, Cohen had expressed the idea that later led to formalization of agenda-setting theory by McCombs and Shaw. The stories with the strongest agenda setting influence tend to be those that involve conflict, terrorism, crime and drug issues within the United States. Those that don't include or involve the United States and politics associate negatively with public opinion. In turn, there is less concern.
	Although Maxwell McCombs already had some interest in the field, he was exposed to Cohen's work while serving as a faculty member at UCLA, and it was Cohen's work that heavily influenced him, and later Donald Shaw. The concept of agenda setting was launched by McCombs and Shaw during the 1968 presidential election in Chapel Hill, North Carolina. They examined Lippmann's idea of construction of the pictures in our he advertisements  by comparing the issues on the media agenda with key issues on the undecided voters' agenda. They found evidence of agenda setting by identifying that salience of the news agenda is highly correlated to that of the voters' agenda. McCombs and Shaw were the first to provide the field of communication with empirical evidence that demonstrated the power of mass media and its influence on the public agenda. The empirical evidence also earned this theory its credibility amongst other social scientific theories.
	A relatively unknown scholar named G. Ray Funkhouser performed a study highly similar to McCombs and Shaw's around the same time the authors were formalizing the theory. All three scholars – McCombs, Shaw, and Funkhouser – even presented their findings at the same academic conference. Funkhouser's article was published later than McCombs and Shaw's, and Funkhouser doesn't receive as much credit as McCombs and Shaw for discovering agenda setting. According to Everett Rogers, there are two main reasons for this. First, Funkhouser didn't formally name the theory. Second, Funkhouser didn't pursue his research much past the initial article. Rogers also suggests that Funkhouser was geographically isolated at Stanford, cut off from interested researchers, whereas McCombs and Shaw had got other people interested in agenda setting research.
2.2.2	Diffusion of Innovation Theory
	The diffusion of innovation theory is a theory of how, why and at what new ideas, technology spread through cultures. Findings, show that this theory was first studied by the French sociologist Gabriel Trad (1890), German and French anthropologists, Friedrick Ratzy and leo frobenious. However the theory was popularized in the 1962 by Everett Rogers in his book “Diffusion of Innovation” who essentially describes the process by which:
i.  An innovation 
ii. Is communicated through certain channels 
iii. Overtime
iv. Among the members of a social system (Roger, 1003, cited by M Bayo, Kah and Tesundi, 2018).
The diffusion of innovation theory analysis how the social members adopt the new innovative ideas and how they made the decision towards it. Both mass media and interpersonal communication channel is involved in the diffusion process. The theory  heavily relies on Human capital. According to the theory, innovations should be widely adopted in order to attain development and sustainability. In real life situations the adaptability of the culture played a very relevant role where ever the theory was applied. Rogers proposed four elements of diffusion of innovations they are four-elements-of-diffusion-of-innovation
· Innovations– an idea, practice, or object perceived as new by an individual. It can also be an impulse to do something new or bring some social change
· Communication Channel– The communication channels take the messages from one individual to another. It is through the channel of communication the Innovations spre advertisements  across the people. It can take any form like word of mouth, SMS, any sort of literary form etc
· Time – It refers to the length of time which takes from the people to get adopted to the innovations in a society. It is the time people take to get used to new ideas. For an example consider mobile phones it took a while to get spread among the people when it is introduced in the market
· Social System– Interrelated network group joint together to solve the problems for a common goal. Social system refers to all kinds of components which construct the society like religion, institutions, groups of people etc
	Who made the decision to accept the innovation? Rogers says that in a social system there are three ways the decisions are taken. He suggested the three ways considering the ability of people to make decisions of their own and their ability to implement it voluntarily, the three ways are as follows..
· Optional– Individuals made a decision about the innovation in the social system by themselves
· Collective –  The decision made by all individuals in the social system
· Authority – Few individuals made the decision for the entire social system


2.3	Empirical Review
Empirical studies have shown a strong link between advertising and consumer purchasing behavior, particularly in the context of herbal medicines. Herbal medicine, being a vital component of traditional healthcare in many African and Asian countries, relies heavily on promotional strategies to reach potential consumers. In the study by Okonkwo and Eze (2020), it was found that advertisement significantly influenced consumer awareness and positively affected the willingness to purchase herbal products. The researchers surveyed 300 respondents in Anambra State, Nigeria, and concluded that radio and television advertisements had the highest impact.
In a related study by Adebayo and Sofowora (2021), the authors explored how different advertising media—such as social media, television, and community outreach—influenced the buying decisions of consumers of herbal medicine in Lagos. Their findings revealed that social media had become a dominant platform due to its affordability and broad reach, particularly among younger demographics. They also noted that visual advertisements that included testimonials and before-and-after imagery were particularly persuasive.
Furthermore, a cross-sectional study by Zhang et al. (2019) conducted in rural China discovered that consumer trust in herbal products increased when advertisements featured endorsements by traditional healers or medical professionals. These endorsements served as a form of social proof, thereby boosting consumer confidence. This aligns with the theory of credibility in advertising, which posits that consumers are more likely to be influenced when the source is perceived as trustworthy and expert (Ohanian, 1990).
The emotional appeal of herbal medicine advertising has also been empirically validated. According to research by Musa and Ibrahim (2020), advertisements that portrayed herbal remedies as safe, natural, and effective were more likely to generate positive consumer responses. Their study used experimental design and exposed participants to different advertisement types. The result showed that emotionally charged content led to higher purchase intention than rational, fact-based advertisements.
However, not all studies present a uniformly positive relationship. A study by Chukwuma and Abiola (2022) argued that while advertising increases visibility, it does not always lead to increased purchases. Their study in Ogun State, Nigeria, used regression analysis to show that perceived product efficacy and word-of-mouth recommendations had a greater effect on consumer behavior than advertising. The implication here is that advertisement may serve as an initiator of interest, but the final buying decision depends on other factors.
Another empirical study by Amadi and Okoro (2018) examined the influence of repeated advertising exposure on consumer behavior regarding herbal supplements. Using a survey of 250 respondents, they found that repeated exposure increased brand recall but had diminishing returns in terms of persuasion. This suggests that frequency matters, but it must be balanced with quality content to be effective.
Gender and age have also been found to moderate the effect of herbal medicine advertisements. In a demographic-focused study by Ezeanya and Uche (2019), older adults were more influenced by radio and newspaper  advertisements , while younger audiences responded better to social media campaigns. This demographic divide suggests that advertisers must tailor their media channels and messages according to their target market.
Interestingly, the study by Tunde and Ajayi (2021) revealed that the language used in advertisements plays a crucial role in consumer reception. Herbal medicine  advertisements  that employed local dialects and cultural idioms were more persuasive among rural dwellers. This confirms the cultural resonance theory in advertising, which emphasizes the need for cultural alignment between advertisement content and the target audience.
Price sensitivity also mediates the relationship between advertising and buying behavior. According to a quantitative study by Bello and Yekini (2020), although advertisements may stimulate interest, many consumers remain price-conscious and will compare costs before making a purchase. Their study highlighted that promotional offers and price discounts in  advertisements  significantly boosted conversion rates.
Lastly, a study conducted by Odili and Chika (2023) focused on consumer skepticism and its impact on herbal medicine advertisement. The authors noted that due to widespread concerns about fake herbal products and misleading claims, many consumers scrutinize advertisements more critically. This consumer skepticism acts as a filter, reducing the overall effectiveness of promotional campaigns unless backed by credible evidence or third-party validation. 

CHAPTER THREE
3.1	RESEARCH METHOD
	This is a descriptive where only one study a large population and researcher have to sample some portion of the population and generalize. It is a study that investigate the existing characteristic of a large group of peoples or situation.
	Olayiwola (2017) put it that survey research is a research method that describes a given state of affairs at a particular time. It is commonly involved gathering data from a population at a period from the total population a carefully selected sample having fact and characteristic techniques.
3.2	POPULATION OF THE STUDY
	Population according to Euroborowalai (1003:15) refers to the entire subject whom the researcher is investigating or any group of organization being studied by investigator that constitute the population. This research work is to determine “effect of herbal medicine advertisement on consumer buying habit’, therefore the population of this study comprises of people in Ilorin, Kwara State.
3.3	SAMPLE SIZE AND SAMPLING TECHNIQUES
	Undoubtedly, it is believed that the sample of population of research was the entire public of Nigeria. The researcher used to purposive sampling, people in Ilorin, Kwara State in selecting 100 respondents out of the population among different department questionnaire were administered on those who make themselves available this ensure hundred percent rate of return.
The study could not be carried out on all the population of residents of Ilorin east local government, Ilorin. Therefore the adoption of the purposive techniques is to select 100 respondents from the entire population of Ilorin east local government. 

3.4	INSTRUMENTATION 
The research instrument for this study was the questionnaire. The questionnaire contained 15-items, which were used to elicit information from respondents. The questionnaire was divided in two sections A and B. Section A contained demographic information about the respondents, which put out on their gender, age and qualification. Section B was used to collect data to elicit response to research questions about the research.  	
Since this study employed survey design, questionnaires were used to collect data. In order to ensure that relevant items were included in the questionnaire, extensive and relevant literature were consulted before the instrument for data collection was constructed.
3.5	VALIDITY AND REALIBILITY OF THE INSTRUMENT 
	Validity is concerned with the ability of a research instrument to measure that it has design to measure. i.e how will it measure, does the instrument measure what is suppose to measure.
 	This instrument is valid because questionnaire is protested and the question were given the desired result moreover the question were crossed checked by the supervisor o give instrument validity on the basis of the above, the instrument is therefore valid.
In order to ensure that relevant items were included in the questioners, extensive and relevant literature were consulted before instrument for data collection was constructed; this is done in other to ensure content validity of questionnaires. A constructed questioner was given to expert in the field in other to go through and criticise. This is imperative in order to make sure that the data collection instrument had face validity.
This research is descriptive and expository in nature questionnaire were use as instrument out data with the respondents opinion or views on the “effect of herbal medicine advertisement on consumer buying habit”
3.6	METHOD OF ADMINISTRATION OF INSTRUMENT 
The instrument used in the study is questionnaire and it will be distributed through personal visit and consultation, we will consult various respondents at Ilorin east local government area of Kwara State.
3.7	METHOD OF DATA ANALYSIS 
	To make the analysis of the media collection sample frequency count was used, the statistical, computation was done manually, furthermore, table as part of the research, questions and each respondents were scared accounting to the basis or frequency distribution and sample percentage were corrupted from distributed.

CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION OF DATA
4.0 	Introduction
This chapter presents, analyzes, and interprets the data collected through the administered questionnaire on the "Effect of Herbal Medicine Advertisement on Consumer Buying Habit in Ilorin East Local Government". The analysis is divided into three sections: Demographic Data, General Response, and Research-Based Statements.
4.1	Demographic Data of Respondents
This section presents the bio data of the respondents including sex, age, marital status, educational qualification, and occupation.
Table 4.1.1: Distribution of the respondents by Sex
	OPTIONS
	RESPONDENTS
	PERCENTAGE

	Male
	30
	30%

	Female
	70
	70%

	Total
	100
	100


Source:  Field Survey, 2025
From the table above, 30 respondents representing 30% were male while 70 respondents representing 70% were female.
Table 4.1.2: Distribution of the respondents by age J
	OPTIONS
	RESPONDENT
	PERCENTAGE

	18-24 years
	50
	50%

	25-30 years
	30
	30%

	31-35 years
	20
	20%

	Total
	100
	100%


Source:  Filed Survey, 2025
The above table shown that 50 representing 50% were range from 18-24, 30 respondents representing 30% were range from 25-30, while 20 respondents representing 20% were range from 31-35 age.
Table 4.1.3: Distribution of the respondents by Marital Status
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Single 
	50
	50%

	Married 
	40
	40%

	Divorce 
	10
	10%

	Widow 
	0
	0%

	Total 
	100
	100%


Source:   Field Survey, 2025
	In the table above, 50 respondents representing 50% were single, 40 respondents representing 40% were married while 10 respondents representing 10% are divorce.
Table 4.1.4: Distribution of the respondents by Level 
	OPTIONS
	RESPONDENT
	PERCENTAGE

	B.sc Holder
	20
	20%

	HND Holder
	50
	50%

	ND Holder
	30
	30%

	Total
	100
	100%


Source:  Field Survey, 2025
In the table above 20 respondents representing 20% have B.sc holder qualification, 50 respondents 50% have HND Holder qualification, while 30 respondents representing 30% have ND Holder qualification.

SECTION B
TABLE 4.1.5: Did you agree that herbal medicine has effect on consumer buying?
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Yes
	90
	90%

	No
	10
	10%

	Total 
	100
	100%


Source: Field Survey, 2019
	This table above shows that 90 respondents representing 90% agreed that herbal medicine has effect on consumer buying, 10 respondents representing 10% said no that herbal medicine has effect on consumer buying.
TABLE 4.1.6: Does the herb advertisements changed the perceptions of consumers positively towards using herbs products? 
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Yes
	70
	70%

	No
	30
	30%

	Total
	100
	100%


Source: field survey, 2019.
	The table above is showing that 70 respondents representing 70% said that Yes the herb advertisements changed the perceptions of consumers positively towards using herbs products, 30 respondents representing 30% said No that the herb advertisements changed the perceptions of consumers positively towards using herbs products.

TABLE 4.1.6: Does people exposing to herbal products advertising campaigns? 
	OPTIONS 
	FREQUENCY 
	PERCENTAGE (%)

	Yes
	70
	70%

	No
	30
	30%

	Total
	100
	100%


Source: Field Survey, 2019.
	The table above is showing that 70 respondents representing 70% said that Yes people exposing to herbal products advertising campaigns, 30 respondents representing 30% said No that people exposing to herbal products advertising campaigns.
SECTION C
Table 4.1.1: I frequently see advertisements for herbal medicine in Ilorin East
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	20
	20%

	Neutral
	-
	-

	Agree
	50
	50%

	Strongly Agree
	20
	20%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 20 respondents representing 20% Disagree, 50 respondents representing 50% Agree and while 20 respondents representing 20% Strongly Agree that they frequently see advertisements for herbal medicine in Ilorin East.
Table 4.1.2: Herbal medicine advertisements influence the buying decision?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	20
	20%

	Neutral
	-
	-

	Agree
	20
	20%

	Strongly Agree
	50
	50%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 5% Strongly Disagree, 20 respondents representing 10% Disagree, 20 respondents representing 20% Agree and while 50 respondents representing 50% Strongly Agree that they Herbal medicine advertisements influence the buying decision.
Table 4.1.3: The message on herbal  advertisements  is usually convincing?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	20
	20%

	Disagree
	50
	50%

	Neutral
	-
	-

	Agree
	10
	10%

	Strongly Agree
	20
	20%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 20 respondents representing 20% Strongly Disagree, 50 respondents representing 50% Disagree, 10 respondents representing 10% Agree and while 20 respondents representing 20% Strongly Agree that the message on herbal  advertisements  is usually convincing.
Table 4.1.4: trust the health claims made in herbal medicine advertisement?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	50
	50%

	Strongly Agree
	30
	30%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 10 respondents representing 10% Disagree, 50 respondents representing 50% Agree and while 30 respondents representing 30% Strongly Agree that they trust the health claims made in herbal medicine advertisement.
Table 4.1.5: I have bought herbal medicine after seeing or hearing an advertisement? 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	50
	50%

	Disagree
	20
	20%

	Neutral
	-
	-

	Agree
	15
	15%

	Strongly Agree
	15
	15%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 50 respondents representing 50% Strongly Disagree, 20 respondents representing 20% Disagree, 15 respondents representing 15% Agree and while 15 respondents representing 15% Strongly Agree that they have bought herbal medicine after seeing or hearing an advertisement.
Table 4.1.6: I consider herbal medicines to be effective based on what  advertisements  show 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	55
	55%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	15
	15%

	Strongly Agree
	20
	20%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 55 respondents representing 55% Strongly Disagree, 10 respondents representing 10% Disagree, 15 respondents representing 15% Agree and while 20 respondents representing 20% Strongly Agree that they consider herbal medicines to be effective based on what  advertisements  show.
Table 4.1.7: The frequency of herbal advertisements  affects my perception of their importance.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	50
	50%

	Disagree
	25
	25%

	Neutral
	-
	-

	Agree
	15
	15%

	Strongly Agree
	10
	10%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 50 respondents representing 50% Strongly Disagree, 25 respondents representing 25% Disagree, 15 respondents representing 15% Agree and while 10 respondents representing 10% Strongly Agree that they frequency of herbal  advertisements  affects my perception of their importance.
Table 4.1.8: I prefer buying herbal medicine that has been widely advertised
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	5
	5%

	Disagree
	20
	20%

	Neutral
	-
	-

	Agree
	5
	5%

	Strongly Agree
	70
	70%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 5 respondents representing 5% Strongly Disagree, 20 respondents representing 20% Disagree, 5 respondents representing 5% Agree and while 70 respondents representing 70% Strongly Agree that they prefer buying herbal medicine that has been widely advertised.
Table 4.1.9: I often discuss herbal products I see in  advertisements  with friends or family
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	20
	20%

	Strongly Agree
	60
	60%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 10 respondents representing 10% Disagree, 20 respondents representing 20% Agree and while 60 respondents representing 60% Strongly Agree that they often discuss herbal products I see in  advertisements  with friends or family.
Table 4.1.10: The language used in herbal  advertisements  is easy for me to understand.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	50
	50%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	10
	10%

	Strongly Agree
	30
	30%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 50 respondents representing 50% Strongly Disagree, 10 respondents representing 10% Disagree, 10 respondents representing 5% Agree and while 30 respondents representing 30% Strongly Agree that they language used in herbal  advertisements  is easy for me to understand.
Table 4.1.11: I believe  advertisements  help to educate people about herbal medicine.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	10
	10%

	Strongly Agree
	70
	70%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 10 respondents representing 10% Disagree, 10 respondents representing 10% Agree and while 70 respondents representing 70% Strongly Agree that they believe  advertisements  help to educate people about herbal medicine.
Table 4.1.12: Herbal  advertisements  have increased my awareness of different herbal products.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	5
	5%

	Disagree
	20
	20%

	Neutral
	-
	-

	Agree
	5
	5%

	Strongly Agree
	70
	70%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 5 respondents representing 5% Strongly Disagree, 20 respondents representing 20% Disagree, 5 respondents representing 5% Agree and while 70 respondents representing 70% Strongly Agree that they Herbal  advertisements  have increased my awareness of different herbal products.
Table 4.1.13: Celebrity endorsements in herbal  advertisements  influence my buying decisions
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	25
	25%

	Neutral
	-
	-

	Agree
	15
	15%

	Strongly Agree
	50
	50%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 25 respondents representing 25% Disagree, 15 respondents representing 15% Agree and while 50 respondents representing 50% Strongly Agree that the Celebrity endorsements in herbal advertisements  influence my buying decisions.
Table 4.1.14: I am more likely to try new herbal products that are advertised.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	20
	20%

	Disagree
	20
	20%

	Neutral
	-
	-

	Agree
	20
	20%

	Strongly Agree
	40
	40%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 20 respondents representing 20% Strongly Disagree, 20 respondents representing 20% Disagree, 20 respondents representing 20% Agree and while 40 respondents representing 40% Strongly Agree that they are more likely to try new herbal products that are advertised.
Table 4.1.15: I feel safe using herbal products promoted in advertisements.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	20
	20%

	Neutral
	-
	-

	Agree
	50
	50%

	Strongly Agree
	20
	20%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 20 respondents representing 20% Disagree, 50 respondents representing 50% Agree and while 20 respondents representing 20% Strongly Agree that they feel safe using herbal products promoted in advertisements.
Table 4.1.16: I am more loyal to herbal brands that advertise frequently
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	10
	10%

	Strongly Agree
	70
	70%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 10 respondents representing 10% Disagree, 10 respondents representing 10% Agree and while 70 respondents representing 70% Strongly Agree that they are more loyal to herbal brands that advertise frequently.
Table 4.1.17: I pay attention to herbal medicine adverts on radio and TV
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	10
	10%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	25
	25%

	Strongly Agree
	55
	55%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 10 respondents representing 10% Strongly Disagree, 10 respondents representing 10% Disagree, 25 respondents representing 25% Agree and while 55 respondents representing 55% Strongly Agree that they pay attention to herbal medicine adverts on radio and TV.
Table 4.1.18: Herbal  advertisements  have helped me change my opinion about natural remedies
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	5
	5%

	Disagree
	25
	25%

	Neutral
	-
	-

	Agree
	20
	20%

	Strongly Agree
	50
	50%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 5 respondents representing 5% Strongly Disagree, 25 respondents representing 25% Disagree, 20 respondents representing 20% Agree and while 50 respondents representing 50% Strongly Agree that the Herbal ads have helped me change my opinion about natural remedies.
Table 4.1.19: I often compare herbal products based on the quality of their advertisement
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	55
	55%

	Disagree
	5
	5%

	Neutral
	-
	-

	Agree
	35
	35%

	Strongly Agree
	5
	5%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 55 respondents representing 55% Strongly Disagree, 5 respondents representing 5% Disagree, 35 respondents representing 35% Agree and while 5 respondents representing 5% Strongly Agree that they are often compare herbal products based on the quality of their advertisement.
Table 4.1.20: I have developed more interest in herbal medicine due to its advertisement.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Disagree
	50
	50%

	Disagree
	10
	10%

	Neutral
	-
	-

	Agree
	30
	30%

	Strongly Agree
	10
	10%

	Total 
	100
	100%


Source:  Field Survey, 2025
The table above shows that 50 respondents representing 50% Strongly Disagree, 10 respondents representing 10% Disagree, 30 respondents representing 30% Agree and while 10 respondents representing 10% Strongly Agree that they have developed more interest in herbal medicine due to its advertisement.
4.2	DISCUSSION AND INTERPRETATION OF RESULT
The findings of this study reveal several key insights into how herbal medicine advertisement influences consumer buying habits in Ilorin East Local Government. The data collected from questionnaires and interviews conducted among residents of the area show a clear relationship between exposure to herbal medicine advertisements and the buying decisions of consumers.
The results indicate that a majority of the respondents became aware of various herbal medicine products through advertisements on radio, television, social media, and billboards. Radio advertisements, in particular, were the most influential due to their local language usage and wide reach. This supports the notion that traditional media still plays a significant role in health-related marketing in semi-urban and rural communities.
Respondents noted that the use of testimonials, dramatic visuals, and claims of natural healing in advertisements strongly impacted their decision to try herbal medicines. The perception that these medicines are safe, affordable, and free of side effects—often emphasized in ads—was a major driver of interest and purchase. This finding aligns with earlier studies that showed emotional and cultural appeal in advertising can significantly shape consumer behavior.
A significant number of respondents admitted that the presence of "experts" or traditional healers in the adverts increased their confidence in the product. However, some also expressed skepticism, particularly when the advertisements made exaggerated claims or lacked clear dosage or safety instructions. This mixed reaction suggests that while advertisements are effective in attracting attention and creating interest, long-term consumer loyalty may depend on the perceived credibility and actual effectiveness of the products.
The study also found that herbal medicine advertisements had led to an increase in impulse buying behavior. Many consumers reported that they made purchases not out of necessity but due to the influence of persuasive advertising. Additionally, there was a noticeable shift from conventional pharmaceuticals to herbal remedies among some segments of the population, particularly those who preferred traditional healing methods or could not afford modern healthcare. 
Age, education, and income level played roles in how advertisements influenced consumer habits. Younger consumers and those with lower educational attainment were more likely to be influenced by catchy slogans and visuals, while older and more educated respondents were more critical and selective. This suggests that demographic factors should be considered when designing effective and ethical herbal medicine advertisements.
Finally, the study shows that herbal medicine advertisements significantly influence consumer buying habits in Ilorin East Local Government, primarily by raising awareness, shaping perceptions, and triggering purchases. However, while advertising has a strong initial impact, long-term consumer trust will depend on product quality, regulation, and honest communication. Therefore, advertisers, herbal medicine producers, and regulatory bodies must ensure that information shared in ads is accurate, culturally sensitive, and health-conscious.

















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY 
This study examined the effect of herbal medicine advertisement on consumer buying habits in Ilorin East Local Government. The research aimed to determine the extent to which media advertisements influence awareness, perception, and purchasing decisions among consumers regarding herbal medicine products.
Data was collected through questionnaires administered to a sample of residents across different age groups, educational levels, and occupations. The study found that advertisements particularly through radio, television, and social media play a significant role in informing and persuading consumers to purchase herbal medicines. Emotional appeals, health benefit claims, and testimonials were found to be major factors in influencing consumer behavior.
It was also discovered that while many consumers trust herbal products due to cultural and traditional beliefs, some harbor concerns about the accuracy and safety of the information provided in advertisements. Socio-demographic factors such as age, income, and educational background also influenced how consumers respond to these ads.
5.2	CONCLUSION
The findings of this study confirm that herbal medicine advertisements significantly affect consumer buying habits in Ilorin East Local Government. Advertisements serve as a primary source of information and motivation for many consumers to explore or continue the use of herbal medicines. However, the effectiveness of such advertisements is influenced by how credible, relatable, and culturally appropriate the messaging is.
While advertisements have proven successful in increasing awareness and boosting sales, the lack of regulatory oversight on the content of some herbal product promotions may pose health risks to consumers. The study concludes that responsible advertising and consumer education are essential for ensuring that the influence of herbal medicine ads leads to positive health outcomes.
5.3	RECOMMENDATION
Based on the findings of the study on the effect of herbal medicine advertisement on consumer buying habits in Ilorin East Local Government, the following recommendations are made to stakeholders including herbal medicine producers, regulatory bodies, advertisers, and consumers:
· Herbal medicine Television and Radio advertisements should be channeled towards creating awareness and helping audience members in search of safe and appropriate herbal medicine for better healthcare rather than being used to win brand loyalty.
· Health regulators such as NAFDAC and herbal medicine practitioners should work together to ensure that consumers have the information they need about the benefits and the risks of the herbal medicines that are advertised.
· Traditional Medicine Practitioners (TMPs) that have real knowledge of ethno-medicine should be encouraged by the government and other stakeholders, including broadcast media outfits to come out and share their expertise for the common good.
· The broadcast media professionals in Nigeria should create special forums where TMPs could productively rub minds with western, orthodox medicine practitioners.
· National Broadcasting Commission (NBC), APCON and other relevant regulatory agencies should work hand in hand to verify the claims of TMPs before they are placed on the broadcast media in Nigeria. In this connection, agencies such as NAFDAC, Consumer Protection Agency (CPA), and Standard Organization of Nigeria (SON) should be further strengthened to check any unwholesome practice among the ranks of TMPs in Nigeria
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QUESTIONNAIRE
We are final year student of  Mass Communication department undertaking a research on “effect of herbal medicine advertisement on consumer buying habit in Ilorin East local government in partial fulfillment for the Award of Higher National Diploma (HND) in mass communication.
I will be grateful if you sincerely answer the question contain below
Section A: BIODATA OF RESPONDENTS 
1. Sex: (a) Male (   )   (b) Female (   )
2. Age: (a) 18- 24  (   )    (b) 25-30 (   )   (c) 31-35 (   )
3. Marital status: (a) Married (   )  (b) Single  (   )  (c)  Divorce  (   )  
(d) Widow
4. Educational Qualification: (a) B.sc Holder (   )  (b)  HND Holder  (   )  
(c) ND (  )
5. Occupation: (a) Employed (  )  (b) Unemployed (   )  
(c) Self Employed   (   )  (d) Student  (   )
Section B:
6. Did you agree that herbal medicine has effect on consumer buying? 
(a) Yes  (  )      (b) No   (   ) 
7. Does the herb advertisements changed the perceptions of consumers positively towards using herbs products?
(a) Yes  (  )      (b) No   (   )
8. Does people exposing to herbal products advertising campaigns?
(a) Yes  (  )      (b) No   (   )



Section C: RESEARCH BASED QUESTIONS 
Please indicate your level of agreement with the following statements using the scale below:
1 = Strongly Disagree | 2 = Disagree | 3 = Neutral | 4 = Agree | 5 = Strongly Agree
	S/N
	Statement
	SD
	D
	N
	A
	SA

	1
	I frequently see advertisements for herbal medicine in Ilorin East.
	
	
	
	
	

	2
	Herbal medicine advertisements influence my buying decisions.
	
	
	
	
	

	3
	The message in herbal  advertisements  is usually convincing.
	
	
	
	
	

	4
	I trust the health claims made in herbal medicine advertisements.
	
	
	
	
	

	5
	I have bought herbal medicine after seeing or hearing an advertisement.
	
	
	
	
	

	6
	I consider herbal medicines to be effective based on what  advertisements  show.
	
	
	
	
	

	7
	The frequency of herbal  advertisements  affects my perception of their importance.
	
	
	
	
	

	8
	I prefer buying herbal medicine that has been widely advertised.
	
	
	
	
	

	9
	I often discuss herbal products I see in  advertisements  with friends or family.
	
	
	
	
	

	10
	The language used in herbal  advertisements  is easy for me to understand.
	
	
	
	
	

	11
	I believe  advertisements  help to educate people about herbal medicine.
	
	
	
	
	

	12
	Herbal  advertisements  have increased my awareness of different herbal products.
	
	
	
	
	

	13
	Celebrity endorsements in herbal  advertisements  influence my buying decisions.
	
	
	
	
	

	14
	I am more likely to try new herbal products that are advertised.
	
	
	
	
	

	15
	I feel safe using herbal products promoted in advertisements.
	
	
	
	
	

	16
	I am more loyal to herbal brands that advertise frequently.
	
	
	
	
	

	17
	I pay attention to herbal medicine adverts on radio and TV.
	
	
	
	
	

	18
	Herbal  advertisements  have helped me change my opinion about natural remedies.
	
	
	
	
	

	19
	I often compare herbal products based on the quality of their advertisement.
	
	
	
	
	

	20
	I have developed more interest in herbal medicine due to its advertisement.
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